

















New, advanced color styling on the complete Apex Home 
Cleaner line, and the finest set of home cleaning tools in 
the industry. New buy-appeal . . . more to tell . . . more to 


demonstrate . . . more sales for Apex dealers. 


wctlnete wee 


A new line of Apex Spiral Dasher Washers—the washers 


that cleanse all the family clothes better, safer, faster. 


C= a 


New convenience features... new Apex extras for 





Apex dealers alone! 
















The new Apex FOLD-A-MATIC IRONER...the ironer that 


folds away...now in production and on the way. Another 


MODEL 124 
For fast, convenient 
CELLAR TO ATTIC cleaning. 


Al motel construction, Apex “first”—for Apex dealers—and it will be supported by 





MODEL 603 
The ARISTOCRAT of home cleaners. 
All metal construction. 


the strongest ironer merchandising program in the industry. 


ba Gs Again in 1948, Apex dealers will have the advanced-design produc 
€ S =y } ome that mean greater opportunity to get the cream of the cleaner: 
: = washer-ironer business. Again, this year, hard-hitting Apex nation 
magazine advertisements will continue to reach your best prospects 4 
every month—more advertising than ever before in Apex history 


Outdoor poster advertising, newspaper ads, displays, sales training 4 





the entire Apex merchandising program is ready to work for you 
~~~. i The famous Apex 


A eee APEX ROTAREX CORPORATION + CLEVELAND 10, OHIO 
' ‘> MODEL 390-P 


For faster, easier, 
better washing. 






Cit ee 















FOR THIRTY-FIVE YEARS _ 

. | If you are at the Chicago Show...come to our permanent es 

= : | f display space and office... Ci 
Sen 






1472 MERCHANDISE MART 







CLOSED } ' OPEN 
’ 
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Apex FOLD-A’MATIC . . . The lroner That Folds Away! 
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Expanding Markets 


HIS issue records in detail the greatest year in electrical 
appliance and radio history. Of all our major appliances, 
only refrigeration failed to top, by a large percentage, 
the previous record year. Refrigeration would have reached 
new and unpredicted heights had it not been for the steel 
situation. And at the close of the year, the demand for 


been looked toward as a possibility but never before 
have we come in sight of it. Full employment, prosperous 
farmers, prospering business, that places in the hands of 
the vast majority of our population purchasing power 
enough to provide an increased standard of living for all. 
It is true that part of this purchasing power is being drained 








“ these products shows no signs of slackening. off by increased living costs and by continued high taxation. 
Prices are up but this has had no noticeable effect, the Nevertheless, purchasing power remaining is exerting a 
principal reason being that necessary price increases have pressure hardly dreamed of on the production and distribu- 
been moderate and justified. Forecasts of a business reces- tion facilities of industry. 
| sion in 1947 proved unfounded and close students of With demand at these levels, appliance distributing costs 
/ this market expect that record business will continue are lower than they have ever been. Distribution is being 
os J through the coming year. Those who think otherwise, accomplished at lower percentages to the consumer dollar 
r. i seem to neglect to take into consideration certain underly- than ever before and wholesalers and retailers are prosper- 
or ing elements that make for the stability of appliance de- ing. Certain elements of the business, such as credit, call 
mand. One among these is the degree to which, in spite for caution and good management as always, but with 
of all shortages and obstacles, the number of our customers appropriate caution and good management, the appliance 
-_ has increased. industry goes into the new year with justified optimism. 
j Utilities in extending their services have had much to 
” : contend with but the rate at which their customer lists are 
by increasing is truly astonishing. In the year 1947 just past, AS is usual in this annual statistical and market planning 
ry: approximately 1,900,000 new electric customers were added issue of ELecTtrRICAL MERCHANDISING, we present 
to the lines. This surpasses the year 1946, when additions a rounded picture of the market as it exists today 
were almost 1,800,000. In only two years, therefore, since as well as a production record for the year just past. 
appliance production was resumed, nearly 3,700,000 homes ELECTRICAL MERCHANDISING prides itself on being the 
were for the first time served with electricity. All these clearing house for this essential market data. Such 
roduc new family units need appliances. In fact a compelling a roundup of vital facts is only possible through the assist- 
leanet influence in creating the new customers was the desire for ance of all branches of the industry ; from the associations 


refinements of living represented by the refrigerator, the 
ation washer, the range, the water heater and all our other won- 
derful services. 


of manufacturers, from individual manufacturers, from 
utilities, wholesalers and retailers, we enjoy the most gen- 


erous cooperation. Ours is indeed a job requiring intensive 

pects 4 work for many weeks in putting this data into the most 
. readily usable form, but it could not be done at all without 
1iStOry | era the total of new customers from early 1942, when the aid of hundreds of companies and numbers of associa- 
ining : appliances manufacture was suspended, down to January tions and industry bodies who are willing to share with 


1948, approximately 6,000,000 were added including 1,436,- 
or of 000 farms. Of the several classes of our total market, 
a the farmer today is the most prosperous, and the addi- 


the industry all the facts in their possession. 
To all of these, we express the gratitude of ourselves 


and the industry as a whole. 
tion of nearly a million and a half farmers with their 


| potential needs for electrical home and productive equip- 
ment, would alone represent an immense stimulation 
i to the entire business. But this growth by number of COU tar 
' customers is only part of the whole picture. 

; 


We have reached in this country a condition that has long EDITOR 
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| New ‘Turnover Techniques’ 
move Lewyt Cleaners! 


: LEWYT HAS WHAT THE TRADE WANTS! 


e Good profit margin to work on! 
e A retail price that’s competitive and includes all attachments. 
There’s nothing extra to buy! 
e Heavy pre-selling in LIFE, SATURDAY EVENING POST, 
GOOD HOUSEKEEPING, LADIES’ HOME JOURNAL. 
Factory Sales Training Program. 
e 12-point demonstration technique for in-the-home, 
in-the-store! 
New Lewyt “ Market Place” keys salesman’s talk. 
Seasonal window display service! 
Complete cooperative advertising program. 
Lewyt ‘“‘Demo-Call’”—an improved post sale 
demonstration plan that breeds additional sales. 
24-sheet Posters, and radio scripts! 
e Booklets, folders, reprints that really 
help you sell! 
e A vacuum cleaner that’s as near service-free as 
testing and excellence of manufacture can 
make it! 
e Aname that has served American Industry 
with fine precision equipment since 1888! 
-+-all standing squarely behind a 
vacuum cleaner that almost sells itself! 


LEWYT HAS WHAT 
WOMEN ASK FOR! 


@ Unheard of Quiet! New Dispersion-type silencer 
muffles the Lewyt! 

’ @ All-out Cyclonic Suction! Gets even the imbedded dirt 
and grit! 

@ No bag to empty! Just pour dirt from metal Dust Bowl only 
every 4 to 6 weeks. Empties like an ash tray! 

@ Triple Filter Dust Control! No dust leaks back to film rooms. 
Permanent cloth filter, disposable paper filter, and Cyclone dust separator 
turn the trick! 

@ Floating carpet-brush automatically adjusts to rug contours. Dial 
control permits adjustment for every type of rug cleaning! 

@ Press-toe Switch taps on and off easily! Rugged cantilever construction — 
won't break off accidentally ! 

@ Fuller Brushes used throughout. New Wonder Brush eliminates dusting 
by hand! 

@ Extra Cleaning-range! Cleans everything within a 34-foot radius 
from one outlet! 

@ Gasket-sealed connections! Made suction-tight with long-lasting 
Vinylite rings! 

@ Beautifully built, beautifully styled! So light, easy to use, easy 
to carry! 

@ Stores away neatly in smart, dust-protected container that’s 
just 22” high, 12%" wide. Compact—takes little closet space! 


| NATIONAL 


CHICAGO HOME —_ 
FURNISHINGS MARKET HOUSEWARES isn 


| 17th Floor, Spaces 58 and (Amphitheatre, Chicago) 
(Am. Furniture Mart) | 











































irhymes with “do it’’) 


ACUUM CLEANER DIVISION, LEWYT CORPORATION 
76 Broadway, Brooklyn 11, New York 
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ANNIVERSARY 

OF PRECISION 

MANUFACTURING 
1888-1948 











ING ELECTRICAL MERCHANDISING—JANUARY |, 1948 PAGE 39 











10 YEARS SALES and RETAIL VALUE of 


Electrical | 
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1936 1937 1938 1939 1940 
- — 
Number Retail Number Retail Number Retail Number Retail Number Reta 
PRODUCT Sold Value Sold Value Sold Value Sold Value Sold Val 
—EE ea oe 
no ues eee Ghal iwckewehmeue dadacoaert ot Owcecil kad otaweee CT Ue cedEeCRRTA RAeeet we cee eee Cane 
BROILERS... LiRaME ROUSE Ree ASME VONEMETED “cedbeuncena Baad docada Eh Cee ee URe Gieaadak oD 2 elaaao dae otis ee ease adeeke “teas 
CLEANERS, VACUUM: 
Floor Type 1,084,656 $60,816,848 1,210,191 $67,785,502 967 002 $57,027,822 1,084,605 $62,839,975 1,340,590 $73,155 67¢ 
Hand Type 361 , 461 5,078 ,528 421,121 5,798 ,439 295 ,610 _ ; 312,035 4,939,018 358 ,604 5,347 "383 
CLOCKS 3,000,000 12,000,000 2,876,811 13,866,225 2,500,000 12,000,000 3,227,038 15,489,782 3,600,000 17,600 400 
COFFEB MAKERS , 
Metal 515,000 2,279,576 428 ,096 2,260,350 285,411 1,498 , 400 543 ,399 1,847 ,550 675 ,000 2,058 614 
Glass 150 ,000 900 .000 950 ,032 3,733,625 947 ,940 3,687 , 450 1,130,351 3,752,750 1,198,000 3,94! 327 
DISHWASHERS, Motor Driven a aaa : Pa REAL AE a be Sma Sata ig gat fe tiéaauul — 
DISPOSERS ees aeites wae” “bwicaaaieitiew. swe ei 
RS a Es eet en ee) ee hee rei Ee tera reese Vane Oe Nes 
FANS: 
A a ee eRe ae | nme ee cg mri ra Ps se el ae cpg alaradiataehehaon 
Ceiling 39 , 668 1,314,200 38 ,325 1,318,380 23,761 931 , 430 24,943 
Desk and Bracket 1,279,600 9,724,960 1,913,834 13,588,214 1, 206 ,863 8,508 , 385 1,501,734 
Other, Vent. up to 16 in 70,752 1,185,800 86, 182 1,614, 188 58 ,432 1,181, 495 84, 
FLASHLIGHTS: 
Cases 7 ,800 ,000 3,020,000 9,000 ,000 4,900 ,000 9,000 ,000 4,050 ,000 10,000 ,000 
Battery Cells 175,000,000 15,750,000 183,000,000 16,012,500 175,000,000 15,500,000 181 ,000 ,000 
FREEZERS, HOME ees ee efanceee- saan ae REG BPR 
HEATERS, RADIATORS 400 ,000 900 , 000 482 ,950 1,835,200 388 , 100 1,540,750 400 ,600 
HEATING PADS 540 ,000 2,494,000 1,013,550 2,959,600 774,075 2,182,900 878 , 900 
HOT PLATES, GRILLS 476 ,000 1,200,000 512,000 1,228 ,000 409 ,600 1,024,000 432,200 
IRONING MACHINES 180,281 10,384,185 178,858 12,520,060 110,540 8,865 , 308 127 ,093 
TRONS, TOTAL 3,765,559 16,670,122 4,157,050 16,086,565 3,505,400 13,747,150 4,993 ,278 
Automatic 2,255,910 12,971,482 1,867,300 10,774,375 1,653 ,690 9,525,250 2,339 , 858 
Non-Automatic 1.509, 649 3,698 ,640 2,289,750 5,312,190 1,851,710 4,221,900 2,653 , 420 
KITCHEN CABINETS, Steelt 
nN SE MEE TOE, Ee EE ee En ee gee aie 
LAMP BULBS & TUBES: 
Total—All Types 883,100,000 145,500,000 | 935,500,000 152,615,000 | 803,000,000 128,416,000 975,505,000 148,608,000 |1,115,473,000 176,51) 
Miniature 420,600,000 43,100,000 | 428,800,000 42,490,000 | 316,000,000 30,020,000 441,818,000 41,100,000 521,510,000 49,945—' 
All Other 462,500,000 102,400,000 506,700,900 110,125,000 487,000,000 98,396,000 533,687,000 107,508,000 593,963,000 126,566 "603 
MIXERS, FOOD eee eee eee oss ose 400, 7 ,000 , 000 ,000 =10,120 "510 
OIL BURNERS, TOTAL 224,850 75,430,100 218,874 71,647,462 201,858 61,813,814 247,655 69,284,930 302,868 85,49! 321 
Conversion . .. us aaa 193,057 56,565,701 176,340 47,788,140 211,532 50,767,680 249,072 58,0335 237 
eee... BD saseceesese coeccaces 14,431 8,557 ,583 14,226 7,881,204 19,215 9,742,000 26,614 = 12,95) 32 
Direct Fired Air Cond. Units asrS a 11,386 6,524,178 11,292 6,244,470 16,908 8,775,250 
OIL SPACE HEATERS 371,210 28,100,600 450,000 33,705,000 305,000 21,075,500 340,000 21,420,000 
RADIO RECEIVERS, TOTAL 8,248,000 450,000,000 8,065,000 450,000,000 7,100,000 250,000,000 10,538,000 355,000,000 
AM Receivers... : eauaeeuy sae “euie nance Sate ance Vedeem  «haaee eka nn) aaeeieaic dale ees 
FM-AM Receivers alah Weciett Mee Taha Dateec. | eaekia ani er er ee ee ee a ee ee are 
Television Receivers ee, re or eee ee ee: . ere ee eee ee ee ee 
RANGES ; 318,000 41,413,140 405,000 54,270,000 275,000 39,875,000 335,000 49,245,000 
REFRIGERATORS 1,996,000 327,344,000 2,310,000 395,010,000 1,254,000 215,688,000 1,900,000 321,100,000 
ROASTERS.. 225 ,000 4,500 ,000 250 ,000 5,045 ,000 225 ,000 4,990 , 500 235 ,000 5,475,500 
SANDWICH TOASTERS 470 ,000 2,250 ,000 938 , 300 3,180,875 766 , 500 2,590 ,800 718 ,839 2,975,950 
SHAVERS... EE a escetcuues 1,580,000 25,280,000 1,300,000 19,500,000 1,200,000 18,000,000 
re Cs. sadkapncaee sesevestaie A. ca eEEse Tan Selle eoeee eeaae ic Eh <hiemercudainn ~ ap aaa eee 4 cagsbe b learee's 
STOKERS: 
Residential 78,110 23,433,000 93,519 28,429,776 89,690 20,279,170 94,551 26,663,382 144,758 
TOASTERS, TOTAL 1,800,540 10,459,397 2,222,970 12,650, 1,996,200 10,955,475 2,166,375 14,861,200 2,272,000 
Automatic 436 , 540 5,753 ,597 650 , 900 8,539,120 583,350 ae ,550 847,610 11,366,450 960 ,000 
Non-Automatic 1,364,000 4,705 ,800 1,563,070 4,110,880 1,412,850 3,616,925 1,318,765 3,494,750 1,312,000 
WAFFLE IRONS 810,000 4,374,000 940 ,375 4,795 ,900 851,320 4,375,800 (04.763 3,580 , 200 740 ,000 
WASHING MACHINES: 
Total. . 1,729,135 119,159,698 1,642,019 122,868,785 1,137,614 84,136,375 1,433,256 100,519,000 1,552 ,666 
Electric (Standard Size) 1,528,585 100,947,753 1,465,405 105,860,857 1,031,353 74,401,805 1,329,377 91,354,800 1,454,831 
— - (Standard Size) 200,550 18,211,945 176,614 17,007,928 106 , 261 9,734,570 103 ,879 9,164,200 97 ,835 
ma nee <iePGy ee ; oS eee ae eee ee Se Bee 
WATER HEATERS, Storage 104 ,000 7 ,609 680 115,000 9,500 ,000 99 ,650 9,137 ,905 102,270 9,024,300 125,000 10,125 205 
WATER SYSTEMS 156,321 eee 182 ,000 ee 175 ,000 eee 211,145 _ 258 ,494 " 
ORO ee « 
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These figures are complied by Electrical Merchandising from sales reports of associations and 
manufacturers. 
Oil burner figures courtesy Fueloil & Oil Heat. Oil Space Heater figures 1947 from Institute of 


manufacturers and from estimates made by association executives and leadi 


Cooking & 


eating Appliance Mfrs. 


Copyright Electrical Merchandising 1948. 
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140 1941 1942 1945 1946 1947 
Reta mber Retail Number Retail Number Retail Number Retail Number Retail 
Valuee oid Value Sold Value Sold Value Sold Value Sold Value PRODUCT 
Se OS La: GT Le Te PL, | atl ipesaa rile rts 200,000 $8,000,000 550,000 $23,650,000 | BED COVERINGS, Electric 
ee ART ANAS DN os el ROS ya Acai RNC pele HR ¢ 800,000 9,800,000 ++ +e BROILERS 
D $73,155 . ‘ o . CLEANERS, VACUUM: 
159% 670.129 $93,600,906 579,567 $35,204,904 258.000) +e 2,289,500 155,228,100 3,704,000) 281,504,000 Floor Type 
4 5.3478 383.381 5,726,377 85,167 1,369,932 mien | 80,000 1,505,880] .. | ...J| Hand Type 
0 17, 600% 400.000 27,000,000 2,000,000 10,000,000 1,600,000 8,000,000 6,500,000 40,950,000 9,645,000 70,312,000 | CLOCKS 
> 2.08 ; ee COFFEE MAKERS: 
614,250 1,873,450 150,000 457 ,500 +++ +e ++s ++* 200.000 4,000,000 Metal 
0 3,919 327,000 4,909,900 1,010,000 3,737,000 227 .400 ++ 5,000,000 43,150,000 4,500,000 24,750,000] ‘Glass 
° Fa ane aad aide a ete | Pee eee Pe ee ee baled. CRS ena t100,000 23,500,000 | DISHWASHERS. Motor Driven 
Seg, (SRN, Re RRA, ete KAetieh ithe eeieeN EE es 9 100,000 12,500, DISPOSERS 
nee Te ee ee faa mcy Sr cua ceaae bp REROLaet anh ease nsec d.. .- ue ee 58,000 12,180,000 | DRYERS, CLOTHES 
FANS: 
0 © B70 ‘eine Sauss ee |e en 200,000 37,400,000] Attic 
30,590 902 , 400 23,450 736 300 aes ++ ++ ++e 37,000 1.776.000] Ceiling 
0 984.650 14,587,200 1,887,000 14,847,070 ++ ++ 1,239,450* 13,680,000*%} 2,400,000 35.688.000] Desk and Bracket 
o 1, 116,800 2,044,000 140.000 2,527,000 ++ +e 203.080*  2,877,000* 265,000 4,107,500] Other, Vent. up to 16 in. 
. 4.98 FLASHLIGHTS: 
‘S08 900,000 7,500,000 22,000,000 11,000,000 ++ ++* ++e i ee an Cases 
0 17,008 oop 900 ©—- 26 000.000 | 350.000.000 31,500,000 | 300,000,000 27,000,000 | 350,000,000 31,500,000] ........... ........... Battery Cells 
or 210,248 +++ 450 000 #+* FREEZERS, HOME 
"ays 904.000 2.312.400 84,000 344, 400 390 000 ++* 2,000,000 25,000,000 1,865,600 26,110,000 | HEATERS, RADIATORS 
0 ys 117,800 3,632,850 692.400 2,942,700 730.000 ++ 2.900.000 17,400,000 2.369.000  16.204.000 | HEATING PADS 
o Re 547,800 1,429,750 200 000 530,000 68 600 ++* 2,000,000 11,560,000 750,000 4.125.000 | HOT PLATES, GRILLS 
18 851 299,068 «14,489,056 66,090 4,850,836 30.000 ++ 175,000 13,146,000 564,000 63,571,200 | IRONING MACHINES 
“ 12930385 ,000 21,099,750 1,145,000 4,973,250 1,686 .800 ++ 9.600.000 82,959,000 9.400.000 100,046,000 | IRONS, TOTAL 
> 5 get 900,000 14,790,000 830,000 4,233,000 1,604,500 +++ 7,000,000 67,645,000 8,000,000 90,400,000 | Automatic 
‘54 685,000 6,309,750 315,000 740,250 82,300 ++ 2,600,000 15,314,000 1,400,000 9,646,000 Non-Automatic 
KITCHEN CABINETS, Stee! 
ee eT | ene 1,347 .500 eee 1,925 ,000T oe (Wall, Base, Accessory) 
> 176.511 LAMP BULBS & TUBES: 
135,000 233,959,000 |1, 186,200,000 255,350,000 |1,171,377,000 222,249,510 |1,211,682,000 206,535,000 |1 634,600 .000 ee Total—All Types 
DO 49, 94589532 000 ‘079,000 | 393,200,000 61.350,000 | 376.975.0000 43.527.610 | 436,682,000 44,154,000 | 420,000,000 +s Miniature 
~ a 603.000 169.880.000 | 793,000,000 194.000.000 | 794.402.000 178.721.900 | 775.000,000 162,381,000 |1,214.600.000 ++ All Other 
b8 85.4919 210-000 11,220,000 306,000 6,732,000 ++* ++s 1,500,000 47,265,000 1,450,000 49,300,000 | MIXERS, FOOD 
7) 58 0339 321564 107,061,950 99,514 29,871,600 135,785 455,218 186,299,500 750 ,000 +8 OIL BURNERS, TOTAL 
14 129519 237-279 59,444,750 71,658 16,552,700 112,294 +++ 402,261 148,812,500 pet REO OF Conversion 
32 14'506§ 32-734 17,905,500 9,313 5,289,800 13,579 ++ ee ec” eeanaaes Boiler Burner Units 
3025/6039 L051 = 29,711,700 18,543 8,029,100 9,912 OS , Seeereeastereee: Direct Fired Air Cond. Units 
30 347 84ig 440,000 31,197,700 ++* tes ++* +s 854.700 66,709,350 1.700.000 144,500,000 | OIL SPACE HEATERS 
58 700,000 415,795,000 4,307,000 205,940,000 250,000 ++* 14,031,000 701,550,000 | 17,000,000 1,144,201,000 | RADIO RECEIVERS, TOTAL 
pit tes TSCA, Cree er ee os oP ite iiea a oe 15,737,800 786,260,500 AM Receivers 
“OSU ae, GeO ean aaea, loam SORA EI Desai 61 ae a Fae 1,096,900 277,515,700 | FM-AM Receivers 
00 62.775 ; Ee as Ere eye re eee ag ees ee Sesesss sesvccssces 165 ,300 80 , 425 ,000 Television Receivers 
00 395,200 228.000 103,376,000 225,000 ++ 74.000 +++ 576.700 107,266,200 1,200,000 276,000,000 | RANGES 
00 6 03M 200-000 542,500 000 520,000 ++ 263 .860 ++ 2.100.000 434,700,000 3,400,000 816,000,000 | REFRIGERATORS 
00 «3.371 290,000 7,366,000 125,000 2,862,500 23,800 +++ 150.000 4,500,000 340,000 12,240,000 | ROASTERS 
00 «11 70g 809-400 3,703,650 190 000 809 , 400 1,400 +++ 1,600,000 23,269,000 1,700,000 27,200,000 } SANDWICH TOASTERS 
48 100,000 15,950,000 780,000 12,402,000 ++* +++ 2,115,000 35,955,000 2,100,000 42,000,000 | SHAVERS 
te tees Cie GA enicaird ronan einem ye 385,000 ++ 550 000 ++* SINKS, CABINETS, STEEL 
58 * STOKERS 
00 15.000 182.956 oes 79,062 +e 119,079 ++ 168 ,000 ++ 69,300 +++ Residential 
00 «11 6142-840 17,945,700 ++e ++* ded ++* 3,500,000 41,489,000 3,700,000 62,820,000 | TOASTERS, TOTAL 
00334 237,000 14,225,500 ++¢ ++¢ ++* ++ 1,400,000 26,138,000 2,600,000 53.690.000 | Automatic 
00 «3700p 403.840 3,720, 200 310,000 821.500 25,600 +++ 2,100,000 15,351,000 1,100,000 9,130,000] Non-Automatic 
49 777,000 4,195,800 175,000 953,750 45,800 ++ 2,000,000 22,260,000 1,850,000 25,900,000 | WAFFLE IRONS 
me 113.18 WASHING MACHINES: 
331 104. 48014435 159,329,970 481,399 43,769,795 251,000 ++* 2,123,980 256,283,580 4,188,000 603,545,000] Total 
35 8 670 892-435 148,556, 150 448,501 40,728,375 251.100} ++ 2,047,380 247,303,000 3,573,000 569.536,200 | Electric (Standard Size) 
29 122,000 10,773,820 32,898 3,041,420 j 76,600 8,980,580 126,000 17.871.800 | Gas Engine (Standard Size 
Si i ie, ent arn ERD) ey. Lie POY ROE 489.000  16.137.000 Small 
194 14°5205,000 17,015,000 88 000 ++ 95 .000 ++* 488.000 58,560,000 1,100,000 143.000,000 | WATER HEATERS. Storage 
347 ,055 ++ 239,072 +e 390.130 +++ 625.729 57,083,650 730,000 84,000,000 | WATER SYSTEMS 
a i a RR i 
***Figures insufficient for estimate. **Vacuum Cleaner figures, floor type, include new and mfrs.’ reconditioned models. Stoker figures estimated 
by Stokers Mfrs. Assn. Figures on Automatic Irons include Steam Irons. tSo-called portable metal cabinets not included. tWithout sink. 
Permission to reprint, quote or use is granted provided credit is given ‘* Electrical Merchandising.” 
NG 
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Review and Horecast 


N compiling the figures on 1947 
that appear in this issue of ELEc- 
TRICAL MERCHANDISING we are re- 
peatedly struck by the fact that the 
output of all major appliances ex- 
ceeds the reasonable anticipations 
of a year ago. Throughout much of 
this year, at least until the mid-sum- 
mer, few of the manufacturers even 
were confident that the materials 
could be procured for the very large 
totals that the year’s end discloses. 
There was never at any time a lack 
of confidence in the market, and this 
confidence continues at the year’s 
end into 1948, The year 1948 pre- 
sents a series of questions depend- 
ent on conditions that have no rela- 
tion to either the eagerness of the 
people in this country to buy or the 
capacity to pay for. It is not our 
purpose, nor have we the ability, to 
enter into all the problems involved, 
but without major obstacles in the 
economic or political fields there is 
no reason to believe that the 1948 
volume will be less than that of 1947. 
The outstanding fact in relation 


Fast Growing New Lines 


For the first time Evectricat MercHANoisinG 
in its report of sales is able to print figures 
on the year's production and sales of dish- 
washers and garbage disposers, kitchen cab- 
inets and cabinet sinks, electrical bed cover- 
ings, and clothes dryers. The sales totals in 
all these products therefore have definite 
ond dromatic news interest. 


Bed Cove rings 

OR 1947 we are showing a total 

of 550,000 electric bed coverings. 
These include blankets, comforters, 
and sheets. Introducd but a very few 
years before the war, the electric 
blanket was in the stage of sam- 
pling and experiment, but even then, 
so promising was the reception that 
it was easily predictable that this 
product had a great future. In addi- 
tion to the blanket, electric com- 
forters were brought out about a 
year ago, and more recently the elec- 
tric sheet. It seems now perfectly 
clear that the early promise is being 
realized. Compared with all the beds 
in the 33 million homes of electrical 
customers, the number in present 
use is pretty small, but the compari- 
son also shows how enormous the 
potential is. 


Clothes Dryers 
HE figure of 58,000 clothes dry- 


ers sold in 1947 compared with 
the few thousand that were sold be- 
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to our outlook is the expansion of 
our basic market in customers and 
to the favorable relation between 
the income, the ability to spend, of 
our prospective customers, and their 
need for products of the electrical 
industry. On page 1 of this issue we 
point out the fact ignored by a great 
many market planners of the drama- 
tic expansion of the number of buy- 
ers. From January, 1942, until Jan- 
uary, 1948, this number of electrical 
customers increased by 6,037,000. 
During that period the major appli- 
ance production was barely able 
even in its higher levels—refrigera- 
tors and washers —to supply these 
new customers, without taking into 
account the immense replacement 
demand which is continually build- 
ing up. That sales have been almost 
entirely to new customers is dis- 
closed by a series of surveys made 
by this magazine and by manufac- 
turers. 

When we realize that the trade-in 
ratio on washers, for example, in the 
years before the war was approxi- 


mately 42 percent of the entire busi- 
ness, and on refrigerators 22 per- 
cent, and that this trade-in ratio is 
now, as indicated from our last sur- 
vey, only 5.9 percent on electric 
washers and 4.2 percent on-electric 
refrigerators, we can see that the 
replacement market, not yet begin- 
ning to be developed, will support 
a very large volume. Nor is there 
evidence that the new customer 
growth —1,900,000 in 1947—is 
slackening. There is, we believe, a 
tendency to underestimate this very 
strong base for continued high sales 
volume. The very important reports 
published in this issue from local 
utilities in which the rate of sale is 
estimated by these men in close 
contact with their market indicates 
this. Few people are so well in- 
formed as these utility merchandise 
men, and yet their estimate of their 
market was for the last year con- 
sistently below the actual accom- 
plishment. Manufacturers’ estimates 
made a year ago were well above the 
utility estimates and came much 


closer to the actual accomplishment. 
Manufacturers were throughout 
the whole period chiefly concerned 
with the obtaining of materials to 
produce the products in demand. 
Dealers have had a fairly easy time 
of it. They have been taking the or- 
ders and filling them as they could 
obtain the merchandise. The demand 
of new customers, great as it has 
been, will begin to show a slackening 
naturally in 1948. It is then that 
dealers will have to begin to culti- 
vate actively the present owners on 
a replacement basis. This will not be 
too difficult a job due to the im- 
provements that have been embod- 
ied in our present major appliances. 
A salesman will only have to make a 
comparison of what is being offered 
in 1948 with that which was pur- 
chased a good many years ago in 
order to arouse a keen buying inter- 
est. We cannot predict that selling 
will be as easy in 1948 as it has been 
in 1947. We are confident, however, 
that the market will be there and 
ready for energetic cultivation. 











fore the war is an illustration of how 
quickly this appliance is beginning 
to take hold. This product is made 
for both electric and gas heat, and 
our total of 58,000 covers both types. 
They are all, however, electrically 
operated, using an electric motor. 
It is being demonstrated that the 
dryer will take its place rapidly as 
an important home laundry appli- 
ance. The potential is very great 
indeed. Probably those families that 
have acquired ironers as well as 
washers, those who have shown how 
doubly sold they are on home laun- 
dry, are the first logical prospects 
for a dryer. This number of families 
amounts to 2,408,000, which is a 
healthy market to shoot at. Certain- 
ly today dryer owners are all so 
satisfied with the performance of 
the dryer that they form an active 
and vocal body of salesmen. 


Dishwashers 


OR many years the dishwasher 

was the poor relation of the appli- 
ance family. Very few people wanted 
them, and still fewer bought them. 
This has always been a puzzle to 
appliance men because in the years 
before the war the dishwasher had 
reached a high degree of mechanical 
perfection and was giving great 
satisfaction in the homes where 
they were in use. Dealers were gen- 


erally indifferent to this product 
and could have promoted it more 
than they did, but the effort to sell 
the dishwasher seemed too great to 
justify the time and expense in- 
volved. 

Now, however, we have a sudden 
and dramatic change. 100,000 units 
sold this year, of motor driven dish- 
washers only, shows a sudden up- 
surge in demand that is perfectly 
breath-taking. From the status of 
poor relation, the dishwasher is sud- 
denly the glamour girl. Dealers will 
do well to keep this fact in their 
their minds and give the appliance 
a prominent place on the showroom 
floor, and a place near the top in 
their sales planning. 


Disposers 


HERE surely can be no more 
disagreeable job than the han- 
dling of garbage. Here for the first 
time is a product that makes a per- 
fectly clean job of it. Even the incin- 
erator involves the disposing of 
the ashes and creates some smoke 
and odor, but the electric disposer 
gets rid of all of it at once so that 
the kitchen is always perfectly clean. 
This appliance had been intro- 
duced before the war and some had 
been sold. Mechanical development 
had been carried on to a high point 
and manufacturers were ready with 
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a perfected product when the public 
in 1947 began to become awake to 
its advantages. It is the perfect com- 
panion to the electric dishwasher, 
and as the sales figure of 100,000 
units for 1947 indicates, will go 
right along with it. 


Kitchen Cabinets 
and Cabinet Sinks 


HESE products are new only in 

that they have become a part of 
the appliance dealer’s business. Peo- 
ple have always bought sinks, of 
course, and a certain number of 
homes were regularly equipped with 
a full complement of kitchen cabi- 
nets, both base cabinets and wall 
cabinets. But together with the 
kitchen cabinet sink, which is now as 
much a piece of merchandise as a 
refrigerator, these definitely belong 
in the appliance line and in the ap- 
pliance store. There is a lot of busi- 
ness in equipping new houses with 
this type of kitchen, but that is only 
a small part of it. Millions of kitch- 
ens in homes long built form the 
biggest prospect list for the dealer. 
The new refrigerator or the new 
range makes an old kitchen doubly 
shabby. It should not take much 
awareness on the dealer’s part of 
what it offers to multiply this year’s 
sales totals many times. 
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Refrigerators — 


[gpl peg gen production in 
1947 of 3,400,000 units is con- 
siderably less than the demand could 


easily have taken up. The production. 


for 1948 cannot be estimated at this 
time, but it may not be much larger 
than that of the past year. The mar- 
ket growth and the accumulated de- 
mand would, it seems, readily absorb 
a much larger number, so a condi- 
tion of shortage or semishortage in 
at least all the most popular and 
wanted merchandise is likely to con- 
tinue throughout the year. Refrig- 
erator manufacturers have done a 
remarkable job in values offered to 
the buyer. This is dramatically 
shown by the following table and the 
accompanying chart. 

The table shows, by the accepted 
method of index numbers, the rela- 
tion of average prices of electric 
refrigerators to the prime buying 
factors of average retail prices and 
the hourly wage rate paid in manu- 
facturing industry. It shows an in- 
dex of 143 for average price of an 
electric refrigerator in 1947 com- 





pared with 210 in hourly wage rate. 
Since the average years of 1935- 
1939, therefore, we have the work- 
ing man taking home more than 
twice as much money for his hour’s 
work against a rise of only 43 per- 
cent in refrigerator prices. Now to 
set down beside that fact is the fact 
of the larger and better refrigerator 
that the average purchaser is ob- 
taining. This is clearly shown by the 
chart which shows the sales by size 
of refrigerator during the years of 
our base average, 1935-1939, and 
the refrigerator that was made and 
sold in 1946 and 1947. There have 
been many improvements and re- 
finements in refrigerators. These do 
not reveal themselves immediately 
to the eye but anybody can see the 
difference in size. The comparison 
therefore of the shift in average 
refrigerator size from 6 cu. ft. and 
under up to and including 1941 to 
the 7 cu. ft. and over in 1947 makes 
it apparent that there is a very 
great increase in value to offset the 
increase in price. 








Price Increases on Refrigerators and Ranges 
Compared with Wages and Retail Price Levels 
(1935-1939 equals 100) 
Retail Hourly Wage Electric Refrig. Electric Range 
Year Prices* Rate” Average Price Average Price 
1935 98 92 97 93 
1936 99 93 98 95 
1937 103 104 102 98 
1938 101 105 103 106 
1939 99 106 101 107 
1940 100 Vt 91 102 
1941 105 122 93 104 
1942 117 143 $ $ 
1943 124 161 7 7 
1944 126 170 7 7 
1945 126 171 + + 
1946 139 181 124 118 
1947 164(9Mos.)  210(10Mos.) 143 168 
*Bureau of Labor Statistics—Al| Monufactur ng 
$Partial production only. Dollar values not available 








OR the first time in history, both 
electric ranges and electric water 





heaters sold more than 1,000,000 
units in a single year. During the 
war years when we were all busy 
forecasting post-war business it 
was then predicted that electric 
ranges could be sold at the rate of 
1,500,000 a year. The figure of 1,- 
200,000 for 1947 is certainly within 
shooting distance of this forecast, 
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and had the steel situation been 
more favorable, we might have 
reached it this year. 

Range sales are not so easily made 
either, having to contend with an 
installation cost which is well above 
the pre-war years and has always 
represented a barrier. Also the ex- 
tremely vigorous competition being 
given to electric ranges and water 
heaters by liquefied petroleum is a 
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factor. The electric range is still not 


a bi: «ity product. Its markets are 
four. in the suburban and rural 
area vhere the liquefied petroleum 


interests have grown and strength- 
ened during the war years. 

This sales volume is therefore a 
striking evidence that the advan- 
tages of the electric range and water 
heater are becoming more and more 
widely realized. The disturbing pub- 


licity given to the possibility of 
power shortages has so far had little 
discernible effect on the sale of 
ranges. Nor have the shortages of 
the transformers and other distribu- 
tion supplies. The utilities are doing 
an able job in promoting this basic 
market, and more and more retailers 
are seeing their advantage in the 
promotion of range and water heat- 
er sales. 


HE washer volume of 3,699,000 

standard size washers is an evi- 
dence of what this product means in 
our present-day living. Before the 
war such a volume was undreamed 
of, but today washer men are taking 
it in their stride. 

The most dramatic development 
in the washer business in recent 
years is the emergence and growth 
of the automatic machine. Taking 
the published statements of produc- 
ers of the automatic type, we find 
that nearly 1,000,000 of this 1947 
total would be represented by auto- 
matics. Judging from the low rate 
of trade-ins of old washers, the auto- 
matic machine has as yet exerted 
no great pressure to create obso- 
lescence. 

With washers, as with refrigera- 
tors, the trade-in percentage is still 
a mere fraction of its pre-war per- 
centage. Improvements in the older 
type of washer have been consistent, 
and the owners of washers made ten 
years ago are still holding on to 
them. But sometime, perhaps in 
1948, we will begin to see a rise in 


the replacement factor. Some of 
these replacements will be made by 
the automatic type machine, and yet 
it is certain that a large number will 
be replaced by the more conventional 
type. 

Outstanding, however, is the re- 
assurance that these figures give us, 
demonstrated during the war years 
to the American public, that the best 
way to wash clothes is in the home 
in their own washing machine. The 
most striking factor of the year in 
the washer field was the demand 
that developed for the smaller wash- 
er. Limited in capacity, it is low in 
price and fits into a small space. 
This last factor must have influ- 
enced a great many sales. We have 
here the same stimulant that applied 
to a great many of the small heating 
devices in that doubling up of fami- 
lies, inadequate living space, made 
size an important factor. With the 
increase in housing and giving a 
greater number of families room to 
turn around in, this influence will 
tend to decline. Whether the present 

(Continued on page 268) 
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Residential & Rural 
Electric Customers 


Washer Shipments 


Ironer Shipments 

































































% of First 8 Months % of First 8 Months % of 

Jan. 1, 1948 U. S. Total U. S. Total U. S. Total 
Maine 241, 300 .73 11,890 .60 836 41 
New Hampshire 159, 200 48 4,668 .24 419 .20 
Vermont 101,400 31 4,845 25 283 14 
Massachusetts 1,270,800 3.84 66,818 3.38 5,506 2.67 
Rhode Island 213,400 65 11, 367 57 1,113 54 
Connecticut 534,100 1.62 27,007 1.37 15,529 7.54 
| NEW ENGLAND 2,520, 200 7.63 126,595 6.41 23 , 686 11.50 
New York 3,824, 400 11.57 182, 006 9.21 14,312 6.95 
/ New Jersey 1,242,000 3.76 58 553 2.9% 5,549 2.70 
| Pennsylvania 2,487,100 7.53 149 909 7.59 15,629 7.59 
| MIDDLE ATLANTIC 7,553,500 22.86 390 , 468 19 76 35,490 17.24 
' ies ——— 
Ohio 1,988 , 000 6.02 134,169 6.79 20,290 9.85 
Indiana 975 600 2.95 56,321 2.85 7,327 3.56 
Illinois 2,104,500 6.37 130, 243 6.59 13,360 6.49 
Michigan 1, 564, 200 4.73 90 525 4.58 12,097 5.88 
Wisconsin 865 600 2.62 50, 266 2.55 4,487 2.18 
EAST NORTH CENTRAL 7,497,900 22.69 461,524 23 36 57,561 27 .% 
Minnesota 694.500 2.10 46,753 2.37 4,448 2.16 
lowa 631,000 1.91 43,258 2.19 5,423 2.63 
Missouri 866 , 900 2.62 70.685 3.58 5,566 2.70 
North Dakota 88 400 27 7,892 40 777 .38 
South Dakota 98 700 30 9,187 46 523 26 
| Nebraska 278 , 200 84 22,284 5.83 2,338 1.14 
: Kansas 423,000 1.28 26, 883 1.36 1,613 78 
| WEST NORTH CENTRAL 3,080,700 9 32 226,942 11.49 20 , 688 10 05 
Delaware 73,300 .22 3,610 18 181 09 
Maryland . 23,814 1.21 2,030 99 
District of Columbia 635 , 900 1.92 19 104 97 1,603 78 
Virginia 546, 300 1.65 30 927 1.57 , 294 1.11 
West Virginia 355,500 1.08 21,972 1.11 2,537 1 23 
North Carolina 636 , 600 1.93 33,003 1.67 2,100 1.02 
South Carolina 293,600 89 11,822 60 718 35 
Georgia 516,100 1.56 36,372 1.84 2,176 1 06 
Florida 507.700 1.53 26,920 1.36 2,744 1.33 
SOUTH ATLANTIC 3,565,000 10.78 207 544 10.51 16,383 7.% 
Kentucky 469,500 1.42 25,498 1.29 1,667 81 
Tennessee 518,000 1.57 47,705 2.42 3,419 1 66 
Alabama 458 , 800 1.39 20 , 438 1.03 1,238 60 
Mississippi 278,400 84 11,813 .60 1,103 54 
EAST SOUTH CENTRAL 1,724,700 5.22 105 454 5.34 7,427 3.61 
/ Arkansas 279, 100 84 13,144 . 66 1,106 54 
Louisiana 436,100 1.32 29,798 1.51 1,703 83 
j Oklahoma 423,200 1.28 27,159 1.37 2,084 1.01 
j Texas 1,384, 200 4.19 84,881 4.30 6,063 2.94 
WEST SOUTH CENTRAL 2,522,600 7.63 154,982 7.84 10,956 5.32 
i Montana 126,900 .38 8,253 .42 645 31 
i Idaho 143,900 44 6,521 .33 360 17 
| Wyoming 54,800 17 2,890 15 156 08 
Colorado 285,400 . 86 17,444 .88 1,229 .60 
| New Mexico 89, 700 27 5,348 27 451 22 
Arizona 125,800 .38 8,154 .41 444 21 
| Utah 159, 600 48 11.310 57 1,048 51 
| Nevada 34,400 10 2,262 12 266 13 
| ira : . éiisipamiinie sitinauaiaia 
| MOUNTAIN 1,020,500 3.08 62,182 3.15 4,599 2.23 
| Washington 592,200 1.79 36 , 937 1.87 4,768 2.31 
Oregon 365 , 000 1.11 21,950 1.11 2,635 1.28 
California 2,607 , 700 7.89 180,951 9.16 21,693 10.54 
PACIFIC 3,564,900 10.79 239 , 838 12.14 29,096 14.13 

UNITED STATES 33,050,000 100 00 1,975,529 100 00° 205 , 886 100 00% 
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Manufacturers’ Shipments by States for 
8 Months 1947 Compared in Percent- 
age to Total, and Per Cent of Primary 
Market Division by Electrical Customers. 





Refrigerator Shipments* 


Range Shipments* 


Water Heater Shipments* 





































































































First 8 Months % of First 8 Months % of First 8 Months % of 
1947 U. S. Total 1947 U. S. Total 1947 U.S. Total 
9,398 52 3,524 69 1,403 .59 Maine 
6,450 36 2,677 53 605 .26 New Hampshire 
3,494 19 1,432 .29 622 .26 Vermont 
55, 680 3.10 10,635 2.10 1,971 .83 Massachusetts 
15,228 85 3,035 .59 642 .27 Rhode Island 
31,601 1.76 7,989 1.58 3,589 1.51 Connecticut 
121,851 6.78 29,292 5.78 8,832 3.72 NEW ENGLAND 
189, 558 10.54 23,819 4.70 9,628 4.05 New York 
73,091 4.07 10, 203 2.02 5,193 2.19 New Jersey 
138 , 633 7.71 36,798 7.26 16,681 7.02 Pennsylvania 
401,282 22.32 70,820 13.98 31,502 13.26 MIDDLE ATLANTIC 
. “118,452 6.59 38,402 7.58 14, 250 6.00 Ohio 
54,060 3.01 18,741 3.69 10,879 4.58 Indiana 
115,217 6.41 27 , 636 5.45 11,905 5.01 Illinois 
88 , 387 4.91 31,054 6.12 9,313 3.92 Michigan 
40,873 2.27 13,973 2.76 8,406 3.53 Wisconsin 
sastcsuisigul tina ie = ot jalan 
416,989 23.19 129 , 806 25.60 54,753 23.04 EAST NORTH CENTRAL 
37,182 2.07 12,836 2.53 10,525 4.43 Minnesota 
32,896 1.83 10, 660 2.10 8,095 3.41 lowa 
62,705 3.49 17 ,569 3.47 9,189 3.87 Missouri 
6,267 35 2,501 .49 892 .38 North Dakota 
6,519 36 2,467 .49 1,423 59 South Dakota 
18, 346 1.02 5, 556 1.10 3,690 1.55 Nebraska 
18,971 1.05 4,518 .89 1,493 .63 Kansas 
182, 886 10.17 56,107 11.07 35,307 14.86 WEST NORTH CENTRAL 
3,940 n 1, 161 2B 663 28 | Delaware 
26,533 1.47 5,958 1.18 2,706 1.14 Maryland 
20 , 593 1.14 4,706 .93 2,038 86 District of Columbia 
26,781 1.49 10, 247 2.02 5,961 2.51 Virginia 
22,450 1.25 7,177 1.42 2,403 1.01 West Virginia 
29 , 806 1.66 13,867 2.74 8,000 3.36 North Carolina 
13,894 77 5, 868 1.15 3,005 1.26 South Carolina 
30,712 1.71 13,148 2.59 6,363 2.68 Georgia 
29,294 1.63 14,612 2.88 9 556 4.02 Florida 
204,003 11.34 76,744 15.14 40 695 17.12 SOUTH ATLANTIC 
21,163 1.18 4,966 98 2,128 0 Kentucky 
32,944 1.83 18 673 3.68 9,166 3.86 Tennessee 
20 , 463 1.14 9,720 1.92 4,610 1.94 Alabama 
12,073 67 3,429 68 1,247 .52 Mississippi 
86,643 4.82 36, 788 7.26 17,151 7.22 EAST SOUTH CENTRAL 
14,082 78 2,916 57 1,117 47 | Arkansas 
21,449 1.19 2,109 42 550 .23 Louisiana 
19,779 1.10 2,388 47 452 .19 Oklahoma 
88 , 706 4.94 11,784 2.32 3,214 1.35 Texas 
144,016 8.01 19,197 3.78 5,333 2.24 WEST SOUTH CENTRAL 
6,138 34 3,209 63 1,216 51 Montana 
6,597 37 4,191 83 3,311 1.39 Idaho 
2,460 14 814 16 405 RY, Wyoming 
16,380 91 4,292 85 3,220 1.36 Colorado 
3,898 21 516 .10 170 .07 New Mexico 
7,699 43 1,649 .33 1,178 49 Arizona 
9,835 55 5,609 1.10 3,390 1.43 Utah 
3,127 17 1,480 .29 1,248 .53 Nevada 
56,134 3.12 21,760 4.29 14,138 5.95 MOUNTAIN 
31,872 1.77 23,773 4.69 9,383 3.95 Washington 
23,995 1.34 17,441 3.44 6,835 2.87 Oregon 
128 , 384 7.14 25,195 4.97 13,703 5.77 California 
184,251 10.25 66 , 409 13.10 29,921 12.59 PACIFIC 
1,798 ,055 100. 00% 506 ,923 100 00% 237 ,632 100 00% UNITED STATES 
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Present Use and 1948 Market Base 





omestic lectric Coustomers 





DOMESTIC AND FARM ELECTRIC CUSTOMERS, JAN. 1, 1948 





Total 
Residential & Urban Rural Non-Farm Farm Electric 
STATE Rural Electric Electric Electric Customers 
Customers Customers Customers Jan. 1, 1948 
Jan. 1, 1948 Jan. 1, 1948 Jan. 1, 1948 
Maine 241,300 102.902 105 698 32,700 5 
New Hampshire 159,200 87,163 54,612 17,425 
Vermont 101,400 38, 186 42,154 21,060 
Massachusetts 1,270,800 1,104,324 130,661 35,815 
Rhode Island 213,400 190 , 834 18 , 966 3,600 : 
Connecticut 534,100 354,063 157 , 737 22. 300 j 
NEW ENGLAND 2,520, 200 1,877,472 509 828 132.900 
New York 3,824,400 3,197, 207 483,243 143, 950 
New Jersey 1, 242,000 995 059 221 841 25.100 
Pennsylvania 2,487,100 1,775,750 564, 150 147 . 200 
MIDDLE ATLANTIC 7,553,500 5,968 016 1,269, 234 316, 250 
Ohio 1,988 , 000 1,433,711 347 739 206 , 550 
Indiana 975 600 603,492 215,358 156. 750 
Illinois 2,104,500 1,655,896 286 , 504 162, 100 
Michigan 1,564, 200 1,074,865 324,335 165.000 
Wisconsin 865 , 600 529 023 194,477 142.100 
EAST NORTH CENTRAL 7,497 ,900 5, 296, 987 1,368,413 832.500 
Minnesota 694, 500 427 683 143,017 123.800 
lowa 631,000 310, 320 150,780 169 900 
Missouri 866, 900 574,032 162,568 130. 300 
North Dakota 88,400 35,091 41, 359 11.950 
South Dakota 98 700 43,188 41,862 13.650 
Nebraska 278 , 200 151,235 83,565 43.400 
Kansas. 423,000 237,729 122,521 62.750 
WEST NORTH CENTRAL 3,080,700 1,779,278 745 672 555.750 
Delaware 73,300 41,469 23,581 8,250 
Maryland 
District of Columbia 635,900 » 480 240 120,510 35,150 
Virginia 546, 300 292,161 153,139 101,000 I 
West Virginia 355,500 143 643 159 657 52,200 
North Carolina 636 , 600 268 520 197 580 170 500 
South Carolina 293,600 111,513 98 137 83,950 
Georgia 516,100 260 , 289 121,311 134, 500 
Florida 507 700 351, 262 117 838 38 600 
SOUTH ATLANTIC 3,565 000 1,949 097 991,753 624, 150 
Kentucky 469 500 237 310 119,440 112,750 
Tennessee 518,000 301,042 116,608 100 , 350 
Alabama 458 800 228 , 263 112,937 117,600 
Mississippi 278 400 117,679 62,921 97,800 
EAST SOUTH CENTRAL 1,724,700 884,294 411,906 428 500 
Arkansas 279. 100 121,825 62,925 94,350 
Louisiana 436, 100 280 450 91,450 64, 200 
Oklahoma 423, 200 249 686 87 , 864 85.650 
Texas 1,384, 200 867 665 292,935 223,600 
WEST SOUTH CENTRAL 2,522,600 1,519 626 535.174 467 .800 
Montana 126,900 65.833 44.367 16,700 
Idaho 143,900 59,784 43.416 40.700 
Wyoming 54.800 28 035 19,115 7.650 
Colorado 285.400 178,321 71,954 35,125 
New Mexico 89,700 48.820 27 905 12,975 
Arizona 125, 800 59,900 54.000 11,900 
Utah 159,600 96,514 42.036 21,050 
Nevada 34,400 16,027 16,423 1,950 
MOUNTAIN 1,020,500 553,234 319, 216 148,050 
Washington 592, 200 352,432 162,593 77, 175 
Oregon 365 000 205 , 200 98 575 61,225 
California 2,607 , 700 1,980,830 500.170 126,700 
PACIFIC 3,564,900 2,538 462 761,338 265, 100 
foe: Bos), tia 33,050, 000 22. 366. 466 6.912.534 3,771,000 
Estimated by Market Analysis Department of ELECTRICAL MERCHANDISING on Basis of 8 Mos. 1947 Customer Data Compiled by 
Edison Electric Institute, and Farm Data as of July 1, 1947. Compiled by Rural Electrification Administration. This term “Domestic Electric 
Customers"’ and this tabulation, issued periodically, is presented in preference to the Census figures on Occupied Dwelling Units Using Electricity 


because it maintains a continual statistical base for state as well as national market computation. 




















These figures are used throughout all Electrical 








Merchandising calculations on saturation. 
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Present Use and 1948 Market Base 


Ranges 


ve oe 





ELECTRIC RANGE SATURATION 


























: ers Rural Non- F 
Customers with | % of State [Customers with | % of State | Farm Electric | % of State | electric | 9% of State 
STATE Household Electric Household Urban Electric ot me id F vm El — oe id ‘ EI ares 
Electric Customers Electric Customers Elect - arm Esectric pager Electric 
Ranges Jan. 1, 1948 Ranges Jan. 1, 1948 lectric Customers Electric Customers 
Jan. 1, 1948 Jan. 1, 1948 ton thes Jan. 1, 1948 ton thes Jan. 1, 1948 
Maine....... +o 42,400 17.57 24,499 23.81 16,485 15.60 1,416 4.33 
New Hampshire 32,040 20.13 21,025 24.13 9,798 17.94 1,217 6.98 
ee 18,578 18.32 11,236 29.43 6,443 15.28 899 4.27 
Massachusetts........... 120,490 9 48 94,127 8.52 22,387 17.13 3,976 11.10 
Rhode Island......... 25,333 11.87 19, 187 10.05 5,439 28 68 707 19 63 
Connecticut......... 82,523 15.45 31,144 8.80 44 604 28.28 6,775 30.38 
NEW ENGLAND............. 321, 364 12.75 201,218 10.72 105, 156 20 63 14,990 11.28 
New York 226,032 5.91 136,953 4.28 72,647 15 03 16,432 11.42 
Ut a ae oe we 74,683 6.01 27.618 2.76 37,737 17.01 9,328 37.16 
Pennsylvania. 351,038 14.11 187 ,595 10.57 131,955 23.39 31,488 21.39 
MIDDLE ATLANTIC 651, 753 8.63 352,166 5.90 242 , 339 19.09 57,248 18 10 
Eee 366,214 18.42 151,100 10.54 147 584 42 44 67 ,530 32 69 
I a cw 187 , 374 19.21 97 . 247 16.11 62,058 28.82 28 , 069 17.90 
ll ee 255,061 12.12 124, 546 7.52 102, 560 35.80 27 , 955 17.25 
Michigan........ 393,915 25.18 198 454 18 46 139,840 43.12 55,621 33.71 
Wisconsin... 166, 238 19. 20 92.877 17.56 60,112 30.91 13,249 9.32 
EAST NORTH CENTRAL 1, 368 , 802 18.26 664,224 12.54 512,154 37.43 192,424 23 ll 
Minnesota..... 151,789 21.86 97,540 22.81 47,753 33.39 6,496 5.25 
US ae 85,059 13.48 45,490 14 66 32,484 21.54 7,085 4.17 
EE eee 134,154 15. 48 74,912 13.05 48 ,577 29.88 10,665 8.18 
North Dakota. . 27,776 31.42 13,652 38.90 13,721 33.18 403 3.37 
South Dakota 27 , 304 27.66 13.767 31.88 12,846 30.69 691 5.06 
Nebraska... 36,174 13.00 18,025 11.92 15,519 18.57 2,630 6.06 
Kansas...... 42,952 10.15 17, 756 7.47 17,842 14. 56 7,354 11.72 
WEST NORTH CENTRAL 505 , 208 16.40 281,142 15.80 188 , 742 25.31 35,324 6.36 
Delaware. ) ) 
Maryland.......... 92,562 > 13.05 39,200 - 7.51 45,476 { 31.56 7,886 18.17 ; 
District of Columbia. } j } 
. Paes 98,175 17.97 46,682 15.98 44,640 29.15 6,853 6.79 
West Virginia.............. 47,232 13.29 25,978 18.09 18,113 11.34 3,141 6.62 
North Carolina............... 139,141 21.86 84,111 31.32 47 ,461 24.02 7,569 4.44 
South Carolina.......... 60 053 20.45 31,330 28.10 24,447 24.91 4,276 5.09 
aot a ranlear Serres cp oiaiahees 123, 206 23.87 64, 856 24.92 49,898 41.13 8,452 6.28 
a EES SR a ee eee 148 , 647 29.28 106 , 297 30.26 35,423 30.06 6,927 17.95 
SOUTH ATLANTIC 709 016 19.89 398 , 454 20.44 265 , 458 26.77 45,104 7.23 
a a: saiey ee ding a ches 36 , 867 7.85 15,989 6.74 15, 886 13.30 4,992 4.43 
, Seer 164, 954 31.84 98 , 362 32.67 53,214 45.63 13,378 13.33 
ce ee 87 , 986 19.18 51,454 22.54 30,839 27.31 5,693 4.84 
Mississippi 24,653 8 86 11,170 9.49 10,961 17.42 2,522 2.58 
EAST SOUTH CENTRAL 314,460 18.23 176,975 20.01 110,900 26.92 26 , 585 6.20 
Arkansas... 15,511 5. 56 8,747 7.18 5,160 8.20 1,604 1.70 
Louisiana. 12, 983 2.98 3,957 1.41 6,780 7.41 2,246 3.50 
Oklahoma. . 12,971 3.06 6,143 2.46 4,970 5 66 1,858 2.17 
Texas.. 89 764 6.48 37.315 4.30 37,225 12.71 15,224 6.81 
WEST SOUTH CENTRAL 131,229 5 20 56,162 3.70 54,135 10.12 20 , 932 4.47 
Montana 32,077 25.28 22,143 33.64 9,023 20.34 911 5 46 
Idaho 53,584 37 24 35,708 59.73 10, 288 23.70 7,588 18 64 
Wyoming 6,794 12.40 3,793 13.53 2,527 13.22 474 6.20 
Colorado 32,888 11.52 21,752 12.20 9,156 12.72 1,980 5 64 
New Mexico 5,009 5 58 2,979 6.10 1,113 3.99 917 7.07 
Arizona... . 11,187 8 89 2,163 3.61 6,181 11.45 2,843 23.89 
_ a 55,674 34.88 45,358 47.00 7,928 18 86 2,388 11.34 
Nevada..... 12,825 37.28 8,460 52.79 4,003 24.37 362 18 56 
MOUNTAIN 210,038 20 58 142,356 25.73 50,219 15.73 17 ,463 11.80 
Washington... 232,903 39 33 183,155 51.97 41,969 2= 81 7,779 10.08 
Oregon...... Se eR a ee 152,396 41.75 116,339 56.70 27.477 27.87 8,580 14.01 
California... .. 191,831 7.36 90 065 4.55 51,506 10.30 50, 260 39.67 
Se Se be 577 , 130 16.19 389 , 559 15.35 120,952 15.89 66,619 25.13 
UNITED STATES.......... 4,789,000 14.49 2,662, 256 11.90 1,650,055 23.87 476,689 12.64 


























—Prepared by Market ex» Department of ELECTRICAL MERCHANDISING from data compiled by the 


Edison Electric Institute, the National Electrical Manufacturers’ Association, and the U. S. Bureau of the Census. 
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Refrigerators 





ELECTRIC REFRIGERATOR SATURATION 













































































; > Rural Non- Farm 
rotal Electric Urban Electric a. » . > . » 
. : o , : o ~ F Electri % of S Electric % of S 
a “of — a l tL, | ae ; Guepeutame with Rural — Cupaatemn ete — 
STATE Electric Custeaness Electric Customers P _ —— Sa a PR aad 
iailnammetie Jan. 1, 194 me tan Jan. 1. 1948 ‘ectric Sustomers tlectric susto s 
st 7 _ ° Yan. 1, 1948 on oy Jan. 1, 1948 a Jan. 1, 1948 
Maine 108 , 354 44.90 53,837 52.32 39,468 37.34 15,049 46 02 
New Hampshire 78 , 259 49.16 47,152 54.10 21,582 39.52 9,525 54 66 
Vermont 50 , 787 50.09 22,403 58.67 16,764 39.77 11,620 55.18 
Massachusetts 896 , 642 70.56 800 549 72.49 69,613 53.28 26,480 73.94 
Rhode Island 144,401 67.67 131,161 68.73 11,716 61.77 1,524 42.34 
Connecticut 410,612 76.88 274,492 77.53 117,640 74.58 18,480 82.87 
NEW ENGLAND 1,689,055 67.02 1,329,594 70.82 276,783 54.29 82,678 62.21 
New York 2,980 034 77.92 2,598 ,592 81.28 301,622 62.42 79,820 55.45 
New Jersey 989 , 260 79,65 821,769 82.58 147,298 66.40 20,193 80 45 
Pennsylvania 2,072,226 83.32 1,576,051 88.75 411,403 72.92 84,772 57.59 
MIDDLE ATLANTIC ; 6,041,520 79.98 4,996,412 83.72 860, 323 67.78 184,785 58 43 
| 1,534,902 77.21 1,194,356 83.31 222,436 63.97 118,110 57.18 
Indiana.... 640 , 354 65.64 428 , 641 71.03 115,320 53.55 96 , 393 61.49 
Illinois... . 1,746,324 82.98 1,483,691 89.60 168 , 526 58 82 94,107 58.05 
Michigan.... 1,122,494 71.76 861,324 80.13 168 , 968 52.10 92,202 55 88 
Wisconsin. . 480 , 338 55.49 336,453 63.60 84,640 43.52 59,245 41.69 
EAST NORTH CENTRAL 5,524,412 73.68 4,304,465 81.26 759,890 55.53 460,057 55.26 
Minnesota 500,084 72.01 366 ,992 85.81 77 , 847 54.43 55,245 44.62 
lowa 393,464 62.36 227 ,5%6 73.34 73,856 48.98 92,012 54.16 
Missouri 708 , 009 81.67 536,728 93.50 116, 226 71.49 55,055 42.25 
North Dakota 50,097 56.67 25,998 74.09 17,622 42.61 6,477 54.20 
South Dakota 60 , 682 61.48 30,559 70.76 19,455 46.47 10, 668 78.15 
Nebraska 196, 651 70.69 121,393 80.26 42,873 51.30 32,385 74.62 
Kansas.... 250,521 59.22 138 , 350 58.20 58,450 47.71 53,721 85.61 
WEST NORTH CENTRAL 2,159,508 70.10 1,447 616 81.36 406 ,329 54.49 305 , 563 54.98 
Delaware.. 53,384 72.83 31,722 76.50 16,709 70 86 4,953 60 04 
Maryland 321,214 ( 5 
District of Columbia 239 040 88.10 449 , 989 93.70 92,167 76.48 | 18,098 51.49 
Virginia 367 , 239 67.22 216,061 73.95 104, 505 68.24 46,673 46.21 
West Virginia 263,198 74.04 130, 850 91.09 104,916 65.71 27,432 52.55 
North Carolina 403,722 63.42 203 , 361 75.73 140,735 71.23 59 626 34.97 
South Carolina 193,145 65.79 88 , 087 78.99 75,340 76.77 29,718 35.40 
Georgia 367,114 71.13 221,641 85.15 106 , 230 87.57 39, 243 29.18 
Florida... 335,694 66.12 245, 788 69.97 74,666 63.36 15,240 39 48 
SOUTH ATLANTIC 2,543,750 71.35 1,587,499 81.45 715,268 72.12 240 , 983 38.61 
Kentucky 305 , 295 65.03 177 ,674 74.87 80,949 67.77 46,672 41.39 
Tennessee 382,147 73.77 237 , 786 78.99 99,022 84.92 45,339 45.18 
Alabama 260 ,377 56.75 155,000 67.90 71,277 63.11 34,100 29.00 
Mississippi 129,323 46.45 64,720 55.00 37 ,362 59 38 27,241 27.85 
EAST SOUTH CENTRAL 1,077,142 62.45 635 , 180 71.83 288 610 79.07 153,352 35.79 
Arkansas 151,426 54.26 86,316 70.85 38 059 60.48 27,051 28.67 
Louisiana 255 ,079 58.49 169, 880 60.57 66,721 72.% 18,478 28.78 
Oklahoma 242,564 57.32 153,133 61.33 48 093 54.74 41,338 48.26 
Texas 949 376 68.59 618 , 300 71.26 211,633 72.25 119,443 53.42 
WEST SOUTH CENTRAL 1,598,445 63.36 1,027,629 67.62 364 , 506 68.11 206,310 44.10 
Montana 78,012 61.48 43,963 66.78 22,047 49 69 12,002 71.87 
Idaho 89,359 62.10 42,635 71.32 21,768 50.14 24,956 61.31 
Wyoming 30 , 964 56.50 16,795 59.91 9,406 49.21 4,763 62.26 
Colorado 175,496 61.49 125, 300 70.27 31,718 44.08 18,478 52.61 
New Mexico 43,487 48.48 25 , 567 52.37 11,062 39 64 6,858 52.86 
Arizona 78,261 62.21 37,455 62.53 32,424 60.04 8,382 70.44 
Utah... 119,528 74.89 79,798 82.68 25,062 59 62 14, 668 69 68 
Nevada.. 28,161 81.86 13,994 87.32 12,262 74.66 1,905 97.69 
MOUNTAIN 643 , 268 63 03 385 , 507 69.68 165,749 51.92 92,012 62.15 
Washington 379 , 360 64.06 244,539 69.39 86,815 53.39 48 006 62.20 
Oregon 234,384 64.21 147 ,447 71.386 52,076 52.83 34,861 56.94 
ee 1,634, 156 62.67 1,267,117 63.97 270 , 646 54.11 96,393 76.08 
rei a a ate ot os are walled 2,247,900 63.06 1,659, 103 65.36 409 , 537 53.79 179,260 67.62 
UNITED STATES 23,525,000 71.18 17,373,005 77.67 4,246,995 61.44 1,905,000 50 52 








—Prepared by Market Analysis Department of ELECTRICAL MERCHANDISING based on data from the 
Edison Electric Institute, the National Electrical Manufacturers’ Association, and the U. S. Bureau of the Census. 
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Home Laundry 





WASHER SATURATION—Electric & Gas Engine) 
































IRONER SATURATION, JANUARY 1948 
































Total Electric 
Customers with % of State Total Electric % of State 
STATE Electric & Gas Electric STATE Customers with Electric 
Engine Washers Customers Electric Lroners Customers 
Jan. 1, 1948 Jan. 1, 1948 Jan. 1, 1948 Jan. 1, 1948 
Maine 144,314 59 81 ae ; ete 13,377 5.54 
New Hampshire 72,938 45.82 New Hampshire............ 10,601 6.66 
Vermont 67 ,732 66.80 ee 6,105 6.02 
Massachusetts 765,791 60.26 Massachusetts................ 77 , 346 6.09 
Rhode Island... 117,065 54.86 Rhode Island. . 12,552 5.88 
IIS a oes 06d 6% Be ik bowie 346, 167 64.81 GE ocsc ic ansand cae 73,001 13.67 
NEW ENGLAND......... 1,514,007 60.07 NEW ENGLAND............ 192,982 7.66 
| & See 1,673,034 43.74 2... ae ee 224,403 5.87 
New Jersey.......... 637 , 238 51.30 a van cidiele gunmen’ & 84,280 6.79 
Pennsylvania.... 2, 284, 463 91.85 |” nee a ene 234,299 9.42 
MIDDLE ATLANTIC 4,594,735 60.84 MIDDLE ATLANTIC... 542,982 7.19 
de eet. oe ea ae : 1,772,857 89.18 has canna ara Bieta cin tle wate arate 236, 103 11.88 
Indiana ‘ 769 , 309 78.85 i ee er 76 , 088 7.80 
Illinois. . . 1,753,027 83.30 oe ons ic aa os a ine 197 ,672 9.39 
Michigan 1, 269, 506 81.16 ii scar ck choke eae aee 161,612 10.33 
Wisconsin 688 , 333 79.52 I cbs a wn wire et ecere ae 67,789 7.83 
EAST NORTH CENTRAL 6, 253,032 83.39 EAST NORTH CENTRAL.... 739 , 264 9.86 
Minnesota 677 , 284 97.52 Minnesota........... 59,015 8.50 
RN cl a a a 575,009 91.13 Se coe woo: yin eeedineh wa. oeaah 40,129 6.36 
SUEDE SC: SER eae an ri 864, 157 99.68 So a anh aie due Bachan iad 62,363 7.19 
NON ic cveicwincns 113,588 128.49 Ee a re 6,468 7.32 
IL vs cha nenderese 124,635 126.28 SE III os. 5's. d:csebtrs .treew 6a 5,972 6.05 
ER 275,916 99.18 hc oct. sl eww ie eine G wien abais 24,215 8.70 
ae 316, 937 74.93 a DRA NSS ae ae Seiea Bs§ 19, 437 4.60 
WEST NORTH CENTRAL’... 2,947 ,526 95.67 WEST NORTH CENTRAL.... 217,599 7.06 
Delaware... 52,825 72.07 ET eT ee eT 4,489 6.12 
Maryland..... Sibi oil selena 243,192 67.15 \ Maryland........ 19,749 6.59 | 
District of Columbia............ 183,825 9 District of Columbia............ 22,138 yess 
Virginia ‘ OE 261 , 362 47 .84 REE I RON, oP ree mre 15, 854 2.90 
West Virginia 341,461 96.05 Ne on seca wi dias oars 28,478 8.01 
North Carolina 197,955 31.10 ne 12,390 1.95 
South Carolina. . eae 52,270 17.80 South Carolina........... 4,140 1.41 
SN Fis s bee xan’ edn 150,371 29.14 Georgia LSE S ee eee ae 15,619 3.03 
Florida. . 146, 268 28.81 I re Sonning taal eGo 15,787 3.11 
SOUTH ATLANTIC 1,629,529 45.70 SOUTH ATLANTIC........ 138 , 644 3.89 
Kentucky 292,377 62.27 EE OA cee ye 17, 156 3.65 
Tennessee 316,352 61.07 RO. cs. a aaa ee es 22, 262 4.30 
Alabama - 122,302 26.66 Alabama.. 10,174 2.22 
Mississippi Bie ae Sr a aS 42,295 15.19 Mississippi 4,244 1.52 
EAST SOUTH CENTRAL 773,326 44.83 EAST SOUTH CENTRAL. . 53,836 3.12 
Arkansas... 93,570 33.52 Arkansas....... 6,103 “2.19 
RS on oie. s wink outers 209 655 48 .07 Louisiana....... 11,314 2.59 
Oklahoma......... 300 , 254 70.95 Oklahoma....... 17,672 4.18 
Texas 602,000 43.49 c —_—ae 42,624 3.08 
WEST SOUTH CENTRAL 1,205,479 47.78 WEST SOUTH CENTRAL 77,713 3.08 
—_—— 99,962 78.77 Montana........ 9, 884 “7.79 
Idaho 82,854 57.58 os a cea te oe amen ea 7,655 5.35 
Wyoming 36,467 66.54 J ES ree pee ee ore 4,414 8.05 
Colorado 208 , 345 73.00 a ie eo a op alate up ek Bo'% 19,817 6.94 
New Mexico Bre i 38 , 500 42.92 Nein ac “eine wt 2,935 3.27 
Arizona........ Sos Sa 82,047 65.22 RTE RE ae Nere econ 7, 2% 5.80 
3 ae St cattle 154, 987 97.11 Sa lle ariaeid kas wis ach SS ee 13,683 8.57 
pacers aa oe 19,251 55.96 edd a Sea Stars oe ee te 2,651 7.71 
ge 722,413 70.47 oo 68 , 335 6.70 
I vic Sexe chads oamikh 421,615 71.19 I una airy Wiss «ecainints's 60,535 10.22 
RRS SEES a eee 235,742 64.58 Sa er ree 32,318 8.85 
_ if ERS PSST SE oF ae 1,689 , 596 64.79 0 ree 283,792 10.88 
NE 6 hs nd ca baie 2,346,953 65.83 Er ee 376, 645 10.57 
i.) Uk yg 5 Sr 21,987,000 63.84 UNITED STATES 2,408 , 000 7:2 
*Reflecting use of gas-engine washers in homes without power. 
ERCHANDISING, 
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Radio Receivers 





RADIO SATURATION, 1947* 





GEOGRAPHIC AREAS 
AND STATES 


NEW ENGLAND 
Maine 
New Hampshire 
Vermont 
Massachusetts 
Rhode Isiand 
Connecticut 


MIDDLE ATLANTIC 
New York 
New Jersey 
Pennsylvania 


EAST NORTH CENTRAL 
Ohio 
Indiana 
Minos 
Michigan 
Wisconsin 


WEST NORTH CENTRAL 
Minnesota 
lowa 
Missouri 
North Dakota 
South Dakota 
Nebraska 
Kansas 


SOUTH ATLANTIC 
Delaware 
Maryland 
District of Columbia 
Virginia 
West Virginia 
North Carolina 
South Carolina 
Georgia 
Florida 


EAST SOUTH CENTRAL 
Kentucky 
Tennessee 
Alabama 
Mississippi 


WEST SOUTH CENTRAL 
Arkansas 
Louisiana 
Oklahoma 
Texas 


MOUNTAIN 
Montana 
Idaho 
Wyoming 
Colorado 
New Mexico 
Arizona 
Utah 
Nevada 


PACIFIC 
Washington 
Oregon 
Calitornia 


UNITED STATES TOTAL 


Femilies 


S888 82888 


141,700 
73,100 
332,100 
133 400 
169, 800 
166 700 
45, 800 


863 000 
667 ,000 
412,000 
2,784,000 


37 600 000 











Radio 
Families 





Families 








.738 000 
084 000 
506 000 


245 200 


42,000 
342 000 
225 000 
288 000 


263 000 


284 000 
309 000 


260 000 
308 000 
245 000 
139,000 


(1,522 000) 
140 000 
273 000 
248 000 
861 000 


(569 000) 
64 300 
57,000 
31,200 

187 200 
47 ,000 
63 600 

100,100 
18,600 


(2,628,000 
380, 000 
218, 000 

2,030, 000 


22,597 000 





RURAL—NONFARM 


Families 


106 ,000 


44,400 
39, 500 


78,900 
42,600 
69, 700 
42,800 
21,000 


(787 ,000) 
173,000 
111,000 
503 , 000 


7,533 000 








90.8 
90.6 
90.0 
% 8 
68 8 
81.6 
94.2 
86.2 


(92.9) 
93.1 
91.9 
93.0 


87.4 





i 


(391 ,000) 
81,700 
38, 100 
30, 500 
94.100 
14.200 

132, 400 


(1,140,000) 
403 , 000 
172,000 


40 300 
35, 800 
20, 800 
68 500 
23 300 
56 900 
40 300 
18, 100 


(731 ,000) 
161 ,000 
102,000 
468 000 





Families 


35,000 
20, 000 


2,500 
23 ,500 


(370,000) 
157,000 
31,000 
182,000 


RURAL—FARM 





(1,043,000) | 


247 ,000 
193 000 
221 ,000 
208 000 
174,000 


(955 000) 
173,800 
185,900 
248,400 

53,700 

55,000 
101 ,900 
136 300 


(1,173,000) 
12,000 
58 000 


207 ,000 
97,000 
293 000 
166 ,000 
265,000 
75,000 


(1,013,000) 
230,000 
258 , 000 
257 ,000 
268 000 


(1,040 000) 
214,000 
179 ,000 
170 ,000 
477 ,000 











(Taken from ‘Radio Families—U. S. A. 1946; published by the Broadcast Measurement Bureau, Inc., New York, N. Y.) 


* Although these figures are for January, 1947, they are the only official dete available. Revision will not be meade 
until sometime in 1948. 
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APPLIANCES 


Refrigerators 


Washers (Electric) 
Washers (Gas Engine) .... 


Toasters 


All figures, except radio, based on 33,050,000 Domestic and Farm Electric 
Customers. Radio based on 37,600,000 Homes. 


PERCENTAGE NUMBER OF 
OF HOMES HOMES 
WITH WITH 


95.0 31,397,500 


23,525,000 


20,819,000 
1,168,000 


20,275,000 














PERCENTAGE NUMBER OF 
OF HOMES HOMES 
WITHOUT WITHOUT 


APPLIANCES 


5.0 1,652,500 


9,525,000 


Refrigerators 

“> 
bd Washers (Electric) 
Re Washers (Gas Engine) 


12,775,000 Toasters 














Cleaners (Floor) 16,356,000 16,694,000 Cleaners (Floor) 
= 2& 
Coffee Makers 15,600,000 17,450,000 Coffee Makers 
nee 
14.5 4,789,000 28,261,000 
7.3 2,408,000 30,642,000 
| 
i eer 82.1 27,135,000 17.9 5,915,000 DN c Giccswes 65 17.5 5,800,000 82.5 27,250,000 
Waffle Irons ......... 25.7 8,500,000 74.3 24,550,000 | i bo wine Ga cir 6.0 1,975,000 94.0 31,075,000 
Heating Pads ........ 26.0 8,600,000 74.0 24,450,000 Water Heaters, Storage. 6.9 2,270,000 93.1 30,780,000 
Heaters & Radiators ... 21.2 7,000,000 78.8 26,050,000 ! Radio Receivers....... 90.4 33,998,000 9.6 3,602,000 




















PLENTY OF LIGHT, 20 foot candles, is provided by this Certified pin-up lamp with a 
50-100-150 watt three light. Correctly mounted so that the top of the reflector is 56 inches 
from the floor it increases this man’s pleasure in his records. All Certified Lamps must 
pass 107 rigid tests of safety, construction and performance. 
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NEW AND DIFFERENT lighting effects are possible with today’s equipment. 
dining room is lighted by a spotlight shining up from the surface of the table and 
reflecting back to the exact perimeter of its surface from the ceiling-mounted mirror. 
The glass insert in the table top is concealed by a circular flower holder. 
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The Dealer’s 
Year in Lighting 


General Electric officials analyze the dealer's 
share in the lighting market in the light of new 
products, a new merchandising concept, and a 


new industry-wide promotion. 


By ROBERT W. ARMSTRONG 


quick glance at a table of ship- 

{ \ments such as that on page 54 

will reveal that 1947 was a good 

year for the lamp industry. Large in- 
candescent shipments, for example, in- 
creased more than 100,000,000 over the 
total for 1946. Fluorescent shipments 
jumped about 25,000,000 in the same 
year. In the next to last column of this 
table are estimates of 1948 shipments. 
! percentage increase is expected in 

every classification but one. These are 
not production estimates only; they 
represent in concrete terms what the 
ndustry expects to accomplish in sales 

n a mere 365 days. 

The conditions under which ship- 
ments will be made during the coming 
year are not identical with those of 
1947. A new and potent factor has 
entered the picture, the Planned Light- 
ing Program, an all-industry promo- 
tional effort, coordinated by the Edi- 
son Electric Institute. In addition, 
there are increased production of some 
lamp categories, more awareness of 
new light sources, and the continually 
growing market. 


Growth of the Market 


Until 1933, when the Better Light— 
Better Sight campaign revolutionized 
ideas about lighting, a bulb was not 
much more dramatic than a gas jet. 
You had a socket, you screwed in a 
bulb—any bulb—and you had modern 
lighting. Or so you thought. Then, 
in the ensuing ten years the average 
man’s use of illumination and his un- 


derstanding of it jumped ahead with 
ever increasing rapidity. 

Says General Electric’s Harold 
Green, “In those ten years we advanced 
more than we did in all the years be- 
fore. As a result of one idea, the 
Better Light—Better Sight movement, 
the number ot large bulbs purchased 
per year more than doubled and the 
average wattage of lamps sold in- 
creased more than 5) percent in the 
same period, indicating that lamp and 
lighting sales were actually expanding 
way beyond what was merely neces- 
sary to replace burned-out lamps.” 

Then came the war, slowing or shift- 
ing completely the production and de- 
velopment of many new light sources 
to wartime requirements, making it 
virtually impossible for consumers to 
translate into purchases their growing 
interest in better lighting. But, signifi- 
cantly, it didn’t kill that interest. 
Fluorescent lighting is a good example. 
Expanding war plants, to which ex- 
pense was, for the moment, secondary, 
were anxious to do anything to increase 
production. In many of them good 
lighting was recognized as one means 
to that end. Thousands of war em- 
ployees worked by it and found it good. 
The contrast between the high light- 
level factories and their own homes 
was painfully apparent. As a result, 
one of the phenomenons of the light- 
ing industry has been the growth of 
fluorescent sales, without much selling 
effort and despite the until recent un- 
availability of fixtures. 
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STUDYING is made easy—at least on the eyes—by another type of Certified Lamp which 
is 26 inches high and uses a 50-100-150 watt three light and a three contact medium base. 





It provides 25 foot candles. Note the location of the lamp. 


Back in 1943 only 5.1 percent of all 
American homes had fluorescent 
lights. By the the 
figure had jumped to 9.1 percent and 
in 1946 fluorescent lights were burning 
1947 
their in 


any 


following year 


in 12.3 percent of the homes. In 


purchasers again manifested 


terest by raising the percentage to 
15.7. In four years the number of 
homes with fluorescent lighting mors 


than tripled. According to the figures 
in Table II o1 
popular spot in the home tos 
lighting is the kit 
it has maintained all 


year period. Running a very bad sec 


o¢ 54. the most 


fluorescent 


shown 
hen, a position that 
during the four 
ond is the living room; non-classified 
locations are third and the dining room 


brings up the reat 


The Home Lighting Market 


Mr. 
prior to the war the 


Green’s opinion is that just 
\merican home 
lighting market was six percent satu- 
rated. That is, if all the lighting sales 
in the prior ten years had been con- 
centrated in six percent of the homes, 
those homes would have been “well 
lighted.” But, Mr. “As 
we move into the post-war period there 
has such an improvement in 
lighting and so many new light sources 
have been developed, that to all in- 
tents and purposes there is not a home 
today in America that is well-lighted.” 

Mr. Harry Restofski, chairman of 
the Better Light—Better Sight Bureau 
has forcefully called the lighting in- 
dustry’s attention to the studies of ex- 


says Green, 


been 
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perts which show that for better sight 
the American home 
four times as much light as it now en- 
joys. 


average needs 


It is both possible and economi- 
cally practical to provide that better 
home lighting with modern lighting 


sources, lamps and fixtures. lo 


achieve this desirable result is one of 


the major objectives of the nationwide 


rrogrTratn 


Planned Lighting 9 


sponsored 
by the Edison Elect Institute. The 
benefits which this accomplishment 
elements of the 
indicated in 


would bring to all 
lighting 


Fable VI. 


\. K. Gaetijens, of 


industry are 


’s marketing 
that in 
‘ent of the 


G-] 
research divi estimates 
1946 homes put 


lamps sold while the commer 


sion, 
hased 43 pet 
‘ial share 
was 26 percent, industrial 22 percent, 
users of photographic lamps six pet 
cent, and miscellaneous three percent. 
market is 
undoubtedly a large slice, but the un- 
derdevelopment of the home market is 
testified to by the belief that the aver- 
age home contains only 18 light sock- 


Forty three percent ot the 


(This figure, a seeming discrep- 
ancy from previously published figures 
familiar to the industry, is an estimate 
based upon an extensive inquiry by an 
independent research organization. It 
gives more weight to data from small 
homes and apartments and to residen- 
tial space in low-income areas than do 
other recent studies. As a result, com- 
parisons between one table and an- 
other in this article cannot be exact. 
(Continued on next page) 
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and a 32 watt circline lamp. Reading plane light is 45 foot candles. 


THIS INCREDULOUS man-at-ease picks up the shade to see for himself the works 
of his Certified floor lamp. This lamp uses an indirect three-light (100-200-300 watt) 





























GOOD LIGHTING and good lighting sales opportunities in the kitchen have been 
overlooked by many dealers, says E. W. Commery, G-E’s home lighting expert. He says 


that a $1,200 kitchen installation deserves at least a $50 lighting expenditure 


Average 
foot candles in this kitchen is 15, can be boosted to 40 with light at work centers. 


@ 
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TABLE | TABLE II 


LAMPS AND LAMP SOCKETS IN THE HOME 








LAMP INDUSTRY SHIPMENTS 2 
(in 000’s) 
Avg. No. Avg. No. per of Homes 
All Homes Home Having Having | 
May 1946 1947 1946 1947 1946 1947 g; K 
1st Half Est. Est. increase 
Lamp Sockets 18.0 18.0 Classification 1945 1946 1947 1947 1948 | 1948 
Live Lamps in Sockets 15.3 15.3 over 
Lamps in Reserve 1.4 1.3 4.0 39 360 326 | 1947 K 
’ she in reserve 9.3 Fluorescent 40,686 50,573 35,088 75,600 95,000) 26 
: = 7.1 Photoflash 35,157, 43,049, 32,792 70,000 95,000) 36 
4 5.1 Large Incandes- E 
; 3.3 cent 759,313, 714,284 420,906 820,000, 830,000! 1 V 
2.3 Miniature 315,426 329,271 229,330 420,000) 445,000) 6 L 
zz a : | 1.7 Christmas Tree 29,442 155,547| 90,172, 244,000 280,000} 15 
| Ove 10 * 2.0 Elec.ric Discharge 9,733, 11,443, 2,234*, 5,000 6,000 
ver 10 2.2 Miscellaneous 108 378 129 eae | 
| Empty Sockets : 21 #22 32 65.9 64.8 ; ee 
| Burned Out Lamps in Sockets 06 05 19° 19 31.8 25.3 TOTAL 1,189,915 1,304,545 810,651 1,634,600 1,751,000 7 
| Burned Out Lamps and or Empty 
j Sockets. . 2.7 2.7 29 3.1 73.1 71.2 "Due to certain reclassifications 
| Burned Out Lamps and Empty Sockets 25.0 19.0 
Burned Out Lamps or Empty Sockets 
and Reserve Lamps on Hand 25.9 20.2 TABLE IV 
Reserve Lamps and No Burned Out THE RESULTS OF GIVING SCHOOLS SEVEN TIMES AS MUCH LIGHT 
Lamps or Empty Sockets 10.1 12.4 cans — 
Average Per 100 Total Schools 
Per School Schools 258,000 
= —— I 
TABLE Ill Kw. Connected 
Before... 48 480 1,240,000 
FL R NT , , 
UORESCE LAMPS IN HOMES After 156 1.560 4,050,000 
— : Kw-Hrs. per year 
° vin L i in the H 
Year Phcseennsh taking Kitchen Living none Geies ee Other — : 2 pn PR pan ‘ 
er . ’ P ’ 
| 1943 5.1 Equipment Cost $2,520 $252,000  $650,000,000 } 
| 1944 9.1 6.4 23 1.0 0.4 1.1 Wiring Costs $ 900 $ 90,000 $234,000,000 
| 1945 10.2 7.6 2.5 1.1 0.7 1.5 Lamp Renewals } 
1946 12.3 9.3 2.8 1.7 1.6 Before... $ 3.90 $ 390 $ 1,010,000 
1947 15.7 13.0 3.0 11 2.1 After $ 45.00 $ 4,500 $ 11,600,000 
| 
hap 
shortage is the negligible importation both 
of lamps from abroad, whence we got thot 
75-100,000,000 units a year before the in re 


war. We are now producing many 
more Christmas tree lights than we did 
before the war, but we can only supply 
less than half of the demand. We were 
very short for 1947’s Christmas and, 
while we expect to be producing many 
more in 1948, they won't be in free 
supply.” j 

Figures show that the lighting in- 
dustry shipped 714,284,000 large in- 
candescent bulbs in 1946, an estimated 


4 odd 
disc 
1 the 

a | ry & 


OL Cp | 
‘ ae 











820,000,000 in 1947, and expects to 
reach 830,000,000 in 1948. Fluores- 
cent shipments for 1946 were 50,573,- 
000, jumped to an estimated 75,600,- . 
000 in 1947, and are expected to make : 
a 26 percent leap to 95,000,000 in 
LIGHT EVERYWHERE is one’s first reaction to this night picture of the Standard Oil Co. service station in Cleveland Heights, 1948. Christmas tree lights totalled 
Ohio. Note that lights in the service area are suspended below the ceiling, provide from 30 to 60 foot candles. Lights in the office only 120 0 in ogden ) 
provide approximately 60 foot candles estimated 244,000,000 in 1947, and 
will probably reach 280,000,000, a 15 
Data should be regarded as relative and detailed analysis of the number of real selling job. We are very rapidly percent gain, in 1948. These figures, | 
only broadly indicative of the market.) lamps and sockets per home, their loca- improving the supply of fluorescent and together with those for other types of 
It appears that only 15 of the 18 tion and condition is included in expect to be able to pretty well meet lamps, are included in Table II, re- : 
sockets per home actuall mtain live lable I as reproduced above. demand early in 1948. However, we produced above. : 
bulbs. Upper income homes seem to do All ot these figures indicate the _ still have to fill the pipelines of supply These figures provide plenty of lee- 
better with an average of 24 sockets. need for more and better lighting. No of fluorescent lamps. Circline lamps way for the industry to swing its pro- j 
The middle income group averages 17.2. one doubts that the need exists, but up are still slow in production and that motional stick. Sales of both light 7 
ockets per home and the lower income until recently, at least, there hasn’t production is difficult to develop. The sources and fixtures will not be im- : 
group has only 12.5 sockets. G-E been sufficient production to fill the market for Circline has been devel- peded, with some exceptions, by short- : 
urvey figures revealed that approxi need. oping much faster than productive ca- ages. Even without the extraordinary ; 
5 1. 79 ameues 1 : ans an — » ~~ ¢ ¢ sheen ts . ” » Ce $ rot 
esa pt _osoget Alga eonage a a pacity and I expect that that situation impetus of an industry-wide program 


in 1946 and 1947, 
had 2.7 burned-out lamps and/or empty 
Only 36 
had reserve bulb 


T he average home 


socket the same two years 
percent or the pore 
on hand in 1946 and in the following 
vear even less, 33 percent, had simi 


larly provided for emergencies. A 
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\ summary of present supply condi- 
tions in the lighting industry has been 
provided by P. D. Parker, general 
sales manager for G-E’s Lamp Depart- 
ment, who says, “We are in very free 
supply on large incandescent lamps; 
the pipelines are filled; we can do a 


may exist for another two years. Toa 
great extent the Circline will find its 
utilization in residential lighting .. . 
We have a tremendous problem with 
Christmas tree lamps. The public 
burned out millions during the war. 
Adding to today’s demand are many 


new families and compounding the 
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those sales are likely to be high. Some 
of the reasons for this have been ad- 
vanced by M. L. Sloan, vice-president 
of G-E in charge of the Lamp Depart- 
ment. “We expected the post-war de- 
mand for fluorescent lamps to diminish 
the demand for incandescent lamps,” he 
says, “but, strangely enough this hasn’t 
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TABLE V 
THE RESULTS OF GIVING STORES SIX TIMES AS MUCH LIGHT 
Average Per 1,000 Total Stores 
Per Store Stores 1,500,000 
Kw. Connected 
Before... 2.00 2,000 3,000,000 
After... 4.28 4,280 6,520,000 
Kw-Hrs. per Year 
Before.... 6,000 6,000,000 9,000,000,000 
iow 12,840 12,840,000 19,260,000,000 
Equipment Cost $912 $912,000 $1,368,000,000 
Wiring Cost. . $320 $320,000 $ 480,000,000 
Lamp Renewals Per Year 
Before $8,000 $ 12,000,000 
After $52 $ 52,000 $ 78,000,000 
TABLE Vil 
THE RESULTS OF GIVING OFFICE BUILDINGS FIVE TIMES AS 
MUCH LIGHT 
Average Per 100 Total Office Bidgs. 
Per Bids. Bidgs. 100,000 
Kw. Connected 
Before... 20 2,000 2,000,000 
After. ... 42 4,200 4,200,000 
Kw-Hrs. per Year 
Before.... 46,000 4,600,000 4,600,000,000 
After..... 105,000 10,500,000 10,500,000,000 
Equipment Cost. $12,500 $1,250,000 $1,250,000,000 
Installation and Wiring Cost. $ 5,000 $ 500,000 $ 500,000,000 
Lamp Renewals per Year 
Before... $ 58 $ 5,800 3 5,800,000 
After $ 585 $ 58,500 $ 58,500,000 


TABLE VI 
THE RESULTS OF GIVING HOMES FOUR TIMES AS MUCH LIGHT 
: Average Per 1,000 Total Homes 
Per Home Homes 30,000,000 
Kw. Connected 
Before... . 1.25 1,250 37,500,000 
After.. 3.25 3,250 97,500,000 
Kw-Hrs. per Year 
Before... 400 400,000 12,000,000,000 
After... 1,100 1,100,000 33,000,000,000 
Equipment Cost. $84 $84,000 $2,520,000 ,000 
Wiring Cost. . $25 $25,000 $ 750,000,000 
Lamp Renewals per Year 
Before. . $ 2 $ 2,000 $ 60,000,000 
After $ 4.50 $ 4,500 $ 135,000,000 
TABLE Vill 
AN ESTIMATE OF THE FLUORESCENT MARKET 
Year Retail Value Units 
Fixtures 1946 $250,000,000 
1947 *$350,000,000 
1948 %430,000,000 
Fluorescent Lampholders. . 1946 58,500,000 
1947 82,000 000 
1948 102,300,000 
Fluorescent Starters 1946 46,250,000 
1947 65,000,000 
1948 83,750,000 


*Includes sale of fixtures accumulated in distributors’ stocks during 1946 and sold in 1947. 








happened because the demand for 
both types of lamps has grown. We 
thought that we would have a problem 
in re-establishing demand for the 2,500- 
odd various types of lamps that were 
discontinued by WPB order during 
the war. We expected lamp sales to 


fall off when the initial post-war pent- 
up demand was satisfied. But that 
hasn’t happened. When all pipelines 
are filled we may have a slight reces- 
sion in sales, but this, if it happens, 
will be rapidly compensated by the 
ever-increasing demand for fluorescent 





lighting. 


The fluorescent lamp is an 


important new tool because it is adapt- 
able to many uses unsuitable to the 


incandescent 
change in 
great 


lamp. 
form, new 
efficiency, and is 


color 


It represents a 
values, 
inherently 
adaptable to architectural design.” 


Planned Lighting for Homes 


Providing further impetus to sales 
already assured by growing demand, 
increasing production, and the availa- 
bility of new light sources is the Edi- 

(Continued on page 261) 





IF THE NATION‘’S STORES get six times as much light as they average today 
their interiors will all be as brilliantly illuminated as the Monroe Pharmacy in Rochester, 
N. Y. Fifty-four shallow two-lamp louvered troffers provide an average of 54 foot 
candles throughout the store. 
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SHOW WINDOW LIGHTING can achieve drama by effective utilization of modern 
light sources and forms—and also attract customers, as this display at the General 
Electric Lighting Institute at Nela Park demonstrates. To get~best results for various 
displays, the show window lighting system must be flexible. 
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The FARM MARKET- 


Economic Vacuum For Appliances 


A consideration of this vast new market from the standpoint of 


j 


(1) the over-all situation with regard to the farmer’s purchasing power, (2) the farmer’s desire to 


tinker with his own equipment, (3) the distributor’s function in selling and servicing the market, and, 


(4) the place of the dealer faced with this new purchasing power on the one hand and increasing 


town competition on the other 


TRUCK from a Des Moines, 
A lowa, department store stood in 
Marengo, Iowa, the other day, 
delivering a washet 
Eighty-six miles it had thundered 


over the cement roads to bring com- 
petition to the local dealers there. And 


1,201,365 FARMS 
With Gross Income 
$4,000 and UP 
20.5% 





742,780 FARMS 

With Gross Income 

$2,500 — $3,999 
12.7% 





1,625,636 FARMS 
With Gross income 
*1,000—*2.499 
27.8% 





2,280,800 FARMS 
With Gross Income 
Under *1,000 
39.0% 
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By TOM F. 


this was not all. Marengo dealers, like 
those all over the country, are feeling 
the mail order chains, the tire stores, 
and the associated groups all breathing 
down their necks when it comes to 
appliance business. 

What's a man going to do who oc- 


. — 

i 
717) $2,351,212,559 aus 
ri 13.0%, tin 


tr $1,061,776,687 


BLACKBURN 


cupies the best corner on Main Street, 
and thinks he has the local business 
nailed down ? 

lortunately, right at his door, is a 
chance for relief, if he will but heed 
it. The farm market for appliances 
is as glorious a dawn of demand for the 
industry as anything that Hollywood 
ever put in the movies. Here is an 
economic vacuum that sounds just like 


something out of a book. Here is a 
market that puts off saturation for a 
decade. There is no need in telling 


what the farm income has been these 
last few years, how the farmer is roll- 
ing in dough. Three dollar wheat and 
79¢ eggs alone present the story. In- 
debtedness has been largely wiped out 
and the farmer has a bankroll that 
would choke a horse. 


Who Started It? 


Tw 0 
Rural 


events—the creation of the 

Electrification Administration, 
and the red hot competition that pri- 
vate utilities immediately gave it— 
are responsible for this bonanza. With- 
in an eleven year space it is estimated 
that 60 percent of all U. S. farms have 
been wired for electricity. Almost 800,- 
000 more farms had it in 1945 than in 
1940. By 1950 the coal oil lamp will 
be a rarity in rural America. 

Thus, in depression and in war years 
—when appliances could not be af- 
forded or were unattainable—the 27.5 
million persons who live on farms had 
electricity tumbled into their laps, with- 
out being able to gratify their desires. 

However, before clapping on your 
hat and rushing out into the night after 
this potential business, it is well to get 
a birds-eye view of the status quo on 
the farm. Even if you were born on 
one, things have been happening. 


Farming Has Changed 


1. Farmers and their wives are pretty well 
sold on the home appliances they see in 
the city. 
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2. A big job has to be done educating and 
selling the farmer on how to apply electricity 
to his job, through work appliances. 

Let us see what has been happening 
on the farm since you jolted away to 
seek fame and fortune in the big city. 

Farming has been going through a 
revolution, and that revolution has been 
caused by mechanization. In 1920 only 
one of 28 farms had a tractor; by 1945 
one-third of the nation’s farmers owned 
almost 2.5 million tractors. The num- 
ber of motor trucks on farms rose from 
1,047,084 in 1940 to 1,490,300 in 1945. 

The farm today must be treated as 
a miniature factory. The farm revolu- 
tion—mechanization—is bent toward 
five objectives. 

1. To get a greater yield of crops per acre. 
Machinery can work long hours and under 
conditions where horses would give out. 
Machinery makes possible a speed-up, with 
less labor involved, than ever before. 

2. New crops are coming into the farm 
scene, such as the soy bean. 

3. More use is being made of the products 
of the farm; oils, insulation, plastics and 
cigarette paper are utilizations of what was 
once waste. 

4. More crops and products of the farm 
are being processed on it or near to it. 
Frozen foods, feed grinding, oil extraction— 

all are manufacturing processes which are 
coming nearer to the farmer's doorstep day 
by day. 

5. Without knowing it, the farmer owner 
is cutting down his cost of production just 
as the mass production factory is. 

How will electrical equipment con- 
tribute to aiding and abetting the farm 
revolution? There are sound economic 
motives for putting electricity to work 
on nearly every farm duty. For ex- 
ample, electric water systems offer 
probably one of the greatest invest- 
ments the farmer can make. It not 
only will pay for itself in six to 12 
months in labor costs, but will increase 
milk and butter fat production from 10 
to 25 percent, according to the Farm 
Journal. Costs of the entire dairy opera- 
tion are lowered; a milking machine 


1948—ELECTRICAL MERCHANDISING 


with 
years 
for a 
of ict 
In 
incre 
mode 
broo 
poun 
In 
that 
have 
ance 
ever 
will 
and 
tran 
relez 
A 
ence 
spea 
ama 
ance 
rura 
to t 
and 
bett 
The 
pair 
has 
O 
othe 
stor 
ing 
cre: 


F 
ago 
the 
the 
exp 
lon: 
anc 
the 
wit 
me 


ar 
le 
in 
st 
si 


re 
to 





ee ne nye reer re 


— er 
salad 


a valde ome oI 


niacin. fakin tise AS 


er ee 


ets 


a cmestetinnhliatalialis 


with ten cows will pay for itself in two 
years. Milk can be cooled electrically 
for approximately one-fourth the cost 
of ice cooling. 

In the poultry house production is 
increased from 10 to 25 percent by 
modern electrical equipment. The pig 
brooder makes possible millions of 
pounds more pork. 

In the home it may safely be said 
that the farm wife and her husband 
have already been sampled with appli- 
ances. It may not be understood how- 
ever, that a fully electrified farm home 
will save at least 1,000 hours annually, 
and much of this labor saving can be 
translated into production effort 
release of time. 

At the Farm Electrification Confer- 
ence in Indianapolis last October 
speakers repeatedly pointed to the 
amazing economic vacuum for appli- 
ances created by the rapid wiring of 
rural America. Attention was called 
to the fact that both private utilities 
and REA were ready to cooperate in 
bettering the standards of farm living. 
The job of selling, installing and re- 
pair is in the lap of the dealer. He 
has to find a way to do it satisfactorily. 

Ordinarily new movements copy 
other fields in their first step. The farm 
store can profit by the pattern of sell- 
ing farms which has already been 


created, 


Implements, Cars Set Pattern 


Farm implement manufacturers long 
ago learned that local dealers, close to 
the scene, have the best chance to sell 
the-farmer. They have learned from 
experience that farmers operating a 
long way off from a base of supplies 
and repairs. have come to think of 
the matter of parts and service almost 
with their first consideration of equip- 
ment. 

Automobile dealers today have a 
garage in conjunction with every sales 
floor. Long ago Henry Ford resolved 
only to appoint dealers who were 
equipped to repair cars, and the prac- 
tice has spread. 

The sale of appliances to the rural 
market calls for a similar setup; a 
combination of sales, parts and serv- 
ice. 


New Requirements for Dealer 


The market is wide open for the 
dealer who wishes to swing his sights 
around and train them on the country 
business. He will find that his trade 
will readily come 10 to 20 miles to buy 
from him. He will discover that his 
location on the main street is unim- 
portant, but plenty of parking space 
is. He will discover that the day of 
ringing doorbells, cold turkey, is un- 
necessary, but there exists the neces- 
sity for making country calls on in- 
terested prospects. 

The dealer must start from scratch 
and determine what the farmer’s prob- 
lems are. With the town market crawl- 
ing up to a saturation and replacement 
status on many appliances, the country- 
side offers an unsaturated economic 
vacuum. It widens the horizon of the 


























ROLAND EHLERS of Forestville, Wis., had finished his fall plowing when this was taken. He is shown loading up soil 
pipe because he is going to install a bathroom for his wife. 


The FARMER 
Is a Tinkerer.... . to. 2 


He Wants to Help With the Installation 


and Service on the Appliances He Buys 








PIPING JOBS HOLD NO TERRORS for farmers who like DEALERS WHO SELL water systems always let the farmer 
retail appliance business for many years to get out their Stillson wrenches and get busy. help by digging the trenches. 

to come ” 
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THE BUSINESS of Mark Schlise 


giving good installation and service 





is built around the policy of 











FIFTEEN YEARS AGO the banks almost had him. Today he can THE GENTLEMAN EATING AN APPLE and needing a shave is Ed Shestock. And he’s a good prospect 
show you there are virtually no notes from farmers in his safe for this home freezer. Farm income has risen amazingly in the past few years. 
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DEALERS’ LOCATION 
Means Nothing 
To the Farmer. . . tw. : 


Mark Schlise Has Made a Cross- 


roads Store a Most Important 
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YOU ARE LOOKING at the whole town of Forestville, Wis., where the handsome two- ° ° ° 
story store of Mark Schlise is located Outlet in Door County, Wisconsin. 
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$O IMPORTANT is the parts department that International Harvester wanted it placed 
up in front. Customers are Lloyd Schmeltzer and Gabe Kerscher. 








MRS. CURTIS ELLISON’S little boy is stealing an apple. 











Apples or other seasonal 


produce for sale are a common touch in a farm store. 
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WATER SYSTEMS, very important, are given the prize display place in the front window. 


HE old concept of a valuable 

location is deader than a door 

nail from the point of view of 
selling farmers. 

Mark Schlise, up in Door County, 
Wisconsin, has proved that all that is 
necessary is a slab of concrete road 
and a drive-in area where farmers can 
comfortably park a car, a tractor or a 
truck. They come for miles around, 
think nothing of tooling an automo- 
bile 50 kilometers just to do business 
with Mark, even when they have a 
copy of the Sears catalog ensconced 
in the comfortable outhouse. 

What, then, is the secret of Mark 
What has made the 
cross roads hamlet of Forestville (pop. 
150) more important than the bustling 
metropolises of Green Bay, Sturgeon 


Schlise’s success ? 


Bay or Kewaunee? 

Here are some of the answers. 

1. Backbone of his operation is 
the policy of having four two-man 
crews who do service and installation. 
Farmers know Mark can put things in 
and keep them running. 

“Dammit,” a farmer said to Mark 
the other day, “I can’t make that mail 
order pump I got work at all and I’ve 
got 36 cows to take care of.” 

“Did you install it yourself?” 
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“Yes, and it isn’t worth a whoop,” 
exploded the disgusted farmer. “Can't 
you send one of your repair men over 
to fix it up?” 


Service Men the Key 


A loaner was installed and the ailing 
jet pump returned to the mail order 
house for repairs. Six weeks went by 
and Mark told the farmer he would 
have to pick up his loaner. Result, the 
disgusted farmer bought a brand new 
jet pump and had it installed. 

“The fact that we not only install our 
stuff but keep it working is what makes 
farmers love us,” says Mark Schlise. 
“Price gets little consideration from 
them. They want a job done and want 
to continue having it done.” 

Mark’s son Anthony 
graduated from Marquette University, 


recently was 


and has charge of the growing re- 
frigeration department. This depart- 
ment will service all the refrigeration, 
that is sold by the firm. True, you 
can’t do much with the hermetically 
sealed job, but there are a lot of open 
type units used such as milk coolers, 
and Tony expects to keep busy. 

2. Installation. Mark Schilise under- 
stands how the farmer thinks. He 
wants installation made on an hourly 
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ANTHONY SCHLISE demonstrates garden tractor, gas engine item for suburban dealers. 


cost basis. The workmen go out at an 
agreed price of 10¢ a mile, going or 
coming and get paid $1.50, $2 an hour 
or more. The farmer turns himself 
into a helper. He is errand boy, he 
does the heavy work, he hands work- 
men things, all with the idea of making 
himself useful and cutting down the 
amount of time the men will be on the 
premises. With water systems the 
farmer often digs the trenches, which 
is something Mark Schlise is glad to 
have them do. 

3. The farmer is a tinkerer. Be- 
cause he has had to wrestle with me- 
chanical problems through the years 
with farm machinery, there is nothing 
about the place that a countryman will 
not tackle. The day your reporter was 
there, Roland Ehlers had rolled in with 
a trailer and was loading it up with 
soil pipe. 

“The plowing is all done and I am 
putting in a bathroom for my wife,” 
“T’ve got the layout for a 
bathroom and know enough to daub 
paint on the pipe threads and screw 
them in position. I know how to melt 
lead and pour it around the soil pipe 
to make it watertight. I can rent the 
tools that I haven’t got, if necessary. 
This plumbing business isn’t so tricky 


he said. 


if you follow a diagram. All the pieces 
are standard, you know, and I don’t 
have to cut any threads.” 


Big Ticket Orders 


Farmers drive in to Mark Schlise’s 
place and buy a whole mess of stuff. A 
salesman follows them around with an 
order book and when they ask for 14 
in. elbows, he jots that down. They 
will buy paint, paint sprayers, wiring 
supplies. They go for gutters, and all 
kinds of building supplies. 

Only on the tricky jobs does Mark 
Schlise shoo them away and advise 
sending out a crew. For example, put- 
ting in a jet pump takes a certain 
know-how. Installing an oil burner is 
not a job for a farmer. 

Mark Schlise grew up in the build- 
ing business and 25 years ago took on 
the International Harvester line of 
farm equipment. His new building was 
finished for the grand opening last 
September. Much of the stuff is kept 
in a galvanized iron warehouse, and 
it is nothing to see a farmer walking 
from department to department, pick- 
ing out stovepipe, oil space heaters, a 
new disk harrow and the like. 

Lines carried in the store are Oil-O- 

(Continued on page 258) 
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The FARM MARKET coninss 
DISTRIBUTORS must have SPECIALISTS | 


General Electric Supply Corp., 














Omaha and Des Moines, Turns 





Its Attention Countrywards. 


1K out t { ‘ hut there the farmers weren’t fooling 
yo ound with juice as they did in the 



































Nebra ( vs in the East. About the only 
bill customers were churches 
10 
General Electric Supply Corp. 
General | ked this market from the stand- 
Cr Or n t nt of what would have to be done 
it 
en 36 years in this business,” 
turn t Phe ere his factor r. Luebbe. “And I think it is 
and the government was clamoring fot ndictment of the appliance busi- ; 
ith t tuatior that it is so frequently said that a 
ea t ( le not ike a living on appli- 
£ nie Our first step was to cut 
Flectrit ition \dministratior the number of dealers to a place WATER SYSTEMS are the great staple with country homes. Mr. Kelly is operating a | L 
ri rket was a y ere a General Electric franchise was demonstrator, set up in the store to show farmers. ' 
\ i ‘ | I e equipment od ror $100,000 t ve ir or better. We 
REA Creates a Vacuum A th number trom around 350 ; . z 
oximately 150, properly spaced New dealers appointed had to have traveling as far as 350 miles in some 
When the REA got to worki ! part.” $15,000 in capital. It was insisted that instances. They paid their own hotel ' — 
the West, m aught most of its mis rhe next step was to organize the the dealer must hire men to sell bills and attended classes starting at q lon 
take ret re, 220 volt lines went distributing corporation to develop  ftarmers, beginning possibly with one. 7:30 a.m. a ” 
into every fat me Some 70 per ral sales \ farm product manager Here was the encourager: For each “The retail salesman who is going a 
cent e! be t ted who was a graduate of man who went out cultivating country to do business with farmers differs 
had 7 transtormers. When Arthur lichigan State. It became the policy business, General Electric Supply Corp. irom the oldtime appliance man,” says oy 
Luebbe got ou est the branch to name experts in eac] et aside so much critical merchandise Mr. Luebbe. “One who goes through 3 re 
66 R] " new that he sen field, to work with and aid the to sweeten up that salesman’s commis- school learns to adjust a milker, for i scat 
$2,000. 1 territor ilesmen \s a matter of fact, the sion. He had some ranges, refrigera- example. He is much more mechanic- x 
and ) istome H lock system was more or less put into tors, water heaters and the like that ally minded and trained than his 4 = 
t I made re¢ uuld be moved at the wave of a hand. predecessor was before the war.” wi 
REA pected t ld 13,000 more 1 ynsible for so manv dealers. with the This helped pay his salary with the Dealers were encouraged to appoint 7” 
194 ld tal e ot 27 rivilege of calling o1 necialists to dealer. one man to every 900 to 1,500 farm = 
t mark o | him in his work. In all. General Then, in addition, he had a week’s meters. With 66 REA’s in the ter- = 
15 ne r 1948, wl ectric Supply Corp. has about seven training at Omaha. Some 103 sales- ritory there were plenty of farm pros- : 
30,000 more farmers lists on call. men and dealers came down toa school, pects to go around. A $40 a week salary z 
to 
| al 
i. 
“ 
a 
t 
} 
u 
] 
] 
: 
‘ 
i 1 
3 t 
4 
¢ < 
i i 
' 
A. H. LUEBBE questionnaired 66 REA’s in his district DAN A. KELLY appliance sales manager, has a spe- KEEN HAMILTON, product service manager, knows , 
area when the war cut off normal business cial room for farm equipment in the Omaha branch. that you can’t sell a farmer without a follow-up. ‘ 
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LOOK AT THE MEN who spent their own money to attend a service school. Got 


there at 7:30 a.m., too! 


was thought about right, with $10 al- 
| per week for the car. 


of about $4,200 a month sales was set 


lower \ bogey 
up for this new ceuntry. 

As soon as these men got back to 
Electric 
Supply Corp. shipped 12 irons, which 
were then critical, to their dealers. It 
dealer or his 
REA 


which were newly wired, and on some 


their home towns, General 


was suggested that the 


salesmen call on some farms 


been having service for 


With these irons they were 


which had 
some time 
sure of a hearing and a quick sale. 
They could also take orders for some 
thing else and, believe it or not, these 
dealers sold around $400 per average 
to the farmer on these calls. Incident 


ally, they entrenched themselves 
More Power to the Farmer Day 


Then began a series of dealer shows 
entitled, “More Power to the Ameri- 
throughout Nebraska 
Che purpose and theme was 
to acquaint farmers with the General 
Electric line of farm and home prod 


can Farmer,” 


and lowa. 


ucts, and to promote the use of these 
products for the bettering of electrical 
living on the farm. 

About ten days prior to the actual 
show dealers mailed out invitations to 
all electrically connected customers in 
their area as well as to regular cus 
tomers. The REA office, of course, co- 
operated. News releases, news back- 
grounds advertising, all helped drum 
up attention. 

Then came the tie-in. The dealer 


Was supplied witha complete represent- 
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Some of them traveled as far as 350 miles. 


ative stock of all General Electric ap- 


phances as well as electrical farm 


equipment. Critical major items such 
ranges and the like, 


were allocated in the normal manner 


as retrigerators, 


vell in advance 
held for the 


and irmarked to be 
often the 
building to 


show. Very 
dealer obtained a hall o1 


take care of a crowd of 300 or better if 


his place of business was not large 
enough. There was a room to show 
movies \nd a chance for personnel 
trom the General I:lectric Supply 
Corp. in Omaha or Des Moines to dem- 


onstrate and meet the customers. 


Oi course there were door prizes, 
and refreshments, usually hot dogs or 
doughnuts and coffee. 

But this is really what got them in. 
\ll items were for sale for immediate 
delivery. Naturally, there not being 
enough to go around, the potential 
buver was required to write a check 
for the full amount of the product and 
place this with its written order in a 
\ draw- 


ing was made an hour before the end 


box for that particular item. 


of the show, and those whose names 


came up got immediate delivery. 


Checks were returned to those whose 


orders could not be filled. 


“It brought tears to the eves to have 


to return all those checks.” said Mr 
Luebbe. 
check svstem 


bona fide customers would sign up for 


the product. This plan was used only 
w th ranges and refrigerators: 
items were for immediate sale.” 


(Continued on page 260) 
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“However, we felt with the 
it would guarantee only 


all other 




















HERE IS SERVICE DEPARTMENT of the Omaha G-E Supply Left, Orval 


Selders, small appliances; right, Richard Myers, radio. 


Corp 











HOW MANY SHOPS are set up to check and give service on milkers? Clair Terpening 
is doing just that at the Omaha branch of G. E. supply. 








A WELDING OUTFIT that works safely on rural lines hos been developed for sale. 









cd 


What does “Sponsored by Bett Chocksr ‘really mean? 


It means appliances designed the way 
homemékers say they want them. Both 
these products are the result of years of 
actual use and test in typical American 
homes. Thousands of women ironed with 
the Tru-Heat Iron and cooked family meals 
in the PressureQuick Saucepan before a 
single one was sold. These home tests 
resulted in practical, usable, common-sense 
design and features which women instantly 
recognize and appreciate. 


It means the power and influence of the 
world’s best known, most respected home- 
making authority. Millions of women all 
over America know and love Betty Crocker. 
They turn to her for help and advice on all 


sorts of homemaking problems. They write 
to her at the rate of hundreds of thousands 
of letters a year. A billion copies of her 
recipes are distributed each year. Her daily 
homemaking program is the oldest con- 
tinuous daytime network radio feature on 
the air. Women trust Betty Crocker. . 
and buy the things she recommends. 

) 

J. It means strong, continuous advertising 
and promotion. General Mills Appliance 
ads consistently rank high in total reader- 
ship because they offer constructive home- 
making service to readers. Here again 
Betty Crocker’s influence makes itself felt. 
General Mills sales training and promo- 


: . : : rt 
tional material has gained a reputation a 


among dealers as the most comprehensive 
and usable in the industry. 


As other new General Mills Appliances 
are introduced, they, too, will have the 
combined support of fine design and un- 
usual features, effective advertising and 
promotion and constructive service to the 
homemakers who buy and use them. 
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Betty Crocker 
isa 

trade name of 

General Mills, Inc. 
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QUESTION: WHICH SIZE WALK-IN FOR FARMS: 


20 Cu. Ft. 
No.of %to 
Responses Total 
Milec...... 27 2.2 
ee 9 7 
Auto.... 12 1.0 
Elec. Appl. 185 45.5 
Sate 38 3.2 
SU aoc 20 1.7 
Hdwe... 69 5.7 
360 30.0 


Total Responses 


20 30 40 cu. ft.? 
30 Cu. Ft. 4O Cu. Ft. 
No. of % of No.of %& of 
Responses Total Responses Total 
37 3.1 24 2.0 
9 a 1 a 
25 2.1 10 8 
301 25.2 157 13.0 
52 4.3 14 4.2 
28 2.3 19 1.6 
119 99 44 3.7 
571 47.6 269 22.4 
1,200 








The Farm Market 


QUESTION: WHICH SIZE CABINET HOME FREEZER WILL FARM 
6 8 10 


HOMES BUY: 21% 4 
Size No. of 
in Re- J to 
Cu. Ft. sponses Total 24% 4 
8-12 1796 83.2 
6-12 273 12.7 
4-12 85 3.9 
24-6 3 a 


No. of Responses..... 3 88 
4.2 


Jo to Total... .. | 


12 cu. ft.? 


Total 
318 775 882 1120 3126 
14.7 359 38.1519 1449 








REFRIGERATOR- 
FREEZER Survey 


Hotpoint’s 1947 dealer survey reveals 
some interesting opinions on the types 
and sizes of refrigerators, home freezers 
and combinations that the public will buy 


LTHOUGH ee the 
A type refrigerator-freezer is al 
~ unknown, 65 per 

ippliance dealers think that consumers 
would buy such a unit in preference to 
a standard refrigerator. Approxi 
mately 50 percent of the 
believe that the sale of such combina 
tion refrigerators will lead to the sale 
of a separate home freezer. The deal 
ers believe that a two-door model, witii 
the top compartment for the freezing 


combination 


most cent of 


dealers 


and the storage of frozen foods, and 
the bottom a conventional refrigerator 
will find the greatest market. 

These figures are projections of 


answers to a questionnaire from 2,832 
electric dealers sent by Hotpoint, Inc. 


in a continuing research activity on 
dealer opinions. 

The questionnaire was divided into 
four groups of questions asking which 
type would be wanted; how combina- 
tion boxes would be selected; about 
the farm market, and about the type 
of dealer The questionnaire 
brought answers and comments on 
refrigerator and freezer capacities 
wanted, and credit conditions, as well 
as types of units. 


store. 


Type Refrigerator Wanted 


In tabulations showing which type 


of refrigerator dealers thought their 
customers would want, only eight per 
cent believed that a single door com 








QUESTION: WHICH TYPE OF COMBINATION REFRIGERATOR AND FREEZER 
WILL YOUR CUSTOMERS WANT? 
TYPE I —A combination freezer and refrigerator with one door which when 
opened exposes both sections. 
TYPE if —-A combination freezer and refrigerator with two doors allowing 
selection from either section independently. 
TYPE Ull—A standard refrigerator plus a separate freezer 
TYPE | TYPE Il TYPE Ill TOTAL 
No. % No. % No. % No. % 
Ans 137 8.1 1,238 73.4 311 18.5 1,686 100.0 
Type TYPE | TYPE Il TYPE Ill TOTAL 
Dealer No. G No. % No. % No. % 
Ee 11 Pe 86 5.1 18 5 115 6.8 
Pibg. . “ae aay 18 1.1 2 1 20 1.2 
See 3 a 52 3.1 13 8 68 4.0 
Elec. Appl... 66 3.8 631 37.4 163 9.7 860 51.0 
ie 20 1.2 191 11.3 38 2.2 249 14.8 
a 11 5 79 4.7 15 9 105 6.2 
Fidwe....... 26 $2 181 10.7 62 3.7 269 16.0 
ee 137 1,238 311 1,686 
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QUESTION: WHAT SIZE CABINET HOME FREEZER WILL TOWN 
HOMES BUY: 214 4 6 8 10 12 cu. ft.? 
Size No. of 
in Re- Jo to 
Cu. Ft. sponses Total 24 4 6 8 10 12 
8-12 633 31.6% 
6 4719 20.6% 
6-10 318 13.8% 
4- 6 485 20.9% Total 
No. of Responses... .. 69 721 1194 1070 316 160 3530 
J to Total. . 3.0 31.0 51.5 461 136 69 152.2% 
bination model would be favored, while dealers felt that there was a market 


18 per cent thought that the conven- 
tional old single compartment refriger- 
ators would out-sell all others when 
each type is in sufficient supply for 
customers to choose. The average siz 
of the refrigerator compartment in a 
combination should be seven cubic feet, 
41.4 per cent of the dealers thought; 
while two cubic feet is the most wanted 
freezer compartment size, according to 
55.9 per cent. 

lhe questionnaire was sent by Hot 
point to approximately 10,000 dealers 
with answers coming from 29 per cent, 


according to L. C, Truesdell. Hot 
point’s vice-president of marketing 
Interpreting comments that were 


“written-in” he said these dealers were 


more than 10 to one in favor of a 


two-door box over a single door com- 
bination. Tabulations of the 


showed that 48 qualified their prefer 


connnents 


ence by saying “if popularly priced.” 


\ combination refrigerator will be 
used in conjunction with a conven 
tional model in some homes in the 


of the dealers 
Comments suggesting a choice between 
single or double door from 73 dealers 
indicated their awareness of the effect 
of possible differences in selling prices. 
Despite the strong sentiment shown in 


opinion of 33 per cent 


both the figures and comments for the 
combination box, 131 dealers said that 
their customers would prefer a 
ventional model. Of approximately 
100 dealers who comments 
about the demand for home combina 
one-half of them felt that 
this type would be in greater demand 
than conventional refrigerators. 

In a series of questions on the farm 
market, only three per cent of the 


con 


wrote in 


tion models, 


for a four foot or smaller home freezer 
in rural areas, while 84 per cent said 
that farmers want freezers with capac- 
ities between eight and 12 cubic feet 
Commenting on this figure, Truesdell 
said that sales results have shown that 
the customers of all have 
wanted larger models than the industry 
and trade had anticipated. 

\ preference for 12 cu. ft. and larger 
farm freezers was expressed by 1,120 


classes 


dealers, representing 51.9 per cent of 


the answers to this question. Because 
some dealers indicated more than one 
possible preferred size, the aggregate 
percentage of their this 
question was greater than,the number 


answers to 


f dealers answering. 
Walk-in Freezer@ 


\ query as to the capacity, where a 
walk-in type freezer is used, revealed 
that 47.6 per cent of 1,200 responding 
favored the 30 cu. ft., with 30 per cent 
favoring the 20 cu. ft., and 22.4 per 
size would 
noted 


cent believing a 40 cu. ft. 


be more popular. It was that 


84.1 per cent of 1,754 dealers answet 
ing, felt that between 60 and 100 per 
cent of all farm homes would use a 
freezer, while only 5.2 per cent said 
that less than 10 per cent of these 
homes would use one. The remaining 
10 per cent of the dealers said that 


something between 10 and 60 per cent 

i farm homes could use a freezer 
Referring to the pe of farm 

homes which would use a walk-in, ex 


rcentage 


pressions were almost reversed In 
the opinion of 66.3 per cent of the 
dealers, less than 10 per cent of farm 
homes would use this type. According 


(Continued on page 265 ) 
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New England 
Middle Atlantic 
East North Central 
West North Central 
South Atlantic 

East South Atlantic 
West South Atlantic 
Mountain 


Pacific 


UNITED STATES - 








Increase in Electrical Customers Compared With Population Change 


+ 7.94 
+ 7.2 


+ 7.03 





+11.34° 
+ 7.2 


+ 14.52 


17.34 


mn Wj + 15.33 


GN °%~ ~Change Electric Customers 
GE °% Change Population 


+21.40 


1941 = 100 


+ 26.81 
+ 36.82 


+3671 


+ 36.2 








NOR the fourt ) itive vear, 
4 ELECTRICAL Me .DISING pre 


ents a rea mayor ap 
ice Markets throughout the countr) 
Jat n tabula or supplied tor 
region on the umber of cus 
erved, t! il kil 
i { isag¢ est “uster 
the numb et servit 
erritor to pre-war, t 
handising pla vf the utility cor 
pane reporting and, last but by 
means least, the ) ri d est t 
espot Ne utilit tt ils as tot 
probable volume of major appliar 
that will be sold in 1948. In additio 
further information on utility campaig 
plat > On spe in ipplian es, the pres 
ent status of appliar liveries, t 
nroblem ol! consumer resistance to 


prices and data on 1 
ncluded in the text for each revi 
veTS 184 

i total of 22 


$03,587 wired home or 67.8 percent 


m 
The survey th 
itilitvy companic erving 


the 33,050,000 total residential and 


rural customers. As we have remarked 
before, therefore, th no sampling, 
but a report from companies serving 


two-thirds of the domestic electric 


ustomers in the country. Some large 


‘ompanies are missing—unfortunately 
—but the large body of companies co- 


operating in this survey gives it a 


unique value to the appliance industry. 
Estimated 1948 Sales 
Jelore quoting the 1948 estimates, 


t might be useful to point out that 


rtility ompany estimates for 1947 


PAGE 64 


ijor appliance volume, as reported 
these pages a year ago, fell, in most 
ises, far below the actual sales records 
lieved by the industry. However, 
iny will find merit in this instinct to 
err on tl 


ust remind ourselves, too, that many 


e side of the conservative. We 


ot our eminent economists were pre 

ting, a year ago, that a “recession”, 
or something worse, was imminent. 
I.stimates for 1948, if anything, are 
even more conservative and reveal a 


Whether 


a belief that latent demand 


ialling-off all along the line 
that impl t 
is been satisfied, that consumer re 
istance to present price levels will be 
i factor to reckon with, that production 
will still fail to keep pace with de 
mand, or that the “recession” is finally 
going to materialize is open to question. 
We present the figures—you takes your 
choice. 

Qn refrigerators, 134 
serving 17,824,916 domestic customers, 
estimate that 1,781,753 units will be 


sold, or 100 units per 1,000 customers 


companies, 


Projected to the 33,050,000 customers 
in the country, this would give a total 
of 3,271,950 refrigerators for 1948. 

On electric ranges, 142 companies, 
serving 18,781,272 domestic customers. 
estimate that 523,081 units will be sold, 
or 28 units per 1,000 customers. Proj 
ected for the entire country, this would 
result in a total of 925,000 electric 
ranges for 1948 

On electric water heaters, 140 com 
18,699,530 domestic 
estimate that 301,456 units 
vill be sold, or 16 per 1,000 customers. 


panies, serving 


‘ustomers, 


l’rojected for the country as a whole, 
that would give 528,800 water heaters 
tor 1948, 
On home 121 companies, 
rving 16,370,794 domestic customers, 
stimated that their territories would 
ibsorb 148,800 freezers, or 9 per 1,000 
ustomers., \ganu projecting this 
figure to the total wired homes of the 
country, we arrive at a total of 297,450 
home freezers for 1948. 
machines, estimates 
vere provided by 122 companies, serv- 
ing 16,153,629 customers. 
They figured that 1,218,399 washers 
would be sold in their respective ter- 
ritories, or 75 units per 1,000 cus- 
Projected for the country, that 
would mean a total of 2,478,750 wash- 
ers in 1948. Regional tables show 
breakdowns for both automatic and 
incidentally. 


freezers, 


On washing 


domestic 


tomers, 


conventional washers, 


THE CHART AT THE LEFT is important 
to an understanding of the change that hos 
taken place, between the years 1941 and 
1947, in the national market picture. It re- 
veals graphically the changes that have 
taken place in population by regions and the 
comparable change in the number of electric 
customers served by regions. The two factors 
vary widely as the red and black bar-lines 
show. 


On ironing machines, 115 companies, 
serving 15,828,400 customers, estim- 
ated that they would buy 172,231 
ironers, or 11 per 1,000 customers. 
That would give a total of 363,550 
ironers sold in 1948 for the entire coun- 
try. 

On radio sets, only 84 companies, 
serving 11,926,147 domestic customers, 
estimated probable ’48 sales in their 
territories. They came up with a total 
of 2,092,277 radie sets, or 176 sets per 
1,000 customers. Projected to the coun- 
try’s wired homes, that would result 
in a grand total of 5,816,800 radio 
sets. 

Finally, on vacuum cleaners, 109 
companies, serving 14,981,114 domes- 
tic electric customers, gazed into the 
crystal ball and estimated 1948 sales 
in their territories at 824,855 cleaners, 
or 55 per 1,000 customers. Again proj- 
ecting this figure to the country as a 
whole, we arrive at 1,817,750 cleaners 
for 1948. 


The Dealer Situation 


The number of dealers serving the 
territories of the reporting power com- 
panies as of December, 1947 compared 
to pre-war, seems to have undergone 
practically no change since last vear’s 
estimate. A total of 158 utilities estim- 
ated that 33,055 retail appliance stores 
were in existence in their territories 
pre-war. As of today, they figure that 
the total has increased to 58,635—a 
jump of 77.4 percent. Details of the 
breakdown of: dealers serving each 
territory are given in the box on this 
page. 

(Continued on page 266) 





UTILITY MERCHANDISING 


Yes No 
New England. er ad 
Middle Atlantic... .. 11 11 
East North Central. .... 19 7 
West North Central... 20 1 
South Atlantic 11 8 
East South Central 6 4 
West South Central 6 12 
Mountain... 7 15 
Pacific... . 5 19 
No. companies reporting 97 81 
Percent .... 54.59% 45.5% 


NUMBER OF DEALERS 
(Figures from 157 Dealers) 





Number of Companies Pre- Dec. 

Reporting War 1947 
15 New England........ 1,057 2,694 
18 Middle Atlantic. .... 5,887 8,500 
25 East North Central.... 7,874 12,685 
18 West North Central... 2,928 4,898 
17 South Atlantic....... 3,724 8,086 
9 East South Central... . 887 2,085 
14 West South Central... 3,946 7,193 
19 Mountain........... 2,711 4,076 
23 Pacific... 4,041 8,418 
Std aie acca ... 33,055 58,635 


Increase — 77.4% 





JANUARY |, 


1948—ELECTRICAL 


MERCHANDISING 











M A R K E T As Reported by Local Utility Companies 








ELECTRICAL APPLIANCE MARKET DATA—NATIONAL SUMMARY 





| 





















































i | NUMBER OF DO YOU _|_IS CONSUMER 
| CUSTOMERS ESTIMATED UNIT SALES OF APPLIANCES IN 1948, | NUMBER DEALERS PLAN TO RESISTANCE TO 
NUMBER (Urban & Rural) PER 1,000 CUSTOMERS SERVING TERRITORY | MERCHANDISE? | PRICES EVIDENT? 
UTILITIES | 
; REPORTING -—_—_—— - 
‘ Electric } | 
{ Dec. 31, 1947 Refrig- Electric Water Home Radio Vacuum Pre- Jan. Number Number | Number Number 
; erators Ranges Heaters Freezers Washers lroners Sets Cleaners war 1948 Yes No Yes No 
: : + 
i NEW ENGLAND | | 
j Maine ‘or , 2 156,438 28 16 7 3 37 3 139 26 155 406 2 | 2 
| New Hampshire... . . | 2 119,200 70 23 10 2 40 a : 20 105 260 2 — 2 
Vermont ve | 2 } 66,471 23 19 8 2 19 5 9 138 200 1 1 2 
Massachusetts... ... aicieai 7 591,089 92 11 7 7 41 3 104 28 314 1,118 6 1 | 6 1 
Rhode Island | . , . | ; 
Connecticut 3 } 389,400 95 24 15 4 96 8 214 51 345 710 1 2 | 3 
| eo os 
TOTAL NEW ENGLAND 16 1,322,598 80 17 9 5 58 5 194 31 1,057 2694 | 12 4 } 15 1 
, Ria : a ots } 
MIDDLE ATLANTIC | } | | 
New York | 9 1,454,771 69 18 7 7 54 9 131 42 1,682 2,356 | 4 5 6 3 
New Jersey | - 1,180,760 93 20 18 6 104 6 494 52 1,307 2652 | 2 2 3 1 
Pennsylvania | 9 2,060,506 125 32 15 11 112 12 253 94 2,898 3,492 5 4 6 2 
| ee . | 
TOTAL MIDDLE ATLANTIC | 22 | 4,696,037 105 27 13 9 88 10 210 67 5,887 8500 11 11 | 45 6 
| } —- ~ - - = - - ———————_——— _ % 
| | 
EAST NORTH CENTRAL | 
io 9 1,414,761 80 24 13 7 78 15 187 "1 1,704 2,947 5 a 2 
Indiana - 427,222 129 38 24 10 97 12 229 82 | 910 1,404 2 1 1 3 
| Illinois . . 6 1,729,795 114 21 10 - 68 11 174 63 1,960 3, 4 1 4 1 
Michigan. . | a 1,296,210 94 30 16 10 56 10 98 47 1,723 2,542 3 1 3 1 
Wisconsin 5 569,327 | 89 27 25 8 72 8 145 69 1,577 2,152 5 - 1 
= “ idaiaeaiaian Bsa: : gan 
TOTAL EAST NORTH CENTRAL 28 5,437,315 96 26 15 8 68 12 158 62 7,874 12685 | 19 19 a 
WEST NORTH CENTRAL - 
Minnesota 5 574,737 102 30 19 10 58 8 119 32 588 901 =| 5 - 1 
lowa. 6 271,397 85 24 22 6 68 12 59 31 298 552 | 4 5 1 
} Missouri 5 655,977 78 29 13 7 66 11 105 58 1,022 2,144 5 2 3 
i North Dekote | , —— a eo Tapes z 
South Dakote 1 24,050 83 83 42 12 83 21 166 21 | 70 275 1 1 
: Nebraska 2 80,400 152 21 15 27 72 119 10 600 600 2 ewe q 
1 Kansas a 175,970 117 24 10 5 109 11 186 86 350 426 3 1 4 
) TOTAL WEST NORTH CENTRAL 23 1,782,531 95 28 17 9 68 10 118 47 COI 2,928 4,898 20 1 18 5 
i SOUTH ATLANTIC | ; 
j Delaware 1 47,625 126 16 10 pene 126 6 157 63 32 60 1 
FA Maryland 2 402,437 84 20 8 6 60 8 53 43 120 275 2 1 1 
' District of Columbia 1 209,120 19 17 12 10 96 10 311 43 100 250 1 
‘ Virginia 1 345,000 145 35 23 6 87 6 435 58 600 1,500 ; si 
West Virginia 3 242,510 14 15 a 13 103 20 142 77 432 829 3 3 
| North Carolina 3 530,940 1 51 28 6 48 6 208 59 520 820 2 1 3 
i South Carolina 1 33,075 272 106 48 18 90 27 296 133 70 175 ‘ 1 1 
: Georgia 3 345,716 132 65 36 9 72 6 179 25 615 2,213 2 1 2 1 
} Florida 6 385,190 101 51 40 14 59 12 207 30 1,235 1,964 1 3 J 2 
et TOTAL SOUTH ATLANTIC 19 2,541,613 106 38 24 9 75 10 233 50 3,724 8086 | 11 8 |} 14 a 
vy —_—— |—— - _ —— - — - — - —— — 
| EAST SOUTH CENTRAL 
4 Kentucky 3 306,819 | % 23 14 14 117 7 130 34 455 1,070 2 1 3 
i Tennessee - 249,650 150 56 39 11 109 14 201 52 281 673 1 3 A‘ 
Alabama... ean : ie 2 319,525 | 90 20 13 10 56 a 106 21 125 175 | 2 2 
| er 1 | 54,132 96 37 15 : ner ie ‘ oan 26 167 | 1 1 
TOTAL EAST SOUTH CENTRAL::.. 10 | 930,126 106 30 19 12 92 8 138 34 887 2,085 | 6 4 10 
WEST SOUTH CENTRAL } 
Arkansas. . . LEED AR 1 | 152,100 395 66 26 26 158 11 526 66 850 1,500 ° 1 1 
Louisiana 3 309,500 144 & 1 19 144 17 251 45 919 1,443 1 3 eee 4 
Oklahoma. ......... : , rear 3 318,250 47 10 2 5 27 6 21 8 540 675 padi 3 1 2 
Texas eae a pcrata er atald eabek 10 994,898 92 14 5 11 72 11 132 33 1,637 3,575 5 5 7 3 
TOTAL WEST SOUTH CENTRAL::::. | 17 1,774,748 120 17 6 13 83 11 181 37 3,946 7193 6 12 8 10 
_ = ——e — - ——E ' ——— — = — = a ——— - SSS > SSS ——E —EEE -_ —— 
MOUNTAIN 
Montane 1 88,765 — 56 34 — er iocscoae ini oilea 1,102 1,200 1 1 a 
Idaho... See ‘ : | 2 87,500 145 84 4a 12 120 12 193 42 425 665 1 1 1 1 
_ ae ee et re 7 13,930 85 28 6 11 114 21 284 85 30 56 3 wats 1 2 
SS in towed ae samebiniaesaat | 3 173,770 ee oan ‘oie veen — aoa — — 45 82 2 1 2 1 
New Mexico........ <epeneaewns } « 33,209 49 3 1 8 61 5 76 42 9 21 2 1 1 
Arizona... SRS RO She | 4 104,472 : basin means 7 nee ee east tre! 180 250 ne 4 3 1 
Utah . D aanaaewian cas baad 4 146,623 66 45 44 8 69 9 144 64 842 1,649 1 i 3 1 
¥ Se cbnkeannngnwn oer ‘ 3 26,961 78 65 58 22 134 12 97 60 78 153 . 3 , 2 
‘ _—- — - i— ~ -|—— - - - $$ | —————_—_—_—— ———_—_——— - ——— 
" TOTAL MOUNTAIN 25 675,230 92 57 41 10 89 10 160 2,711 4,016 7 15 12 9 
PACIFIC 
4 Washington. .......... | 5 591,775 114 97 73 15 97 12 200 47 1,115 2177 3 2 5 . 
EE ghnviscnnes 4 289,400 46 37 ae 555 865 ; 4 3 1 
i] California be atecennaral — | 16 2,362,214 92 18 11 rc 85 17 132 71 2,371 5,376 2 13 9 7 
TOTAL PACIFIC. 25 3,243,389 94 32 23 8 85 17 136 70 4,041 8418 | 5 19 17 8 
TOTAL UNITED STATES.... | 185 22,403,587 100 28 16 9 75 11 176 55 33,055 58635 | 97 81 128 51 
| (184 Cos.) (134 (142 (140 (121 (122 (115 (84 Cos.) (109 | (158 Cos.) (178 Cos.) (179 Cos.) 
Cos.) Cos.) Cos.) Cos.) Cos.) Cos.) Cos.) 
British Columbia. . , | 2 156,947 48 25 13 1 72 7 150 37 141 386 , 2 2 
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servi 
custo 
custo 
? TOV 
N with all other bagless vacuums. ee 
? their 
2If which bagless vacuum YOU want to handle. mate 
pres 
cons 
fects 
* FILTER. Compare! FILTER QUEEN has no dirty bag or cloth filter to yo 
clog with dust and hinder suction. This means better, more 
efficient, faster cleaning even after many years of use. | 
D 
. . total 
*% MOTOR. Compare! FILTER QUEEN has the QUIETEST, coolest, most pene 
efficient motor by actual test in operation. And the rubber shear ing | 
mounting means vibration-free, trouble-free operation without box 
annoying, expensive service calls. utili 
. erat 
15 u 
* CONNECTIONS. Compare! FILTER QUEEN'S exclusive connections are 
unmatched. They snap-on in a jiffy and lock air-tight. No chance 
of falling apart in use or freezing so tight they must be pried 
apart by a serviceman. And ai/ attachments have this rubber- — 
guarded connection. 
* CONE LOCATOR. Compare! FILTER QUEEN’S exclusive cone locator 
permits instant filter insertion. No crimping or binding. And when : 
the dust collector is turned over for emptying, the filter drops i 
right out without tugging or pulling. ¥ 
*& DUST COLLECTOR. Compare! Note the large size of the FILTER QUEEN } 
dust collector . . . as much as 50% larger. That means more 
efficiency because of more thorough air-washing of the filter. And 
it means fewer emptyings for the user as well. : = 
" sal 
These are just a few of the FACTS that account for the tremendous dealer and 
consumer acceptance of FILTER QUEEN! See your distributor for more reasons ; a ~ 
why it will pay you to promote and sell FILTER QUEEN .. . the original ¥ ' 
bagless cleaner. i “ 
Health-Mor, Inc. | 
7 VER! 
203 N. Wabash Ave., Chicago, Ill. - 
Ger 
‘ 
MA 
Br 
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IVE out of the six New England 
k states responded to our 1947 sur- 
vey through 16 public utilities 
serving 1,322,598 domestic electric 
customers as compared with 1,276,403 
customers in 1946. These companies 
provided information about the number 
of dealers serving their territories, 
their merchandising plans, their esti- 
mates of unit appliance sales in 1948, 
present saturation, range wiring costs, 
consumer resistance to prices, the ef- 
fects of competition of plumbers, and 
the approach to normalcy of appliance 
deliveries. 


ESTIMATED 1948 SALES 

During 1948, refrigerator sales will 
total 102,450 among the 1,285,523 cus- 
tomers served by 15 utilities, accord- 
ing to company officials. Reduced from 
box car figures, that means that these 
utilities expect to sell about 80 refrig- 
erators per 1,000 customers. The same 
15 utilities foresee sales of 22,300 elec- 

(Continued on page 68) 
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ELECTRICAL APPLIANCE MARKET DATA—NEW ENGLAND 
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Aver. DO YOU 
NUMBER OF — Kw.-Hr. pare ot PLAN TO 
| CUSTOMERS Con- PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1948 SERVING | _MER- 
| (Urban & Rural) | sump- TERRITORY | CHAN- 
tion DISE? 
| Electric Washers 
Refrig- Elec- Water Radio Vacuum) Refrig- Water Home Radio Vacuum 
Dec. 31, Dec. 31, | 1917 | erators tric Heet- Wash- Ironers Sets Cleaners) erators Ranges Heaters Freezers Auto- Conven- Ironers Sets Cleaners| Pre- Jan. | Yes No 
1947 1946 Renges ers ers matic tional war 1948 
% y % (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) 
MAINE | 
Central Maine Pwr. Co.. 155,000 148,307 | 1,190 “ . , 7 - ‘ 4,300 2,500 1,000 500 1,000 4,500 500 4,000 150 400 | « 
St. Croix Elec. Co. . 1,438 1,425 775 | 775 75 75 50 50 50 50 150 50 50 15 50 150 25 200 75 5 6 « 
NEW HAMPSHIRE | | | 
Public Service Co. of | 
New Hamp. ... 97,200 93,554 1,200| se 148 3 | $000 2,500 1,000 720 3600 400 ...... 2,000; 75 200| « 
New Hampshire Ges & | 
Elec. Co... . 2,000 21,300 | 1,250 | 60 4 2 65 20 so | 400 300 200 50 100 Se nsanne .peneus 400 30 60 | © 
| i 
| | | 
VERMONT 
Central Vermont Pub. | 
Serv. Co... .. 42,196 39,778 | 1,400 70 22 4 1,000 900 350 75 150 500 ae 500; 120 170 x 
Green Mowuntain Power| | 
Com..... ...| 24975 93,044 | 1192) 70 35 5 670 5 75 | S500 350 8 6150 75 100 300 100 ...... 125, 18 30) . 
| } | | | 
MASSACHUSETTS | | | 
Brockton Edison Co. | 4%,320 41,131 | 1,250 6488 6 65 10 9 50 | 3,000 800 400 200 500 2,000 200 5,000 2,000} 50 150 x 
Plymouth County Elec.| 
_ ee | 10,583 10,044| 940| 43 10 a 2 120 75 450 300 100 40 50-300 30 10 30| « 
Boston Edison Co... . 368,000 360,975 | 1,070 | 61 6.7 07 659 ‘ 52 | 35,000 3,000 1,000 4,500 10,000 1,000 10,000| 125 725 x 
Cape & Vineyard Elec. | | | 
See | 20,500 19,000 1,193 65 28 6 50 10 150 85 6| = 61,000 500 300 250 200 600 250 300' 30 38) x ‘ 
Lynn Gas & Elec. Co. | 37,075 36,664 860 64 51 15 ‘ . ; “a } — a: S ; 
Western Mass. Electric Co.| 99,210 91,466 | 1,331 | 70 22.6 0.45 10,650 1,650 650 700 89 161 ; x 
Fitchburg Gas & Elec. Lt.) | 
Sette a | 13,401 13,007 891 65 2 5 15 10 95 85 1,000 50 20 50 200 500 100 800 300, 10 14 x 
| | | | 
CONNECTICUT | | 
Hartford Elec. Light Co...| 71,500 67,850 1,740 | 85 25 6 3 7,000 2,500 1,500 600 3,000 600 500 35,000 5,000 40 130 ; x 
Connecticut Light & Pwr.) | 
ae | 185,950 179,658 1,650 72 18 6 62 6 95 61 15,000 3,500 2,500 300 3,000 15,000 800 20,000 8,000} 225 400 x 
The United Illuminating) | 
GBicccccccsccccescs | COee CORED | 1.200 79 12 3 67 7 15,000 3,400 1,800 850 4,850 10,800 1,750 80 180 x 
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HEATFLO 


SUPER-SPEED 


TRIANGULAR 


CHROMALOX 


Electric Range Units for Replacement } 
/ 


AA 


Make or Size Electric Range 


Service calls are filled in mini- 
mum time with maximum customer 
satisfaction when you feature fast- 
selling CHROMALOX Units for Elec- 
tric Range Replacement 


fit in any range opening. More 
Sales! More Profits! Less Effort 


Put CHROMALOX to 
work building replace- 
ment sales. For de- 
tailed information on 
CHROMALOX Tri- 
angulars, Super- 
Speeds and Heatflos, 
send for your free copy 


of Catalog RU-47. 


This popular trio and a supply 
of CHROMALOX Adaptor Rings are 
all you need to insure perfect 





if replacement 


CHROMALOX 


means ELECTRIC Cooking at Its Best! 





EDWIN L. WIEGAND COMPANY - 7525 THOMAS BOULEVARD - PITTSBURGH 8, PA. 


Want Extra Profits? 


ELechic 
“OT-WATER 


REPLACEMENT 


HEATERS 


WRITE FOR DATA SHEETS 4.1025 AND 1-1026 






PAGE 68 





























“IT BELONGED TO AN ELDERLY COUPLE WHO NEVER PUSHED IT VERY FAR.” 











tric ranges, or 17 per 1,000 customers, 
among the same group of consumers 
and 11,020 water heaters, or nine per 
1,000 customers 

Home freezer sales are expected to 
hit 3,705 in 1948, or five per 1,000 cus- 
tomers, according to the 14 companies 
serving 82!),323 customers who re- 
ported on this appliance. Fourteen com- 
panies providing power for 1,186,313 
homes reported on washer sales expec- 
tations. They predict that automatic 
washer totals will reach 18,420, or 16 
per 1,000 customers, less than half the 
conventional washer total of 49,350, or 
42 per 1,000 customers. 

The companion piece to washers, the 
home ironer, will attain total sales of 
5,855, or five per 1,000 customers, say 
the 13 companies serving 1,164,313 cus- 
tomers, who reported on it. Radio sets, 
as usual, will top all other appliances 
in unit sales with 61,000 distributed 
among only 314,559 customers reported 
by five companies, which breaks down 
to 194 per 1,000 customers. Vacuum 
cleaners will be bought by 32,700 users, 
an average of 31 per 1,000 customers, 
according to 12 utilities serving 1,043,- 
730 homes. 

The number of dealers in the 
New England area continues to grow. 
Prior to the war there were, say 15 
companies, some 1,057 dealers in busi- 
ness. Now there are 2,694 battling for 
the consumer’s dollar. 

We asked the utilities if they plan to 
merchandise appliances—such as re- 
frigerators, ranges and water heaters 
—in 1948. Twelve of the responding 
16 companies said that they will. Unan- 
imous agreement that appliance deliv- 
eries are not’ yet normal came from 
all 16. 

Campaigns on ranges will be con- 
ducted by 13 of the companies. Eleven 
will get behind water heater sales with 
active promotions and five will en- 
deavor to stimulate the sale of freezers. 

New to the survey this year was the 
question On consumer resistance to 
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high prices. Only one of the 16 re- 
sponding concerns was able to report 
that it had seen no evidence of such 
resistance. Range wiring costs, as in- 
dicated by 16 firms, range anywhere 
from $27.50 to a high of $110, aH of 
which average $56.40 per range, 
slightly higher than the national aver- 
age of $54.34. Near unanimity was 
expressed by the 16 companies when 
15 declared that they have not encount- 
ered any hampering of water heater 
sales through the activities of the 
plumbing trades. 


INDIVIDUAL COMPANIES 


Maine 


Roland W. Hess, manager of the 
commercial department of the Central 
Maine Power Co., reported that the 
utility provides service for a total of 
155,000 domestic customers today as 
compared with 148,307 a year ago. 
These consumers, using an average of 
1,190 kw.-hrs. per year, are served by 
an approximate 400 dealers, a number 
greatly in excess of the 150 before the 
war. 

Mr. Hess says that Central Maine 
will merchandise appliances during 
1948 and expects that sales totals dur- 
ing the year will reach the following 
figures: 4,300 refrigerators, 2,500 
ranges, 1,000 water heaters, 500 freez- 
ers, 1,000 automatic and 4,500 conven- 
tional washers, 500 ironers, and 4,000 
vacuum cleaners. Saturation figures 
are not available. Depending upon the 
availability of appliances, says Mr. 
Hess, the utility will conduct specific 
proinotional campaigns on _ ranges, 
water heaters and freezers. He places 
average range wiring costs in the terri- 
tory at $27.50, the lowest in New Eng- 
land. He finds that appliance deliveries 
are not yet normal, that plumbers 
haven’t hampered the sale of water 
heaters, and that there is a certain 
amount of consumer price resistance 
in evidence. 

(Continued on page 72) 
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T.. is more than a mere statement of fact. It is proof that 


Frigidaire provides its dealers with the— 


RIGHT PRODUCTS TO SELL —right models, right features, right 
sizes, right prices. Plus the right quality of product and service to 
win sales-building support from millions of users of Frigidaire 
products. 





RIGHT ADVERTISING SUPPORT —the right kind of advertising in 
the right places and in the right amount to increase the demand 
for Frigidaire Refrigerators. 


RIGHT SELLING AIDS —right literature, right display and demon- 
stration devices and techniques, right salesman training, and all 
In engineering and in manufacturing, in 


se the other selling aids that dealers need to turn their prospects 
advertising and in merchandise, you can 


into customers. 


DEPEND ON FRIGIDAIRE 
TO DO THINGS RIGHT! YOU'RE TWICE AS SURE WITH TWO GREAT NAMES 


There is no other possible explanation 


of the fact that more Frigidaires serve in 
more American homes than any other 


refrigerator. 
MADE ONLY BY 


General Motors 


ln Ocho AA 


ras 
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AND IRONERS 








ABC Model 400 Cabinet ; 
Washer, styled for satis- °° ) 
faction in any setting | 





ABC Model 251-S Washer with 
giant, 27-gallon porcelain tub, exclu- 
sive, non-tangling agitator and safety 


= wringer. 








ABC Model 251-SG Washer, 


powered with 4-cycle air-cooled Bd 
gasoline engine, for homes with- ABC Model 177 Spinner that washes, rinses, 
out electricity blues, and spins the clothes damp-dry. 
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ONLY has the 


ABL Malic 


WASHER 


@ Eliminates all hand rinsing ... 


@ Automatically rinses clothes in 


basket... 


and deposits 


@ Introduces a new and scientific principle of 


washing and rinsing... 


@ Reduces total washing time to minutes instead 
of hours... 


conventional washers... 


Requires. no more water—hot or cold—than 


Stel tM oceriliile Mo Miloh MeelileM-tacelail-t+ Me) ol-ieeliles 


1948 












































Se RE ee et a 















pam ONLY ABC has the 
 ABL De Luxe 


IRONER 


Continuous rotary action... 





Stationary pressing action... 
To-and-fro finishing action... 
Roll stops on the dot... 
Effortless foot control... 


Both ends and full length of 
ice)| Me) ol-1aelale ML 1e] 0) | _aenan 


WATIONAL DISTRIBUTORS FOR CANADA 


NORTHERN ELECTRIC COMPANY, LTD., 
HEAD OFFICE, MONTREAL, QUEBEC. 


when you tie up with 
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HANKSCRAFT 


Ware anaye 4ee* 





GET YOUR SHARE OF THIS Evez Growing Gaby 


Business BY SETTING UP THIS DISPLAY 
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° (cartoned in one standard package) 


6 Model No. 1013-A Bottle Warmers (retail at $1.95 each) 
2 Model No. 872 Bottle Sterilizers (retail at $5.95 each) 
3 Model No. 1105 Food Warmers (retail at $3.95 each) 
3 Model No. 1093 Bottle Warmers (retail at $3.95 each) 


1 Complete window display 


Your selling Price 


Your Cost 


YOUR PROFIT 


$11.70 
11.90 
11.85 
11.85 

“> ae 
47.30 
28.38 


$18.92 


The HANKSCRAFT COMPANY @ Madison 3, Wis. 
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The second company reporting from 
the St. Electric Co. 
which serves 1,438 customers (as com- 
pared with 1,425 in 1946) who pay for 
an annual 775 kw.-hrs. John R. Alley, 
office manager for the utility, reported 
that it plans to merchandise appliances 
during the coming year, that there are 
six dealers in a territory covered before 
the war by five, that the utility will 
run specific campaigns on ranges (av- 
crage installation $45) and water heat- 
that appliance deliveries are by 
no means normal and that there is an 
evidence of price resistance. He esti- 
mates 1948 sales and present saturation 
percentages as 150 refriger- 
ators (75%): 50 ranges (75%): 50 
water heaters (75%): 15 home freez- 
50 automatic and 150 conventional 
(50%); 25 ironers (50%): 
(50%); and 75 vacuum 


Maine is Croix 


ers, 


follows: 


ers; 
washers 
200 
cleaners (50%). 


radios 


New Hampshire 


Two companies reported this year 
from New Hampshire. The first of 
these, the Public Service Co. of New 
Hampshire, serves 97,200 domestic cus- 
tomers today, who use an average 1,200 
kw.-hrs. per year, as compared with 
93,554 customers a year ago. Speaking 
for the company, Merton T. Carter, 
reneral commercial manager, savs that 
it will merchandise appliances in 1948 
and plans specific campaigns on ranges 
and water heaters. 

\bout 200 dealers today serve the 
area. Prior to the war there were 75. 
Perhaps this increase is just as well, 
because Mr. Carter feels that there is 
an evident consumer price resistance 
even though deliveries are not yet nor- 
mal and the range wiring cost is a 
not-exorbitant $38. He estimates that 
sales in ’48 will be about as follows: 
8,000 refrigerators, 2.500 ranges, 1,000 
water heaters, 720 automatic and 3,600 
conventional washers, 400 ironers, and 
2,000 vacuum cleaners. 

During 1947 the average annual kw.- 
hr. consumpt‘on by customers of the 
New Hampshire Gas & Electric Co. 
was 1,250 kw.-hr., divided among 22.- 
000 users of the company’s service, a 
figure which represents a growth over 
last year’s 21,300 customers. According 
to John W. Hopley, sales manager, the 
utility will merchandise appliances this 
year and plans specific campaigns for 
and heaters, an effort 
which should help to overcome an ap- 
parent resistance to high 
prices despite the fact that deliveries 
of appliances are not vet normal. Range 
wiring costs range fram $45°to $65. 
Mr. Hopley-expects sales of appliances 
in "48 to reach these figures: 400 re- 
frigerators, 300 ranges, 200 water heat- 
ers, 50 home freezers, 100 automatic 
and 300 conventional washers, and 400 
vacuum cleaners. Saturation figures 
for both this and the preceding utility 
are available in the accompanying 
table. 


ranges water 


consumer 


Vermont ‘ 


In Vermont the Central Vermont 
Public Service Corp. and the Green 
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Now you can get all 
the GE bulbs you want! 
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The more they see...the more they buy! 
All your customers need lamp bulbs—and most of 
‘em prefer General Electric—so it pays to display 
plenty of popular-size G-E lamps in your store the 
year round! 
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| GENERAL @ ELECTRIC 
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See Us at 


SPACE 530 


American Furniture Mart 
Chicago 














MODEL 948 

The 1948 Speed Queen line includes this 
new super deluxe Model 948 equipped 
with a bowl-shaped tub of stainless steel 
— tarnish-proof, corrosion-proof, chip- 
proof, satiny-smooth, easy to keep clean, 
and indestructibly durable. A truly top 
quality washer! 





BARLOW &SEELIG MFG. CO. 
General Offices: RIPON, WIS. 

RIPON, WIS., FOND DU LAC, WIS., OMRO, WIS., 

WAUTOMA, WIS., ALGONQUIN, ILL. 





Factories: 
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Super Grand Model 177 


and the 


ROYAL HAND CLEANER 
Model 157 


Now Available 














EE" ~ 
No finer cleaners made at any price. 


Tops in performance, quality and ap- 
pearance. 


These two models are not packed as a 
combination, although Distributors and 
Dealers can offer them in this manner if 
they wish. 


: DEALERS 


ROYAL Distributor 
= 
4 ie. now 
Py \\\ =, for full 
ae information. 


The P. A. Geier Co.540 £. 105th St. Cleveland 8, Ohio 
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Mountain Power Corp. serve 42,196 
and 24,275 domestic customers re- 
spectively. The average annual kw.- 
hr. consumption for the former is 1,- 
400 and for the latter is 1,122. The 
total number of their dealers has 
jumped from a pre-war figure of 138 
to 200 today. Together they expect 
1948 sales to reach 1,500 refrigerators, 
1.250 ranges, 500 water heaters, 150 
home freezers, 250 automatic and 1,000 
conventional washers, 300 ironers, and 
625 vacuum cleaners. Only the Cen- 
tral Vermont Public Service Corp., 
however, plans to actively merchan- 
dise appliances and to run campaigns 
on ranges and water heaters, according 
to E. R. Pickford, assistant sales man- 
ager of that utility. The average range 
wiring cost for his company is $44.70, 
compared with $45 for the Green 
Mountain Power Corp. According to 
\. H. Butter, assistant to the president 
of the latter concern, range wiring 
costs are reduced to the consumer by a 
company contribution and future instal- 
lations will be reduced because the com- 
pany is engaging in increasing the 
scope of service entrance’ wiring. 
Neither company finds deliveries nor- 
mal and both sense a resistance to 
present prices of appliances. 


Massachusetts 


Seven of New England’s 16 report- 
ing companies are in the Massachusetts 
area. Together they serve 591,089 do- 
mestic customers as compared with 
572,287 a year ago. Average kw.-hr. 
consumption ranges from 860 to 1,331. 

The Brockton Edison Co. provides 
power for 42,320 customers today as 
compared with 41,131 a year ago. Av- 
erage consumption is 1,250 kw.-hrs. 
The number of dealers selling appli- 
ances to these customers has tripled, 
jumping from a pre-war 50 to 150. 

James E. Averett, sales manager for 
the company, says that it will merchan- 
dise in ’48, but defers a decision on 
specific promotional campaigns until 
the availability of merchandise becomes 
known. At present, deliveries are not 
good. 

He estimates that 1947 appliance 
sales will reach these figures: 3,000 
refrigerators; 800 ranges, 400 water 
heaters, 200 home freezers, 500 auto- 
matic and 2,000 conventional washers, 
200 ironers, 5,000 radios, 2,000 vacuum 
cleaners, and 500 electric blankets. 
Present saturation is as follows: refrig- 
erators, 64%: ranges, 22%: water 
heaters, 5.8% ; washers, 65% : ironers, 
10% ; radios, 98% ; and vacuum clean- 
ers, 50%. 

The average range wiring cost in 
the territory is, according to Mr. Aver- 
ett, $50, a figure that cannot be reduced 
under present conditions. Like the 
spokesmen for all but one of the New 
England utilities, he feels that there 
is a certain amount of consumer resist- 
ance to present appliance prices. 

In the vicinity of storied Plymouth 
Rock, the Plymouth County Electric 
Co. serves 10,583 customers, an in- 
crease over last year’s 10,044. Aver- 

(Continued on page 78) 
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You can make more money, build volume more 
easily with the Mertland line. Mertland makes 
nothing but water heaters. Mertland is first to bring 
you latest features, first to shift production to follow 
consumer requirements. Thus the Mertland is easi- 


est to sell because it has what your customers want, 
when they want it. There is a Mertland wholesaler 
near you who will be glad to show you your advan- 
tages in selling the Mertland. On request, we will 
be glad to give you his name and address. 


CHECK THESE MERTLAND FEATURES for quality, durability, convenience and economy 


—_—- i UL APPROVED * Heavy gauge galvanized steel tank, hot dipped. Made and galvanized in Mertland’s ultra-modern tonk and galvanizing plant * Fully 

\ [acces ae automatic, adjustable, snap action temperature control * Chromalox quick heating immersion type heating unit * Working pressure guaranteed 150 Ibs. 

= —— (Tested 300 Ibs.) * Protected from corrosion by Mertland Magnesium Anodic Rod (optional equipment) * Thick, blanket type Fiberglas insulation all around 

tank * Eights coats of white enamel baked on heavy steel jacket * Inlet baffle evenly distributes incoming water * Heavy gauge copper wiring * Internal 

. / heat trap prevents hot water circulation through house system except when drawn. Saves fuel * Wattages and voltages to your specifications. Can be fur- 
ye u nished wired for limited demand * Black base conceals mop marks; flush to floor. 


“ M. M. HEDGES MANUFACTURING COMPANY, Inc. 


Option! =| © WATER HEATER SPECIALISTS @ 


equipment 


CHATTANOOGA, TENNESSEE 
ot extra cost \ 


SMERTLAND®. 















































all is the new COMPLETE laundry powder which is com- 
pounded in world-famous laboratories especially for use with Auto- 
matic Washers, and sold through authorized dealers of leading 
automatic washer manufacturers. alll works demonstrating wonders 
because it washes thoroughly, faster and more efficiently, cleanses 
gently and rinses completely. Includes softener. It eliminates the 
messy, sudsy overflow problem and troublesome clogging of washer 
mechanisms. ~ 


all makes your demonstrations click, speeds automatic washer 
sales and keeps customers enthusiastic. It is both a money-maker and 
a profit-saver for you, by avoiding much of the time and expense 
of service calls after installation, It is your product — sold by you 
in your community— not throygh customary soap retailers. Cus- 
tomers keep coming back to your store for more alll — gives you 
more frequent opportunity to sell other appliances. 


DETERGENTS, INC. 
1147 Chesapeake Ave., Columbus, Ohio 








Send us more information about alll. Include prices, 
discounts and name of the all Distributor who can 
supply us. 


ore Name 


treet Address 





City State 











We se Automatic Washers *gttng 


(name of 





washer) 
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| on home freezers as well. 








age consumption per year is 940 kw.- 
hrs. This company, which has 30 deal- 
ers today in an area served before the 
war by 10, will merchandise appliances 
this year and plans specific campaigns 
on ranges and water heaters, despite 
the fact that deliveries on most appli- 
ances are not yet normal and perhaps 
partly because R. G. Worsley, the 
sales manager, feels that there is some 
resistance to present appliance prices. 

He estimates 1948 appliance sales 
and present saturation as follows: 450 
refrigerators (43%); 300 ranges 
(10%); 100 water heaters (2%); 40 
home freezers; 50 automatic and 300 
conventional washers (75%) ; 30 iron- 
ers (2%); no sales estimates are re- 
ported for radios and vacuum cleaners, 
but saturations for these appliances 
are 120% and 75%, respectively. 

Although the present range wiring 
cost in the area is given by Mr. Wors- 
ley as $50, he adds that the company 
is paying up to $30 per installation for 
all company and dealer sales. 

Largest of the New England utili- 
ties is the Boston Edison Co. with 368,- 
000 residential and rural customers 
who consumed about 1,070 kw.-hrs. 
each during 1947. As of the end of 
1946 there were some 360,975 custom- 
ers on the company’s lines. G. C. King, 
sales manager, declares that the util- 
ity will merchandise appliances this 
year in a territory covered pre-war by 
125 dealers and now served by 725. He 
plans specific campaigns not only on 
ranges and water heaters, but unlike 
most other New England companies, 
He finds 
some consumer price resistance in a 
period when deliveries have not yet 
returned to normal. Range wiring costs 
in the area average $55. 

Mr. King has estimated that during 
the year appliance sales will be about 
as follows: 35,000 refrigerators, 3,000 


| ranges, 1,000 water heaters, 4,500 au- 


tomatic and 10,000 conventional wash- 
ers, 1,000 ironers, and 10,000 vacuum 


| cleaners. 


His saturation estimates are: refrig- 
erators, 61%; electric ranges, 6.7%; 
electric water heaters, 0.7%; washers, 
59%; and cleaners, 52%. 

The Cape and Vineyard Electric 
Co., which serves 20,500 customers as 
compared with 19,000 a year ago, en- 
joys an average annual kw.-hr. con- 
sumption of 1,193, plans to merchan- 
dise this year and has in mind specific 
campaigns for the promotion of elec- 
tric ranges. The new business mana- 
ger for the company says that present 
range wiring costs are $60, but that 
“we are allowing up to $30 for wiring 
customer’s premises for an electric 
range.” He adds that although deliv- 
eries of appliances are not normal, 
some of the abnormality is due to an 
oversupply of some items. “Shortages,” 
he says, “mainly exist in refrigeration 
and washers and certain small appli- 
ances.” 

He also finds some consumer price 
resistance and says, “The customer is 
getting choosy about the model that he 
will accept and he is definitely brand- 
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conscious. Substandard or little known 
brands are becoming increasingly diffi- 
cult to sell.” 

Today there are 38 dealers in a terri- 
tory formerly served by 30. Estimated 
sales for 1948 and present saturation 
are as follows: 1,000 refrigerators 
(65%); 500 electric ranges (28%); 
300 water heaters (6%); 250 home 
freezers; 200 automatic and 600 con- 
ventional washers (50%); 250 iron- 
ers (10%) ; radios (150%) ; 300 clean- 
ers (85%). 

The 37,075 domestic and rural elec- 
tric customers of the Lynn Gas & Elec- 
tric Co. represents a gain from the 
36,664 of late 1946. Average kw.-hr. 
consumption is 860. The company, 
which plans to merchandise in 1948, 
has no special plans for promotional 
campaigns and has made no estimates 
of expected sales. Saturation figures 
can be found in the accompanying 
table. 

Second largest of the Massachusetts 
concerns is the Western Mass. Electric 
Co. with 99,210 domestic electric cus- 
tomers who annually receive bills for 
an average 1,331 kw.-hrs. The number 
of customers has grown almost 8,000 
from the 91,466 reported at the end 
of 1946. 

Paul Merhtens, advertising super- 
visor of the company, says that it will 
not merchandise during 1948, but will 
leave that business to the 161 dealers 
(89 pre-war) who serve the area. He 
estimates that sales during the year 
will approximate these totals: 10,650 
refrigerators, 1,650 ranges, 650 elec- 
tric water heaters, 700 home freezers. 
Present saturation: refrigerators, 
70% ; ranges, 22.6%; water heaters, 
0.45%. 

Mr. Merhtens says that no specific 
campaigns will be carried on, that aver- 
age range wiring prices run between 
$85 and $110. He feels that there 
is a consumer resistance, but not to 
price and says, “There is resistance to 
poor quality rather than high prices.” 

Nearly 400 new customers were 
added by the Fitchburg Gas and Elec- 
tric Light Co. during 1947 to bring its 

(Continued on page 80) 








“YOU'RE SURE THEY WON’T STOP INSTALL- 
MENT BUYING JUST AFTER I'VE MADE ONE 
OR TWO PAYMENTS” 
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really great for 40 











@ The trade expects great things from Sunroe 
in ’48—and it will not be disappointed. 


organization. That’s where you come in, if you 
have the hustle and capacity to handle one of the 


First and foremost. Sunroe will soon unveil most sought-after franchises in the United States. 


its newest model: an all-purpose water cooler of Get the facts about all that Sunroc has to 


offer you as a Sunroe Distributor. The most 


comprehensive range of ultra-modern AC and 


truly revolutionary design. Climaxing a line 
which is already the finest and most diversified 


in America, this new cooler will give the Sunroc 
Distributor a more emphatic edge than ever. 


Competition has nothing like it; an eager 
market is set up for the kill. A market so vast 
that it will tax even Sunroc’s nationwide selling 


DC water coolers for business, industrial, and 
institutional use. Jmmediate delivery. National, 
local, and direct mail advertising. Full factory 
cooperation in selling and servicing, every step 
of the way. Mail the coupon today. 
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Y 
UNROC REFRIGERATION COMPAN 


Ss 
GLEN RIDDLE, PA. 
line and Sunroc 
S U \ R 0 C d without obligation, full details of the Sunroc "! 
Please send me, 


Distributors. (Check which.) 


Walev Coolers Franchise for Dealers 
GLEN RIDDLE, —— 
“SUNROC SERVES THE WORLD... a Ke Drink of Water’ : pies . 
| - , , Z tate 
- Zone 
a ( EM-1) 


Distributors throughout America and in 30 Foreign Countries 





1 
M 
1 to Mr. 
Branch Offices in Principal Cities \ Address 
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For KitchenAid Coffee Mill Sales... 


Use That Bean! 


Everyone goes for tne 
aroma of freshly-ground 
coffee. Just pour a pound 
of coffee beans into the 
electric mill. Flip the 
switch at strategic mo- 
ments. 
















KitchenAid does it 
electrically—instantly— 
in any desired g:ind 
suit any method ol 


fee brewing. Re t 
Sales-SAL!} SAI 
Everyone's a pros 


Then—explain how 
quickly the caffeol (the 
delicate essence of coffee 
flavor) evaporates after 
the bean is ground. Dem- 
onstrate how delicious 
freshly-ground coffee 
smells. Show how coffee, 
ground moments before 
use, means the finest cup 
of coffee in the world. 














The KitchenAid Electric 
Coffee Mill is a quality 
Hobart product... a little 
brother of the famed 
Hobart commercial food 
machines. It rounds out the 
KitchenAid line of top-qual- 
ity household mixers and 
attachments, KitchenAid 
is getting more powerful 
national advertising sup- 
port than ever before. Ask 
your distributor about 
these products today. 














HOBART 


PRooUCcT 


KatchenAid 


The Hobart Manufacturing Co., K 
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itchenAid Division, Troy, Ohio 


NEW ENGLAND 





total of domestic customers up to 13,- 
401 from last year’s 13,007. They con- 
sume an average of 891 kw.-hrs. per 
year. The company will merchandise 
this year and counts 14 dealers where 
before the war there were 10. 

EK. B. Flaherty, sales manager, esti- 
mates 1948 sales and present satura- 
tion as follows: 1,000 refrigerators 
(65°); 50 ranges (2%): 20 electric 
water heaters (0.5%): 50 home freez- 
ers; 200 automatic and 500 conven- 
tional washers (75%): 100 ironers 
(10°); 800 radios (959%); and 300 
vacuum cleaners (85%). 

The company will stimulate these 
sales with specific campaigns on 
ranges and home freezers. Average 
range wiring costs in the territory are 
$70; appliance deliveries are not yet 
normal, but there is a certain amount 


of price resistance. 
Connecticut 


No utilities reported from the state 
of Rhode Island, but three companies 
from Connecticut said that together 
they serve 389,400 customers as com- 
pared with 376,708 a year ago. First 
ot these, the Hartford Electric Light 
Co., is also the smallest with 71,500 
customers and an average kw.-hr. con- 
sumption of 1,740. This company, says 
Carl Delaney, supervisor of sales pro- 
motion, will not merchandise in ’48, 
but will leave the retailing of appliances 
to the 130 dealers in the area, quite a 
few more than the 40 who paid rent 
\lthough it won't sell 
itself, the company plans specific cam- 


ore the war, 


paigns on ranges, water heaters and 
irecezers, perhaps partly to overcome 
an evidenced price resistance and al- 
though deliveries are not normal. Mr. 
Delaney estimates average range wir- 
ing costs in the region at $25, says that 
despite efforts to reduce this fee an 
increase is in the offing. He estimates 
appliance sales in 1948 as_ follows: 


2.500 ranges, 1,500 


7,000 refrigerators, 
water heaters, 600 home freezers, 3,000 
automatic and 600 conventional wash- 
ers, 500 ironers, 35,000 radios, and 
5,000 vacuum cleaners. Present satura- 
tion for some of these appliances is: 
refrigerators, 8&5 

Se 


electric ranges, 
+: electric water heaters, 6%: and 
washers, 3°. 

The Connecticut Light and Power 
Co. in Waterbury has 185,950 bill- 
paying residential and rural customers, 
a number considerably in excess of last 
vear’s 179,658. These customers pay 
for an annual 1,650 kw.-hrs. The 
utility, according to J. J. Daly, retail 
sales manager, will merchandise ap- 
pliances this year. He reports that 
there is some price resistance although 
deliveries are not yet normal and “60 
percent are still on allocation.” There 
are 400 dealers open tor business to 
day, a figure not quite double the pre- 


Wal 225. 


\verage range wiring costs 
in the territory are $25 and service 
entrance charges are $60. 

Mr. Daly estimates that sales in this 
coming year may well reach totals like 
these: 15,000 refrigerators, 3,500 


ranges, 2,500 water heaters, 300 home 
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freezers, 3,000 automatic and 15,000 
conventional washers, 800 ironers, 20,- 
OO radios, and 8,000 vacuum cleaners. 
His estimates for present saturation 
are: refrigerators, 72%: ranges, 
18.347; electric water heaters, 5.7%; 
washers, 62°; ironers, 5.8%; 


Qse 


radios, 
+: and vacuum cleaners, 61%. To 
stimulate appliance sales during the 
year the company plans campaigns on 
ranges, water heaters and freezers. 

Last of the three Connecticut firms 
is the United Illuminating Co. of New 
Haven with 132,000 customers who 
consume 1,245 kw.-hrs. per vear as 
compared with 129,200 customers at 
the end of 1946. This utility does not 
merchandise, says Laurence A. Dunn, 
merchandise manager, although at the 
time this was written he said, “We 
have just started an electric blanket 
campaign which will continue through 
December . . . Our electric dealers, 
who number 180, have had a success- 
ful year 1n that so far they have sold 
over 22,000 major appliances. We are 
quite proud of their record.” Mr. Dunn 
also reported that during 1948 the util- 
ity will run campaigns on ranges and 
water heaters. He quotes the average 
range wiring cost at $72.25 and says 
that an effort is being made to reduce 
that cost through “‘an analysis of serv- 
ice entrance wiring costs to determine 
what costs should be.” Most ttilities 
responded that plumbing trade activi- 
ties have not hampered sales of electric 
water heaters by dealers, but Mr. Dunn 
says, that while they don’t generally 
hurt dealer sales in his territory, “In 
many cases they tend to sell fuel heat- 
ers.” He finds some evidence of con- 
sumer price resistance and says, “Cus- 
tomers are inclined to buy medium or 
so-called low-priced appliances when 
they want deluxe units.” 

Estimates for 1948 appliance sales 
in the United Illuminating territory 
are as follows: 15,000 refrigerators, 
3,400 ranges, 1,800 water heaters, 850 
home freezers, 4,850 automatic and 10,- 
800 conventional washers, 1,750 iron- 
ers, and 3,500 automatic electric blank- 
ets. 

Present saturation is estimated by 
Mr. Dunn at the following percent- 
ages: refrigerators, 79%; ranges, 
12%; electric water heaters, 3%; 


washers, 67% ; ironers, 7%. 
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THE COR-O-AIRE CONSOLE HEATER IS TAKING THE SALES LEAD EVERYWHERE BECAUSE: 
.. IT'S “MORE FOR THE MONEY” eoseses 


®ee2e2e2080 

ee°e eee 

Cor-o-aire is the most efficient, free standing, gas fired, ducts .. . circulates, humidifies se ee | 
ie oe ee Oe 
©eee9e080 

It heats an average five room one floor house without a basement heater does. The eseeee 





console heater and winter air conditioner on the market. and filters the air... everything 


patented, cast iron exclusive 
Venturi tubes . . . 46 of them 


, , Exclusive, patented, cast ifon 
* make all this possible. Venturi tube heat exchanger. 


..+ USERS PREFER IT 


Cor-o-aire cuts gas bills by as much as 20% to 50% 

heats homes in Great Lakes area for as little as $5 per 
month. Compact in size, handsome walnut finish. Quiet, 
efficient, fully automatic operation makes it the preference 


of prospective buyers. 


... 4T GIVES MORE PROFIT TO THE DEALER 


Cor-o-aire gives the dealer more cash profit per sale. 
Satisfied Cor-o-aire customers are good prospects for 


additional sales of other products. 
The Cor-o-aire Hi-Boy, for basement installation, has the 
same exclusive patented features that give the Cor-o-aire 


console model amazing efficiency and economy such as 





have never before been achieved in any other heater. 


Ask your nearest Cor-o-aire distributor for further infor- 


mation or write us direct. 


THE COROAIRE HEATER CORPORATION 


GENERAL OFFICES, CLEVELAND 15, OHIO 


aN iy ee, aye 


“THE SCOTCH HEATER’’—HEATS A FIVE ROOM HOUSE FOR PENNIES A DAY 
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works radio magic 


TO DOUBLE YOUR 
LISTENING PLEASURE! 
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Westinghouse Duo. World's most revolu- 
tionary radio-phonograph. Has a LIFT-OUT, 
carryabout radio for use in any room 


Westinghouse Model 166. Concert hall Westinghouse Model 167. A stunning Westinghouse Model 168. Handsomera- 
performance in a masterpiece of cabinet modern console radio-phonograph providing dio-phonograph with super-quiet, super-sen- 
craftsmanship. Westinghouse Rainbow Tone true-to-life reproduction of programs and sitive Rainbow Tone FM. It incorporates the 
FM, Electronic Feather. records. Westinghouse speed record changer. 
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Westinghouse Little Jewel. A console 
radio in capsule form, with power and tone 
you ll have to hear to believe 


Westinghouse Model 169. 4 luxurious 
radio-phonograph offering the ultimate of 
performance in an exquisite cabinet. 


Westinghouse Model 157. A compact 
ond beautiful table set with Plenti-power. 
Twice the undistorted power output for true- 
to-life performance. 


Westinghouse Consolette. The only com- 
pact 3-in-] instrument: a LIFT-OUT radio... 
automatic record changer . . . big set record 
storage space. 


— ee eee eee ee eee ee ee ee 


my May We a 


» 


Westinghouse Model 161. Finest FM-AM 
table model ever built. Features exclusive 
Westinghouse Rainbow Tone FM, beautiful 
Rainbow Dial. 


Westinghouse Model 178. An outstand- 
ing battery radio with twice the power of 
comparable prewar sets, provides true-to- 
life reproduction. 


2 





Westinghouse Model 163. Smortly-styled 
3-way portable with exceptional sensitivity 
and tone. No wait... no warm-up——-on AC- 
DC or battery. 


Coming: a great 
new value-packed 
set for you fo sell. 

Watch for it. 
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4 Start with looks. Choice of soft, fa Safety is important too. Pad is Point out choice of three even 
f colorful chenille covers, or luxuri A waterproof —completely vulcanized OQ heats at a thumb touch. Handy 

’ . ° 
is quilted satin, at various prices. 4# —may be used with wet compresses * switch is easy to set, even in the 


Makers of 





“Ever notice how customers warm up to Manning-Bowman 


appliances? Now Manning-Bowman brings out another 


Covers are removable for cleaning. 


























—".- 


anaes he 
n me Warm up cold customers ! 


oe 


“The best way I know to sell quality heating pads is to dem- 
onstrate specific quality features. Take this new Manning- 


profit-making item for you—an M-B quality heating pad. Bowman Three-Heat Warming Pad, for instance...” 





with cover removed. UL approved dark! Pad stays at heat selected. 


Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut. |) Canada: /Acnning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 


M-B quality Toasters, Percolators, Croilors, irons, Automatic Grills, and Waffle Bakers. 


THE LINE THAT'S ALWAYS IN DEMAND 
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comprising the Middle Atlantic ager 225 
region, are represented in this year’s | 
survey by 22 companies supplying 
power to 4,696,037 domestic customers. 200 
Last year these same companies had 
lines to 4,519,756 domestic meters. To- PENNSYLVANIA 
day 18 of the companies report that S, 
they have 8,500 dealers in their terri- 4175 
tory as compared with 5,887 before the 
war. The 22 firms are evenly split on GED Middle Atlantic Income 
the merchandising question; 11 will mum U.S. Income NEW 
and 11 will not. Not one of the New senart — 150 
York or Pennsylvania companies and ys 
only one of the New Jersey concerns 
believe that appliance deliveries have | | 
achieved normalcy. Normal or not, 10 came tonecidiatee on 125 
of the companies plan to run campaigns 
on ranges and water heaters and five | | 
; ty ee 
will promote home freezers. . | | | | 100 
Consumer resistance to apphance 
: 44 | 1946 1947 
prices, a question concerning more and 1939 1940 1941 1942 1943 19 945 9 
more businesses of all types, has been 
(Continued on page 86) 
ELECTRICAL APPLIANCE MARKET DATA—MIDDLE ATLANTIC 
Aver. DO YOU 
NUMBER OF Kw.-Hr. NUMBER PLAN TO 
: CUSTOMERS | Con- SEALS lan 
PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1948 SERVING é 
(Urban & Rural) sump- CHAN- 
? TERRITORY 
tion DISE? 
Electric Washers 
Refrig- Elec- Water Radio Vacuum) Refrig- Water Home Radio Vacuum 
Dec. 31, Dec. 31, 1917 erators tric Heat- Wash- lroners Sets Cleaners) erators Ranges Heaters Freezers Auto- Conven- lroners Sets Cleaners Pre- Jan. Yes No 
1947 1946 Ranges ers ers matic tional war 1948 
” (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) 
NEW YORK 
Central New York Power 

Corp. 203,000 200,390 1,200 74 11 3.5 78 7 100 50 14,000 3,000 1,500 1,200 1,500 12,000 1,000 30,000 5,000 600 x 
L. |. Lighting Co. 162,200 150,500 1,200 70.5 2.5 0.62 19.4 36 95 75 16,000 3,300 1,000 1,000 1,500 6,000 1,100 65,000 8000 200 300 x 
N. Y. Power & Light 

Corp. . . 222,885 217,590 1,450 14 15 5.5 63 1 95 75 5,000 3,500 2,500 400 1,000 5,000 250 10,000 7,500 210 200 x 
Rockland Light & Pwr. Co 33,700 31,419 1,113 70 25 15 80 3 105 90 2,000 250 250 200 600 1,400 2,000 900 50 150 x 
Rochester Gas & Elec. 

Corp... . 136,357 133,613 1,200 75 4 2 70 | 90 80 10,000 2000 1,000 1,000 5,000 10,000 2,000 12,000 12,000 77 203 x 
Buffalo Niagara Elec. 

a 287,190 282,146 1,790 68.5 21 3.5 76 12.5 103.9 71 23,000 6,000 1,250 3,500 2,800 10,000 5,000 16,500 10,000 1,000 1,200 x 
N. Y. State Elec. & Gas 

Corp. 283,979 274,787 1,500 x 
Central Hudson G. & E. 

Corp. 79,500 74,147 1,510 ; r F ‘ ‘ 124 253 ° x 
Staten Island Edison Corp. 45,960 45,318 1,237 85 17 1.5 50 4 100 60 4,800 1,200 500 100 1,000 1,500 300 7,200 2,000 21 50 x 

NEW JERSEY | 
Atlantic City Elec. Co. 101,120 97,231 1,390 29.6 11 15,000 3,000 2,000 300 10,000 5,000 350 50,000 8,000 159 306 x 
Jersey Central Pwr. & Lt. e 

Co. 119,000 114,825 80 6 5 60 2 95 80 10,000 2000 2000 1,000 3,500 4,500 1,000 3,500 50 186 x 
New Jersey Pwr. & Lt.Co. 60,390 57,228 1,570 59 15.8 7.3 P 1,000 750 1,000 ; 98 160 x 
Public Serv. Elec. & Gas 

Co. 900,250 840,059 1,050 78.5 1.2 0.1 5.4 3.3 100 70 1,000 2,000 x 

PENNSYLVANIA 
Pennsylvania Power Co. 53,400 52,475 1,625 67 16 4 62 12 95 57 4,000 1,500 800 500 500 3,000 800 5,000 1,500 90 170 x . 
Pennsylvania Electric Co... 249,000 240,666 1,190 : : ; ‘ , ; 24,000 8,000 4,000 2400 4400 19,000 3,100 43,000 613 : x 
Edison Lt. & Power Co. 39,850 37,134 1,575 80 25 5 80 1 100 90 3,500 2,000 3,000 200 150 500 50 50 60 x 
Luzerne Co. Gas & Elec. 

Corp... . 36,500 35,802 825 43 6 1 : ; ‘ 3,000 500 300 150 300 2,500 200 4,000 2,500 45 75 x . 
Penna. Power & Lt. Co. 408,000 388,845 1,160 72 17 3 93 6 134 78 50,000 25,000 8,000 10,000 10,000 35,000 4,500 90,000 35,000 1,720 1,630 x 
Philadelphia Elec. Co. 

System. . 659,740 649,286 1,559 73 10 6 70 3 118 719 85,000 10,000 5,500 2300 x ° 
West Penn. Power Co. 245,600 234,739 1,490 79 15 3.8 94 14 150 75 35,000 12,000 6,000 4,500 7,000 23,000 4,500 45,000 15,000 600 900 ‘ x 
Northern Penn. Pwr. Co. 28,916 27,249 1,478 65 15 10 ‘ : ‘ ‘ 3,450 1,215 900 500 300 850 300 900 79 «135 x ; 
Duquesne Light Co. 339,500 334,307 1,428 80 2.5 03 91 20 99 85 50,000 6,500 1,500 2,000 15,000 35,000 3,500 150,000 50,000) 314 522 x 
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ROUND OAK 





GAS AND ELECTRIC RANGE 
DEALERS 


HERE IS 


THE NEWS 
YOU HAVE 
BEEN WAIT- 


ING FOR 





Anchor is in the process of gearing its facilities to give you the 
Round Oak gas and electric ranges to meet the consumer 
demand. At the present time Anchor is the manufacturer of 
an automatic heating equipment line consisting of stokers, oil 
burners and furnaces that have the reputation of being 
America’s Finest Automatic Heating Equipment, Built For 


Service and Not For Servicing”. 


For information on Round 


Oak replacement parts or Anchor Automatic Heating Equip- 


ment write Anchor Division, 
P. O. Box 311, New Albany, 





Se 


———d 


Indiana, 


Stratton & Terstegge Company, 


The Anchor Conversion Oil Burners have an exception- 
ally high operating efficiency made possible by the 
Anchor carburation svstem which gives very accurate 
control of the air fuel ratio and extremely effective mix- 
ing of the oil and air in the combustion chamber. Anchor 
oil burners are approved by Underwriter’s Laboratories, 
Inc., and also comply with U. S. Commercial Specifica- 


tions CS-75. 


Anchor Stokers are built in sizes and capacities to burn 
bituminous coal, for commercial, industrial or residential 
and also to burn anthracite in residential installations. 
Every stoker requirement can be met by an efficient 


engineered Anchor Stoker. For 


years manufacturing 


plan's, ut lities, retail stores, apariments, hospitals and 


homes have operated Anchor 


success. 


Stokers 


with marked 


Anchor Aire oil fired steel furnaces are built with the 


five essentials of a modern furnace: 


ness, economy, durability and convenience. 


comfort, cleanli- 
Forced air 


circulation gives home owners the desired heat regard- 


less of outside temperature. 


The Anchor Aire is con- 


structed of boiler plate steel with heavy weld construc- 


tion throughout. Anchor 


burning solid fuels. 


Aire will be available for 


For further information and description literature, write 





P.O. BOX 311 


NCHO 


STRATTON & TERSTEGGE CO. 


Incorporated 


NEW ALBANY, IND. 
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felt by 15 of the utilities; six have not 
yet uncovered any, and one company 
did not answer the question. 

The highest range wiring cost in the 
region was quoted by the Rockland 
Light and Power Co. as $125, while the 
lowest, submitted by the West Penn 
Power Co., was $35. Average for the 
region is $62.42, about eight dollars 
more than the national average of 
$54.35. One company each from New 
York and Pennsylvania think that the 
plumbing trades have hampered the 
sale of electric water heaters through 
electrical channels. Twenty companies 
disagree. 


ESTIMATED 1948 APPLIANCE 
SALES 


Nineteen companies, with 3,432,308 
domestic customers, reported that they 
anticipate the sale of 358,750 refriger- 
ators in 1948, an average of 105 per 
1,000 customers. The same 19 firms 
foresee the sale of 91,715 electric 
ranges, or 27 per 1,000 customers, and 
43,000 electric water heaters, or 13 
per 1,000 customers. 

Home freezers will be bought by the 
3,371,918 customers of the 18 com- 
panies reporting on them at the rate of 
nine per 1,000 customers for a total of 
31,250 units. Washers were reported 
on by 17 companies with 2,712,178 
customers. They look for sales of 64,- 
550 automatic washers, or 24 per 1,000 
customers, and 174,250 conventional 
washers, or 64 per 1,000 customers. 
Sixteen companies with 2,678,478 do- 
mestic bill payers expect that ironers 
will total 27,950 sales, or 10 per 1,000 
customers. Radio sets will attain the 
whopping total of 529,700 units, or 210 
per 1,000 customers, according to 14 
concerns serving 2,524,412 customers. 
A grand total of 161,800 vacuum 
cleaner sales, a rate of 67 per 1,000 
customers, is expected by 15 companies 
with 2,423,328 customers. 


INDIVIDUAL COMPANIES 


American Gas & Electric Group 


Because the American Gas and Elec- 
tric Service Corp., New York, includes 


seven utilities scattered from West 
Virginia through Tennessee to New 
Jersey, and has made one report for 
them, the company will be treated as a 
separate unit. However, three of these 
companies, the Appalachian Electric 
Power Co., West Va., the Atlantic 
City Electric Co., N. J., and the Ken- 
tucky and West Va. Power Co., Inc., 
also sent in reports of their own which 
are covered in their respective regions. 
The other companies are the Indiana & 
Michigan Electric Co., Kingsport Util- 
ities, Inc., the Ohio Power Co., and 
the Wheeling Electric Co. 

According to H. P. Megargee, sales 
promotion manager for the system, it 
delivered power this year to 870,000 
residential, farm and rural customers, 
a figure representing a sizable growth 
over last year’s 815,771. Annual con- 
sumption averages 1,420 kw.-hrs. Only 
ranges and water heaters will be mer- 
chandised by the system during 1948, 
but the company plans either constant 
year round activity or special seasonal 
promotions on ranges, water heaters 
and home freezers. Today there are 
2,699 “major appliance dealers selling 
ranges and water heaters” as com- 
pared with the 906 dealers who were 
active before the war. 

Mr. Megargee sees resistance to 
present appliance prices, “especially on 
water heaters and in some cases on 
brands not having national recogni- 
tion.” He says, “Deliveries are beyond 
pre-war scale, but appliances, especially 
ranges, are not up to demand.” 

He sets the average cost of range 
wiring at $35 and in answer to our 
query if the company is doing any- 
thing to reduce that cost says, “Yes— 
working with contractor, but it is a 
difficult task, due to high labor and ma- 
terial costs. It is a matter that dis- 
turbs us and one that needs plenty of 
attention.” 

The plumbing trade activity as one 
which might hamper the sales of elec- 
tric water heaters by electrical dealers 
leads Mr. Megargee to say, “This is 
spotty. Nothing serious has developed 
to date; or two have 

found plumbers taking the 
(Continued on page 88) 
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“AW, YOU BROKE THE RADIO. NOW | WON’T BE ABLE TO LISTEN TO INNER SANCTUM!” 
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THE AMAZING RESULT OF AN 
ENGINEERING PRINCIPLE THAT 





ASSURES LONGER TRUCK LIFE | 


... And ONLY Ford Trucks Have It! 


IFE 


Coming for 1948—a brand new line of 
Ford Trucks... new all through... and 
Bonus Built, too! 





Soon you'll see the great, brand new line of Ford Trucks 
for ’48—great not only because they are new all through, but 
because they are the amazing result of a time-proved truck 
building principle. 

This principle is Ford Bonus Built construction. 

Every one of the new Ford Trucks for ’48 is Bonus Built 
... designed and built with extra strength in every vital part. 
This extra strength provides WORK RESERVES that pay off 
in two important ways: 

First, these Bonus Built woRK RESERVES give Ford 
Trucks a greater range of use by permitting them to handle 


ORDINARY TRUCK TORO BONUS BUILT TRUCK 

















Not ONE Capacity . . . but real RANGE when needed! 


INSURANCE EXPERTS PROVE...FORD TRUCKS LAST UP TO 
ELECTRICAL MERCHANDISING—JANUARY |, 


1948 


loads beyond the normal call of duty. Ford Trucks are not 
limited to doing one single, specific job! 

Second, these same WORK RESERVES allow Ford Trucks 
to relax on the job. . . to do their jobs easier, with less 
strain and less wear. Thus, Ford Trucks last longer because 
they work easier! 








The load is carried EASIER by the stronger man! 


Remember, every one of these great Ford Trucks for ’48 
is Bonus Built for longer life, wider use. Keep in touch with 
your Ford Dealer . . . plan to see these new Ford Bonus 
Built Trucks for ’48 as soon as announced. Don’t settle 
for less—get the only truck that’s Bonus Built! It’s Ford! 


ote BONUS @ “something given in addition to what is usual or 
@ strictly due.”—Webster’s Dictionary 


Listen to the Ford Theater over NBC stations Sunday afternoons, 5:00 to 6:00 p. m., E. S. T. 


19.69 


LONGER: 
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AIR COOLED 
POWER 


AUG 


GASOLINE 


comsTRection 
RAILROAD AND FARM 
Couipment 





Briggs & Stratton engines have no equal in 
value and performance ... because they in- 
corporate the engineering, technical and 
manufacturing experience gained in building 
more than 3% million air-cooled engines in 
the past 28 years of continuous production. 


This unmatched experience is the reason why 
more and more Briggs & Stratton 4-cycle air- 
cooled engines are “Preferred Power” for an 
ever-increasing range of applications in every 
field requiring dependable gasoline power. 


BRIGGS & STRATTON CORP., Milwaukee 1, Wis., U.S.A. 
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that they won't install the appliance un- 
less they make a profit on the sale.” 
The only estimated 1948 sales pro- 
vided are 25,000 for ranges and 15,000 
for water heaters, but the following are 
present saturation figures: refriger- 
ators, 72% ; electric ranges, 22% ; elec- 
washers, 
radios, 100%; 
Mr. Megargee 
cautions that, with the exception of 
ranges and water heaters, these figures 


tric water heaters, 6.9%; 
65°): ironers, 10%; 
vacuum cleaners, 90%. 


are estimates. 
New York 


The Buffalo Niagara Electric Corp., 
with 287,190 domestic customers this 
year as compared with 282,146 last 
vear, and an annual average consump- 
tion rate of 1,790 kw.-hrs., will not 
merchandise in 1948 and does not plan 
specific campaigns on ranges, water 
heaters and freezers. There are 1,200 
dealers in Buffalo Niagara’s territory, 
as against 1,000 before the war, who 
will benefit from the fact that deliveries 
on washers and radios are normal al- 
though the inflow of ranges, refriger- 
ators, automatic toasters and mixers is 
not. According to J. C. Beiring, office 
supervisor, consumer price resistance 
is “beginning to show on. shortage 
items: no apparent (overall) effect as 
yet.” 

Mr. Beiring quotes the average 
range wiring charge at $39.75 for a 
complete job and $20.75 for feeder only. 
\ttempts to reduce these figures are 
made annually when specifications are 
sent out. Contracts are awarded on an 
annual basis. 

“Abnormal installation charges” by 
plumbing trades have hampered the 
sale of electric water heaters through 
electrical channels, says Mr. Beiring. 

He estimates that 1948 appliance 
sales will reach the following totals: 
23,000 refrigerators, 6,000 ranges, 1,250 
water heaters, 3,500 home freezers, 
2.800 automatic and 10,000 conven- 
tional washers, 5,000 ironers, 16,500 
radio sets, and 10,000 vacuum cleaners. 

Present saturation percentages are 
68.5% for refrigerators, 21% for 
ranges, 3.5 for water heaters, 76% 
for washers, 12.5% for ironers, 103.9% 
for radios, and 71% for vacuum 
cleaners. 

With 283,979 residential and rural 
customers now, as compared with 274,- 
787 a year ago, the New York State 
Electric and Gas Corp., Binghamton, 
sends out annual bills for an average 
of 1,500 kw.-hrs. The utility does not 
plan to either merchandise or run 
campaigns on 
ranges, water heaters and freezers this 


specific promotional 
year. The average range wiring cost, 
according to C. R. Rudy, general sales 
manager, is $45 and the company makes 
a $15 allowance per installation. No 
figures are available on the number of 
dealers or of estimated 1948 sales or 
present saturation. 

Operating from Albany, the New 
York Power and Light Corp. serves 
222,885 residential and rural meters, 
over 5,000 more than it supplied last 
year. Average annual kw.-hr. con- 
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sumption is 1,450. The utility neither 
plans to merchandise nor to run specific 
promotional campaigns this year. The 
200 dealers, 10 less than before the 
war, will do all the area’s appliance 
selling. Ralph Wagner, commercial 
manager, finds some consumer price 
resistance, declares that plumbing 
trades have not hurt electric water 
heater sales by electrical dealers. 

Mr. Wagner’s estimates of 1948 ap 
pliance sales and present saturation 
are: 5,000 refrigerators (74%); 3,500 
ranges (150); 2,500 water heaters 
(5.50%); 400 home freezers; 1,000 au- 
tomatic and 5,000 conventional washers 
(63%): 250 ironers (1%); 10,000 
radios (95%); and 7,500 vacuum 
cleaners (75%). 

The 203,000 residential and rural 
customers of the Central New York 
Power Corp., Syracuse, annually con- 
sume 1,200 kw.-hrs. Last year the 
company had 200,390 such consumers. 
J. M. Daly, commercial manager, 
estimates that there are 600 dealers 
active today, but he is unable to esti- 
mate the pre-war total. The utility will 
not sell in 1948 and will not conduct 
specific promotions on ranges, water 
heaters and freezers. 

Some consumer price resistance is 
evident, says Mr. Daly, but the plumb- 
ing trades haven't hurt dealer sales 
of electrical water heaters. He quotes 
the average range wiring cost at $75, 
“including service drop and new en- 
trance box”, and $30 for “range feeder 
only.” Efforts to reduce these figures 
are being made through promotion of 
larger farm entrances and adequate 
wiring. 

During the coming year appliance 
14,000 
refrigerators, 3,000 ranges, 1,500 water 
heaters, 1,200 home freezers, 1,500 au 
tomatic and 12,000 conventional wash 
ers, 1,000 ironers, 30,000 radio sets, 
and 5,000 cleaners. 

Present saturation is 74% for re 
frigerators, 11% for ranges, 3.5% for 


sales may reach these totals: 


electric water heaters, 78% for wash- 
ers, 7% for ironers, 100° for radios, 
and 50% for cleaners. 

\t Mineola the Long Island Light- 
ing Co. provides power to 162,200 
domestic customers as compared with 
150,500 last year. Average consump- 
tion per year is 1,200 kw.-hrs. 

The company, says W. J. Schmidt, 
general sales manager, will merch- 
andise in 1948 and may possibly run 
a campaign on home freezers. There 
are 300 dealers today in an area form- 
erly served by 200. Mr. Schmidt does 
not find much evidence of consumer 
price resistance nor does he feel that 
plumbing activities have injured elec- 
tric water heater sales by appliance 
dealers. The average range costs $85 
to $100 to wire. 

Sales totals for the coming year may 
reach these highs: 16,000 refrigerators, 
3,300 ranges, 1,000 water heaters, 1,000 
home freezers, 1,500 automatic and 
6,000 conventional washers, 1,100 
ironers, 65,000 radio sets, and 8,000 
vacuum cleaners. 

(Continued on page 92) 
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HOME COMFORT! 
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The big “No. 1" feature in ALLEN Oil- 


i Burning Water Heaters is the sensational 
i Leasell new ALLEN “Lo-Pilot" Burner. This Burner 
affords remarkable fuel-saving economy, by virtue 
j : of a specially designed pilot which provides auto- 
ra matic, fast low-pilot-to-high-fire burner operation. 





OTHER FEATURES THAT SELL 


SHAbbentis. 


OIL BURNING 
WATER 
HEATERS 


Backed not only by a name that has stood 
for high quality in heating and cooking 
appliances for 80 years but also by a com- 
plete sales promotion campaign, including: 
magazine, farm and newspaper advertis- 
ing; store displays; sales manuals, etc. 
Wire your nearest ALLEN distributor today. 
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Appliance Wholesalers of Oregon, 
Portland, Oregon 


Harper & Mcintire Co., Ottumwa, lowa 
J. R. Hunt & Co., Baltimore, Maryland 


Edward Joy Co., Syracuse, N. Y. 

H. A. McRae, Co., Troy, N. Y. 

Mascon Distributors, Inc., 
Springfield, Mass. 

Motor Power Equipment Co., 
Minneapolis, Minn. 


Mens 


PARLOR FURNACES - 
PRINCESS RANGES * 
STREAMLINE - MAE 
RANGE ETERNAL . . 1c NILA 


ALLEN 





MANUFAC RING CO 
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ALLEN DISTRIBUTORS ——— 
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Automatic Operation. Fully automatic thermostatic safety float valve. 
Water is automatically kept at desired temperature. 
Fully Insulated with g 

loss and economical operation. 





fiber glass . . . for low standby heat 


Automatic Draft Regulator. Insures proper draft for maximum 
efficiency. e 

Noiseless Operation . . . Burner has no moving parts. 
Easily, Quickly Installed .. . anywhere—on the farm or in the city. 


Economical Water Heating. Average family requirements per doy 
is supplied with 24 hours of available hot water service on less than 
one gallon of fuel. 


Listed as Standard by the Underwriters’ Laboratories —for use with 
either No. 1 or No. 2 fuel oil. 


Fiue-Mounted Burner . . . easy to remove burner mounting . . . posi 
tive air-tight seal between burner and five for high heating effciency. 


Fuel Inlet Cleanout Rod provided . . . for cleaning out fuel inlet to 
burner without removing burner. 


MER 
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Plymouth Electric Co., New Haven, Conn. 

Radio Television & Appliance Co., 
Seattle, Wash. 

Rudning-Robertson Co., Sioux Falls, S. D. 

Small & Schelosky Co., Evansville, Ind. 

Southern Radio Corp., Charlotte, N. C. 

Stratton-Warren Co., Memphis, Tenn. 

Wyatt-Cornick Co., Richmond, Va. 

Wyeth Company, St. Joseph, Mo. 

The Yancey Co., Inc., Atlanta, Ga. 
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LAMA 
the Sensational 


wew |Fonrie 


Automatie lroner 
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* Guaranteed by “\™ 


Good Housekeeping 
NS hop 


w 
AS apveanise WES 


; 7 NEW STYLING! Smooth, stream- 5 INCREASED SHOE CLEARANCE! 


lined, nothing to catch ironing or hosiery. A welcome feature in pressing. 


2 ADJUSTABLE KNEE CONTROLS! 6 MANUAL RELEASE! Handier ond 


Set to suit. quicker. 


Z ADJUSTABLE CASTERS! Any 7 UTILITY POCKETS! Handy for 


height you wish. ironing accessories. 


4TIP-UP FORMING BOARD! More 8 NEON PILOT LIGHT! When heat's 


convenient, yet rigid working surface. on, light’s lit. 
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The Leader Takes Another Step Forward 


It’s got the new look! Smooth, smart, sleek, and lovely. 
No corners or rough spots to catch clothes—but a com- 
plete new job of industrial designing that catches your 
eye—and your customer’s eye! It’s Ironrite in a new, more 
compact, more beautiful, more appealing dress! ... And 
that’s just one of many advances in styling, features and 
performance in the great, new 1948 Ironrite! 


Here are brand new features: NEW hinged form- 
ing board for greater convenience. NEW Rite-Hite adjust- 
able casters, NEW adjustable feather-touch knee controls, 
NEW swing-free manual release, and NEW utility pockets. 


design and performance features that have been hope- 
fully imitated for 27 years but never equalled. The center 
supported roll with two identical open ends; twin pointed 
ends of the glass-smooth shoe; more efficient Strate-Coil 
heating element; 200 pounds pressure across the entire 
shoe; and cooler over-the-shoe ironing. 

You can guarantee easy, comfortable, perfect ironing 
of 100% of the family laundry when you sell Ironrite— 
the only automatic ironer that never says “no!” 

Yes, '48 will be an Ironrite year. New features, new 
beauty, new appeal. And a sweet new sales song—"rhyth- 





All the exclusive Ironrite features, of course—the 





mic, restful, automatic ironing.” 


The Big News Will Be Announced to 


12,500,000 Ironrite 
Prospects Shortly 


Rhythmic, restful, automatic ironing! A promise of freedom 
from the last dull drudgery of modern homes. The bright new 
way to iron everything, automatically and beautifully. IRON- 
RITE ironing! 

That’s the big news that will burst upon 12,500,000 prospects 
in the announcing advertisement for Ironrite for ’48. 

The announcement gets full color pages in Ladies’ Home Jour- 
nal, Good Housekeeping, McCall’s, and Better Homes and Gardens. 

It’s the start of Ironrite’s new million-dollar advertising pro- 
gram. Dominant space is scheduled for these magazines and others 
throughout the year. There will be “special events” campaigns, 
newspaper advertising, direct mail campaigns, special displays. 

Greater interest and excitement—and greater sales—will be 
created by the Ironrite campaign which gets under way this month. 
Our plans are set and under way. Better make yours NOW, too! 


ia Step with the LEADER. fie cu Your 
Store with the Searational new IKONTIC 






o 
S. 


x 
~~ 


” 
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Automatic Ironer 









Get set right now. The ’48 Ironrite, finest Ironrite ever built (and that means P i: 
§ finest automatic ironer ever built) is ready. Production schedules are stepped | fy “<j 
x up. The whole great Ironrite distributing organization is geared up to work oll 
| with aggressive Ironrite dealers for greater sales and greater profits. 
f Identify your store with Ironrite. Let prospects know that you are an Iron- 
¢ rite dealer—that here at your store they can get Ironrite, the world’s most 


wanted ironer. 


Get your share of this big ironer market . . . with the new ’48 Ironrite! 


THE IRONRITE IRONER COMPANY, Mt. Clemens, Michigan | 


Ironrite is distributed in Canada by The Coffield Washer Co., Ltd., Hamilton, Ont. L 
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BEAUTY! 
STYLING! 
SIZES! 


AUTOMATIC — 
KITCHEN VENTILATOR 


»»--NOW AVAILABLE 
IN 10” SIZE, TOO! 


Now you can sell prospects 
regardless of whether they 
have large, average, or small 
size kitchens, built with stand- 
ard, thick, or thin wall con- 
struction. One of America’s 
largest home builders uses 
Fasco ventilators exclusively 
in a 6,000 home development. 
More proof that... No other 
popular-priced ventilatorgives 
as many quality advantages. 


erste 
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See them AT THE 
NATIONAL HOUSEWARES 
and MAJOR APPLIANCE EXHIBIT 


* BOOTHS 827-829 * 


CHICAGO INTERNATIONAL AMPHITHEATRE 
JANUARY 15-22 


L5le AE, 


% 
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FANS 5 


of Tew Beauily 


America’s finest fast-selling 
fan is brought to a new high 
peak of beauty through new 
styling that clothes it in strik- 
ing eye appeal. Famous for 
quiet, high efficiency air cir- 
culation, made possible by its 
exclusive style of blade, en- 
gineered and matched with 
Fasco-built motor. 
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MIDDLE ATLANTIC 





Present saturation is 70.5% for re- 
frigerators, 2.5% for ranges, 0.62% for 
water 19.4% for washers, 
3.6% for ironers, 95% for radios, and 


heaters, 


75% for vacuum cleaners. 

Robert E. Ginna, vice-president, 
filled out our survey form for the 
Rochester Gas and Electric Corp., and 
puts the present number of domestic 
customers at 136,357 as compared with 
133,613 a year ago. Average annual 
consumption is 1,200 kw.-hrs. 

The company plans to sell this year 
and will support its own program, in 
addition to stimulating the sales of the 
area’s 203 dealers (77 pre-war) by 
campaigns on ranges, water heaters 
and home freezers. 

Mr. Ginna has a belief that there is 
some consumer resistance to present 
appliance prices, but he does not feel 
that plumbers have hurt dealer’s sales 
of electric water heaters. The cost for 
wiring the average range is $65 and 
this may be reduced through company 
cooperation with contractors. 

Mr. Ginna estimates that in 1948 ap- 
pliance sales will be: 10,000 refrigera- 
tors, 2,000 ranges, 1,000 water heaters, 
1,000 home freezers, 5,000 automatic 
and 10,000 conventional washers, 2.000 
ironers, 12,000 radio sets, and 12,000 
vacuum cleaners. 
for re- 
frigerators, 4% for electric ranges, 2% 
for electric water heaters, 70% for 
washers, 5% for ironers, 90% for 


Present saturation is 75% 


radios, and 80° for vacuum cleaners. 

\n estimate of the present number 
of domestic power customers of the 
Central Hudson Gas and_ Electric 
Corp., Poughkeepsie, puts the figure at 
79,500, somewhat larger than last 
year’s 74,147. Average annual con- 
sumption is 1,510 kw.-hrs. 

R. B. Denhardt, retail sales manager, 
says that the company will not merch- 
andise this year and will not conduct 
campaigns on ranges, water heaters or 
freezers. He has not uncovered any 
consumer resistance to present appli- 
ance prices and does not think the 
plumbing trades have injured electric 
water heater sales through electrical 
channels. He estimates that there are 
253 dealers today as compared with 
124 pre-war. 


cost 1s $70. 


Average range wiring 


No figures are available on present 
saturation or estimated 1948 sales of 
appliances. 

Staten Island, practically in New 
York City’s lap, has no rural customers, 
so the 45,960 meters are all residential. 
Annual consumption averages 1,237 

This year the company will sell 
ranges, refrigerators and water heaters 
and plans specific campaigns on the 
last two. L. 


supervisor, says there are 50 dealers 


C. Mosher, domestic sales 


today in a territory served pre-war by 
21. He finds some consumer price re- 
sistance and adds that ‘customers are 
also very brand conscious.” 

Plumbing activities have not been 
a serious hindrance to electric water 
heater sales by dealers, he finds. The 
average range wiring cost is $85 and 
efforts to reduce this figure are made 
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by “encouraging customers to get com 
petitiy e bids.” 

His estimates of 1948 appliance sales 
and present saturation are as follows: 
4,800 refrigerators (85%): 1,200 
ranges (17%); 500 water heaters 
(1.5%): 100 home freezers; 1,000 au- 
tomatic and 1,500 conventional wash- 
ers (50%): 300 ironers (4%): 7,200 
radios (100%); 2,000 vacuum cleaners 
(60% ) : and 360 electric blankets. 

The 33,700 residential and rural cus 
tomers of the Rockland Light and 
Power Co., Nyack, represent an in- 
crease over last year’s total of 31,419. 
Average annual consumption is 1,113 
kw.-hrs. 

The company will merchandise this 
year and plans specific campaigns on 
ranges and water heaters. The num- 
ber of dealers has grown from a pre- 
war total of 50 to 150 today. Some 
consumer price resistance has been felt, 
but the plumbing trades have not ham- 
pered the sale of electric water heaters 
through electrical channels. Current 
estimates of range wiring run between 
$75 and $125 and reduction seems im- 
probable because of complete unioniza- 
tion. 

Estimates of 1948 appliance sales and 
present saturation are: 2,000 refrigera- 
tors (70%): 250 ranges (25%): 250 
water heaters (15%): 200 home 
freezers ; 600 automatic and 1,400 con- 
ventional washers (80%); 2,000 radio 
sets (105 ) 
(90% ). 


: and 900 vacuum cleaners 
Saturation for ironers is 3%. 


New Jersey 


The four companies reporting this 
vear from New Jersey provide power 
for 1,180,760 residential meters, a figure 
comparing very favorably with the 1,- 
109,343 a year ago. The only survey 
subject upon which all are in unanim- 
ous agreement is that the plumbing 
trades have not hampered the sale of 
electric water heaters through electrical 
channels. 

The Public Service Electric and Gas 
Co., Newark, has 900,250 (estimated) 
domestic customers as compared with 
890,059 a year ago. Average annual 
consumption is 1,050 kw.-hrs. 

(Continued on page 96) 
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out the Bells... 


for an alarm clock 
that waked up an industry! 
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Sessions 








“CATNAPPER™ 


Seldom if ever has an alarm clock caught the imagi- 
nation of dealer as well as consumer — and received the 
genuine acclaim — as has Sessions’ new “Catnapper”. 

For here is a clock that is not only a joy to own, but 
an inspiration to merchandise, too! It has Sessions’ 
famous quiet (“Not Even a Pur-r-r!”) operation that 
sleeps folks like a dream. It has a new and patented 
“Pleasant Bell”, that makes everybody sit up and take 
notice, And it makes one of the grandest counter, or 
window displays ever, mounted on the new, free, 
sleeping-kitty pedestal! 

Unfortunately, even Sessions underestimated the 
popularity of this new electric alarm clock, so there 
is a temporary shortage. But even as you read this, the 
new “Catnapper” is in volume production, ready to 
help you boost your clock sales, very soon. So hold 
everything! It will pay you to wait a few days longer, 
and ring the bell with Sessions “Catnapper”! 


FREE! POPULAR DISPLAY. 


For counter or window display 





to tie in with current advertis- 
ing. Attractive wooden base for 
mounting clocks, backed by 
photo cutout of sleeping kitty. Sessions legend: “Not 
Even a Pur-r-r!” Merchandising men are crazy about 
them! Ask with order, or write to The Sessions Clock 








OTHER ATTRACTIVE SESSIONS CLOCKS 












GOTHIC 
(464W )—Stotely, 
new period monte! 
clock, in good taste 
anywhere. Ma- 
hogony finish, re- 
tails approximate- 
ly 

$18.40*. 


SQUARE 
KITCHEN 
(386W ) —Decor- 
ative wall dock 
with squore diol, 
white plastic mold- 
ed cose. Retails 
opproximately 


$4.70*. 





PILOT 
WHEEL 
(456W) — Very 
effective for man- 
tel of desk in 
mahogany with 
brass trim. Retails 
opproximately 


$10.20*, 





e*eeseeeaeseeeeeneee#? 


TAMBOUR 


(467W) — Graceful, sweeping 
lines, with metal dial and brass 
feet. Mahogany finish, retails 


opproximotely 
$10.50*. 


SQUARE 
MODERN 
(453W) — Trim 
d model in 
mahogany colored 
case, bird's-eye 
maple veneer 
front. Retails ap- 
proximotely 


$7.75*. 


*Prices subject to 20% excise tax. 





Sessions Clocks 


THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
The Merchandise Mart, Chicagog The Western Merchandise Mart, San Francisco 


Company, giving your jobber’s name and address. 
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\\rs SENSATIONAL TWO-SPEEDS 
ET EVERY WASHING NEED! 
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1S TH ei) ’ 
vile sect’ SUCTION-REGULATOR ! 


{T'S THE FAMOUS CLEAN-AIR CLEANER 
WITH THE TATTLE-TALE LIGHT! 











Sun-Jofody ip 


Coal Pact in Snar 


“PIN ASIe 4 + NA 


TOPS IN ELECTRIC BLANKETS 
WITH THE SLUMBER-SENTINEL! 


IT’S THE PERFECT PARTNER 


FOR COMBINATION SALES! 
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A DATE IN "48! 


The Shreveport Ct : Srp, 7) 


© Fling Journal te : y . . 
Air Line ? 
' er Crashes With SOA ttithe-2 . /s d ’ REACH Whee P 


FOR NORTHERS 






























N 1948, UNIVERSAL will carry on plus Universal appliances featured on ras, 
the biggest promotional activity in the nation’s leading audience participa- ¢ vA } Pe, 
its entire history. Hard-hitting cam- tion shows will build consumerdemand. pager. <= 
: paigns will back America’s leading line But the greatest impact will be where r ae q 
; of quality appliances in a year ‘round you need it most ...at the point-of-sale. 
4 activity with the largest advertising Colorful 24-sheet outdoor posters and 
r appropriation in Universal history. Fea- sustained schedules in daily and weekly Pe ik, 
ture-packed, four-color full page adver- newspapers from coast to coast will fa oe 
tisements... with more insertions in establish Universal lines and Universal ~ , ‘ AY 
national magazines than ever before dealers as leaders in their community. : hg Pi 
= ¥ 








CRO-MO-LOY CUTLERY... 
d AMERICA’S CLEAN CUT CHOICE! 





ALL IN ALL, 1948 STACKS UP AS THE 
BIGGEST-MONEY MAKING YEAR FOR 
UNIVERSAL DEALERS. FOR PRODUCT 
AND PROMOTION DETAILS, SEE YOUR 








PAMODERS, FRARY &@ CLARK © NEW, _ERPIATH, Cen ae 
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HOSKINS MANUFACTURING 


4445 LAWTON AVE. + 


YOU'LL FIND 


IN THESE 
PRODUCTS 
YOu 
SELL 
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*the 


DETROIT 


original 


heating 


made to sell 


with chromel 









element wire 


MICHIGAN 





nickel-chromium 


aa” 


COMPANY 





Ever check material specifications of electrical 


JANUARY 





heating appliances? Chances are if you do you'll find 
that most manufacturers prefer durable CHROMEL 

heating element wire. Why? Because it's 
the basic element of the industry . . . the nickel-chromium 
resistor wire that first made electrical heating practical. 
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C, A. Stevens, sales manager of the 
electric department, reports that the 
company will merchandise this year, 
but does not plan specific campaigns on 
ranges, water heaters or freezers. Mr. 
Stevens finds some consumer price re- 
sistance although he says, “Some items, 
notably electric refrigerators, some 
washers, toasters and mixers, are still 
in short supply.” He estimates range 
wiring costs between $75 and $100. 

Sales estimates for 1948 are not 
available, but present saturation is 
78.5% for refrigerators, 1.2% for 
ranges, 0.1% for water heaters, 5.4% 
for washers, 3.3% for ironers, 100% 
for radios, and 70% for vacuum 
cleaners. 

\ year ago the number of domestic 
customers of the Jersey Central Power 
and Light Co., Asbury Park, was 114,- 
825. Today the figure has grown to 
119,000. The number of dealers has 
also grown from a pre-war 50 to 186 
today. The utility will not merchandise 
and plans no specific campaigns. G. 
\. Parker, merchandising manager, 
has found no consumer resistance to 
present appliance prices. He says that 
plumbing trades have not hurt electric 
water heater sales by electrical dealers. 
“Plumbing supply houses,” he declares, 
“distribute electric water heaters to 
plumbers.” Average range wiring cost 
in the Jersey Central area is $75, but 
the utility “pays a $45 wiring allow- 
ance on new installations made by co- 
operating dealers on its lines.” 

During 1948 Mr. Parker estimates 
that the industry will sell in Jersey 
Central's territory 10,000 refrigerators, 
2,000 ranges, 2,000 water heaters, 1,000 
home freezers, 3,500 automatic and 
4,500 conventional washers, 1,000 
ironers, 3,500 vacuum cleaners, 500 
dishwashers, and 400 blankets. 

Saturation is 80% for refrigerators, 
6% for ranges, 5% for water heaters, 
60% for washers, 2% for ironers, 95% 
for radios, and 80% for vacuum 
cleaners. 

The Atlantic City Electric Co. is the 
only company in the Middle Atlantic 
region which feels that appliance de- 
liveries are normal. The customers of 
this company, who number 101,120 as 
compared with 97,231 a year ago, an- 
nually consume 1,390 kw.-hrs. 

According to E. H. Philson, man- 
ager of residential sales, the utility will 
merchandise this year and plans cam- 
paigns on ranges and water heaters. 
Some 306 dealers now sell in an area 
formerly covered by 159. The average 
range wiring job costs $50 and the 
utility supplies the necessary cable 
from eaves of the roof to the meter 
as its contribution in attempting to 
reduce this cost. 

Mr. Philson estimates that during 
1948 sales will total 15,000 refrigera- 
tors, 3,000 ranges, 2,000 water heaters, 
300 home freezers, 10,000 automatic 
and 5,0000 conventional washers, 350 
ironers, 50,000 radio sets, and 8,000 
vacuum cleaners. It is interesting to 
note that he expects more automatic 
washers to be sold than conventional 

(Continued on page 98) 
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Lint 1a FIKEST with He 


| FEATURES THAT COUNT 
Sh. the ndubliys. Siple-Leailor Line / 


Now With Pace-Setting, 
Sales-Making Features 





~~ 





Now that the pendulum is swinging back, and 
shoppers are looking for honest value, Zenith is 
more popular than ever. For these great sets are 
designed and built to come out way ahead in any 





“hands-down” competitive value comparison. 


Model 12HO90 Zenith helps you sell with features . . . demon- 


strable features prospects notice and want. Here, 





ONLY ZENITH OFFERS SALES FEATURES LIKE THESE  ° ‘8 Superior performance, made possible by 
Zenith’s rigid adherence to quality standards for 
components and workmanship. Zenith gives you 
styling leadership, by consistent development of 


style features that set the pace for the industry 





—mt Abt: 


; COBRA TONE ARM ARMSTRONG FM 
———— ee --— ———————————— SS 


Yes, Zenith backs you up with value that 


ao | 
+ | 


makes sales . . . value made possible by the knowl- 





edge and experience gained in more than 31 years 
of Radionics Exclusively 


Keep An Eye On 








SILENT-SPEED RECORD CHANGER . 


Lani Radin Coyporition » COO! Dicken. Hoe» Chicago 39, 
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3-GANG CONDENSERS 
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Wayne Jet Deep Well Pumps 
ond Water Systems. 





Wayne Electric Water Heaters 
from 5 to 82-gal. capacity. 





ad « 


Wayne Thermo-White Oil, Ges 
& Coal Heating Systems. 


Wayne Thermatic Oil 
Conversion Burners. 


FACTORIES 
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The Wayne Partuershit. Plan 


Your greatest long-term profit possibilities are 
in “installed” Wayne Home Equipment. Get 
the facts about Wayne's aggressive program. 


Wayne Turbine Shallow Well 
Pumps ond Water Systems. 


: 
| 
=> 


Wayne Sof-lux-X and 
Single Tank Softeners. 
fron Filters. 





Wayne Oil Burning Heating 
Boilers. Steam or Hot Water. 





Wayne Automatic Gas 
Conversion Burners. 


ACT NOW TO 
CASH IN ON 
THE SPRING 
WATER SYSTEM 
CAMPAIGN 


WAYNE HOME EQUIPMENT CO., INC. 


800 Glasgow Avenue 


- Fort Wayne 4, Indiana 


FORT WAYNE & PERU, INDIANA and COLUMBUS & BRYAN, OHIO 
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ones. Siufuuration is 29.6% for ranges 
and 11% tor water heaters. 

As of December 31, 1947, the New 
Jersey Power and Light Co. had 60,- 
390 residential and rural customers, 
more than the 57,228 listed at the close 
of business on December 31, 1946. 
Average annual consumption is 1,570 
kw.-hrs. The company will not merch- 
andise this year and plans no specific 
promotional campaigns. Some 160 
dealers operate today in an area cov- 
ered before the war by 98. R. H. 
Rehrer, residential sales manager, sees 
some consumer resistance to prices and 
does not feel that plumbing trades have 
hampered the sale of appliances through 
electrical channels. In fact, he says, 
“An outstanding job has been done 
through both channels.” 

Average range wiring cost is $70 and 
the utility helps to reduce this by “‘con- 
tributing $15 where a change of serv- 
ice is necessitated by the installation of 
either range or off-peak water heater.” 

Mr. Rehrer estimates that 1,000 re- 
frigerators, 750 ranges and 1,000 water 
heaters will be sold in New Jersey 
Power and Light's territory this year. 
Saturation is 59% for refrigerators, 
15.8% for ranges, 7.3% for water 
heaters. 


Pennsylvania 


Nine companies from Pennsylvania 
responded to our survey this year. To- 
gether they provide power for 2,060,- 
506 domestic meters. None of these 
companies believe that appliance de- 
liveries are back to normal. Five of 
them plan to merchandise this year. 
Only one of them feels that the plumb- 
ing trades have hampered the sale of 
electric water heaters through elec- 
trical channels. 

The Philadelphia Electric Co. Sys- 
tem has 659,750 residential and rural 
customers as compared with 649,286 
a year ago and provides them with an 
annual average of 1,559 kw.-hrs. 

Along with actual merchandising 
this year the utility plans specific cam- 
paigns on ranges and water heaters. 
Edward Porter, answering the survey 
for the company, says that the amount 
of plumber sales of electric water heat- 

(Continued on page 100) 
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“PLEASE! WE DON’T DUST WITH A CLOTH” 
pear SHOULD | SHOVEL IT? THIS WORKS 
INE!’ 
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THE CAPACITY OF 3 LARGE HOUSEHOLD REFRIGERATORS... 


7) Yeti occupies 
Squaneteetel, Floor Space fis 
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The Koch 25-Cu. 
Ft. Reach-In Refrig- 
erator is now avail- 
able with or with- 
out an ice-maker, 


HELL STAINLESS STEEL REFRIGERATOR 
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Yes, this new KOCH Reach-In gives you three times the 
capacity of a large household refrigerator in only slightly 
more floor space. Households that need more refrigerator 
and ice-making capacity ... even restaurants, hotels, hos- 
pitals, and other types of businesses, find that the KOCH 
25-Cu. Ft. Reach-In Refrigerator does more, at lower cost. 


You can operate it at an amazingly low cost because it is 
100% effective. No cold gets away. You'll find the reason 
in the unique construction of this new KOCH Refrigerator. 
The cabinet is made of stainless steel, welded into one rigid, 
self-supporting unit. And there’s no wood to interrupt in- 
sulation. A continuous wall of insulation, 3 inches thick, 
keeps all the cold in and keeps operating costs down. As 


\ ” 
KOCH 1S TOP NOTCH 
Since 1883 
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a result, the giant ice-maker will freeze a full load of 216 
ice cubes (21 pounds of ice) in a remarkably short time. 


KOCH invented the design of this refrigerator during the 
war to meet battle conditions aboard warships, aircraft 
carriers, and submarines. The United States Navy is using 
thousands of similar cabinets made by KOCH. This is the 
first time such equipment has been available to civilian users. 


KOCH is first choice among those who insist on more 
refrigerator capacity in a minimum of floor space. They 
like the modern appearance of glistening stainless steel that 
can’t chip or crack. Let your customers know the facts 
about the KOCH 25-Cu. Ft. Reach-In Refrigerator and 
watch your sales curve go up... way up! Inquire today! 





Miss OUR 





Dealerships 
Available 


WITH HARDER-Freez YOU OFFER 
A GREAT VALUE — A GREAT NAME! 


From every important angle HARDER-Freez is the Home Freezer 








to sell. With HARDER-Freez you offer 


1. A Home Freezer built right by o seasoned 
manufacturer, Tyler, with years of experience 
in the food refrigeration field 

2. Latest, up-to-the-minute fectures that mean 
fine appearance, dependable perform- 


ance, and easy use 


3. A competitive price and a great value that 


mean faster selling. 


4. A growing line which now includes 12and 
24 cubic ft. Chest Models, 9 and 18 cubic ft. 
Upright Models, three commercial models 
for the sale of frozen foods and ice cream. 
5. A great nome known to millions as a re- 
sult of consistent national advertising in 


such magazines as Better Homes & Gardens, 
Saturday Evening Post, Country Gentleman, 
Farm Journal and McCall's 


6. The ECONOMICAL Home Freezer, in low 
upkeep cost as well as in low first cost. 
Thorough engineering, research and testing 
assure HARDER-Freez efficiency. 


7. Arelatively new major appliance that meets 
@ growing national demand, and results in 
better eating; better living; food, time and 
money savings; and the elimination of much 
household drudgery and meal-planning 
headaches. Compelling appeals to both the 
man and woman of the house! 


See the Tyler Agent (Distributor) in your territory or write Tyler 
today for information on dealerships. But ACT NOW. Many ter- 


ritories are covered. 








18 cu. ff. Upright 


12 cw. ft. Chest 


ARDER Ce, 


Vat 


NAME 


ADDRESS 
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TYLER FIXTURE CORP., NILES, MICH. 
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HARDER. Freez Soles Coses 
(Frozen Foods —ice Cream) 





ETL OROMIEAL 


Middle Aisle Wall 
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TYLER FIXTURE CORP., Dept. EM-1 Niles, Michigan. 
Please rush information on HARDER-Freez dealerships. 
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ers is very limited, implying thereby 
that plumbing trade activities have not 
hampered the sales of electric water 
heaters through electrical channels. He 
feels that there is some consumer re- 
sistance to present appliance prices. 
‘Under standard conditions,” says Mr. 
Porter, “the range installation charge 
is $52.50." Reductions, if any, are en- 
couraged by competitive bidding. 

Mr. Porter's estimates for 1948 ap- 
pliance sales are: 
10,000 ranges, 


85,000 refrigerators, 
5,500 water heaters, 
2,300 home freezers. Saturation is 73% 
for refrigerators, 10% for ranges, 6% 
for water heaters, 70% for washers, 
3% for ironers, 118% for radios, and 
79% for vacuum cleaners. 

The Pennsylvania Power and Light 
Co., Allentown, with 408,000, domestic 
customers as compared to 388,845 last 
year and an average annual consump- 
tion of 1,160 kw-hrs., 
merchandise 


does not plan to 
in 1948, but is preparing 
specific campaigns on ranges, water 
heaters and home freezers. 

H. H. 
tial sales, says there is no resistance to 
current appliance prices and adds, “A 
majority of electric range sales 
stance, 


Brenan, manager of residen- 


, for in- 
are of the highest priced models, 
indicating that customers are more 
concerned with obtaining the ultimate 
in quality than with price.” He does 
not teel that plumbing trade activities 
have hampered the sale of electric 
water heaters through electrical chan- 
nels. He quotes the average range wir- 
ing cost at $60 and says the company 
is attempting to reduce this. “A sug- 
gested wiring and plumbing installa- 
tion specification guide was released 
to the trade for the purpose of stand- 
ardizing range and water 
heater installations and thereby effect 
some economies in such installations 


electric 


as well as assure economical and satis- 
factory appliance operation.” 

There were 1.720 dealers in the ter- 
ritory before the war. In the interven- 
ing period this figure has declined to 
1,630. 


Mr. Brenan’s estimates of 1948 ap- 
50,000 refrigerators, 
8,000 water heaters, 
10,000 home freezers, 10,000 automatic 
and 35,000 conventional washers, 4,500 
ironers, 90,000 radio sets, 35,000 vac- 
uum cleaners, 2,000 dishwashers, 3.000 
electric blankets, and 5,000 roasters. 
Present 


pliance sales are: 
25,000 ranges, 


saturation is 72% for re- 
frigerators, 17% for ranges, 3% for 
water heaters, 930% for washers, 6% 
for ironers, 134% for radios, and 78% 
iT cleaners. 


G. A. Gardner, manager of residen- 
tial sales for the Duquesne Light Co., 
Pittsburgh, says the utility has 339,- 
500 customers today as compared with 
334,307 last year. Average annual con- 
1,428 kw.-hrs. 

The company will not merchandise 
this year, but will promote ranges and 
water heaters. The number of dealers 
has swelled from a pre-war total of 
314 to 522. Mr. Gardner finds no 
consumer price resistance and no ham- 
pering of electric water heater sales 
by the plumbing trades. “We are,” 


sumption is 
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he says, 
tion.” 


“vetting increased coopera- 


The average range wiring job costs 
$52.50 and the company is attempting 
to reduce this by assuming a portion 
of the cost. “A check is maintained on 
material and labor costs and we work 
with contractors on new methods and 
materials.” 

Mr. Gardner thinks that 1948 will 
see the following appliance sales totals: 
50,000 refrigerators, 6,500 ranges, 
1.500 heaters, 2,000 home 
freezers, 15,000 automatic and 35,000 
3,500 ironers, 


water 


conventional washers, 
150,000 radios, and 
cleaners. 

\t present, 


50,000 vacuum 


saturation is 80% for 
refrigerators, 2.5% for electric 
for electric water heaters, 
91° for washers, 20% for ironers, 99% 
for radios, and 85° for vacuum 


electric 
ranges, 0.3% 


cleaners. 

Although the Pennsylvania Electric 
Co., Johnstown, does not merchandise 
and plans no campaigns this year, the 
company lists 249,000 domestic cus- 
tomers on its books as compared with 
240,666 a year ago. Average annual 
1,190 kw.-hrs. 

There are 613 dealers in the terri- 
tory, some of whom have doubtless felt 


consumption 


the hampering effects of the plumbing 
trade activities on electric water heater 
sales, as reported by P. R. 
comptroller, who 


Lawson, 
says that this ham- 
pered only in some districts. In others, 
“the plumbers are very active 
in selling electric water heaters.” He 
has found some consumer resistance to 


he savs 


present appliance prices. The average 
cost for range wiring in the territory 
is $52.50. 

Mr. Lawson estimates 1948 sales at 
24,000 refrigerators, 8,000 
4,000 water heaters, 2,400 home 
freezers, 4.400 automatic and 19,000 
conventional washers, 
43,000 radio sets. 
are available. 


Well-known 


ranges, 


3,100 ironers, 
No saturation figures 


Harry Restofski, na- 
tionally prominent for his activities 
with the Better Light—Better Sight 
Bureau, is also sales promotion man- 
ager of the West Penn Power Co., 
which concern supplies electricity to 
245,600 residential and rural meters, 
a figure representing an increase from 
last year’s total of 234,739. Annual 
average consumption is 1,490 kw.-hrs. 

Mr. Restofski says that the number 
of dealers in the region is now 900, 
300 more than the pre-war total of 
600. The utility won’t sell this year, 
but it does plan campaigns on ranges, 
water heaters, and, of course, home 
lighting equipment. 

Asked what the average range wir- 
ing cost is and what, if anything, the 
utility is doing to reduce the figure, 
Mr. Restofski says, “The average cost 
of a service entrance in a single or 
double house is between $35 and $40 
and, when required, is provided at no 
cost to range and water heater cus- 
tomers. Actual cost is higher, but we 
charge the customer $7.50 for a range 
circuit. The circuit price will be in- 

(Continued on page 104) 
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IN STYLE 


AND 
PERFORMANCE ! 

















Any radio dealer will recognize that the Phantom Grille is a 
feature he can sell on sight. For the first time, the promise of 
true furniture styling is fulfilled in the appearance of rich wood 
cabinetry throughout the set! Furthermore, acoustics and listen- 





LOOKS LIKE RICH CABINETRY! 


IMPROVES LISTENING PLEASURE! ing pleasure are markedly improved, because thousands of 
invisible perforations let sound come through unimpeded 
THE FEATURE WOMEN BUY ON SIGHT! from the loudspeaker to the ear. Men and women alike will 


go for it on first sight—and be convinced on the first listen! 


Only Bendix Radio-phonographs combine all these advancements 


Hush-O-Matic...Swing-A-Door automatic record player...Phantom Dial... New Phantom Grille... 
Bendix Ratio Detector FM circuit... crystal-controlled FM... true furniture styling... Aviation Quality 


——— 
(BENDIX RADIO) DIVISION OF 
BALTIMORE 4, MD. AVIATION CORPORATION 
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General Electric brings you 
complete line of H 


TAKE A LONG LOOK AT THIS BIG LINE OF MONEY-MAKERS! 


These wonderful, work-saving General Electric appli- 
ances are just what your customers want—to make 
washday so much easier and happier. Remember, 


national surveys show that 53 out ef 100 women pre- 





/ The revolutionary new G-E All-Automatic Washer. The controls 

* are set just once. Then all by itself, this washer soaks—washes—rinses— 

damp-dries. Cleans itself, shuts off. Empties or saves rinse water for 
next soaking! Can be operated manually, too, for special work. 


It’s portable, quiet-running. Women are raving about this wonderful, 
work-saving washer—packed with more new automatic features than 
you've seen in years! Holds 9 pounds of dry clothes. Model AW6. 


GENERAL 
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fer General Electric appliances! 

For further details, see your General Electric dis- 
tributor. General Electric Company, Appliance and 
Merchandise Department, Bridgeport 2, Connecticut. 
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G-E “De Luxe” Wringer Washer. Ideal for large family —capacity: 10 
" pounds of dry clothes. It washes wonderfully clean—wonderfully fast. 
When the new “Instinctive” Wringer is operating, a slight push or pull 
on the wringer (or slight tug on clothes going through wringer) instantly 
stops the rolls, Pressure on rolls is released by striking bar above rolls. 
Adjustable Timer, “Activator”* Action, and G-E’s own “Permadrive” 
Mechanism. Here’s a BIG value in a BIG washer. Model AW 432. 


ELECTRIC 
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G-E “One-Control”” Wringer Washer. New, 


. improved G-E beauty that shows your customers 


4 


—_— 
ee 


how easy **(Quick-Clean” washing can be. 


Turns out sparkling laundry—heavy work clothes 
or light laundry. Adjustable Timer, “Activator” 
Action, One-Control Wringer, “Permadrive” Mech- 


8 pounds capacity. Model AW332. 


anisin, 









Fo i 
r easier, happier washdays 





A LL-ELECTRIC 


Laundry 








G-E Fold-away Automatic Rotary lroner. A 
* streamlined ironer that’s another fine example of 
General Electric quality and beauty. 








Choice of hand or knee control. 26-inch roll, single 
speed— wonderful for any kind of ironing. Folds into 
cabinet, making a handy work surface. Model AR19. 
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G-E “Economy” Wringer Washer. Does a fine 
job on all kinds of laundry! Clothes come out 
clean, fresh, and white—thanks to the famous 


“Activator” triple-washing action, 


Has Adjustable Wringer with simple controls, and 
*Permadrive’” Mechanism. Capacity: 


Model AW132. 


8 pounds of 


dry clothes. 





G-E Flatplate lroner. Lets a woman sit down to 
* iron! And she can do two flat pieces at a time with 


this wonder work-saver. 


Heat is automatically controlled for each fabric. 
Does most professional job possible in any home! 
The 300 square inches of flat ironing surface are 


equal to J/ hand irons. Model AF 12. 


G-E Automatic Portable Rotary lroner. A 


e . ° 
woman can move it anywhere—iron anywhere! 


So light and easy to carry, this popular ironer can 
be used on any table or stand. Hand or knee control, 
single speed, 22-inch roll. Does beautiful work on 


sheets, shirts, tablecloths, dresses. Model AR18. 


1948 





Laundry Equipment! 








5. G-E Automatic Tumbler Dryer. Dries clothes 


. : 
indoors regardless of the weather. 


Clothes are dried quickly and gently by constant 
tumbling movement through clean, warm air. No 
more clotheslines! Laundry may be taken out damp 
dry, ready to iron, or dried completely, Drying tem- 


perature is automatically controlled. Model ADO. 





7, G-E De Luxe Automatic Rotary lroner. Some- 
thing Spec ial in rotary ironers, our finest rotary 
model, 

Pasy to operate, hand or knee control. Two speeds 
let your customer set her own pace. Extra-large 30- 
inch roll does heavy and light work in double-quick 
time! Grand for flat pieces, dresses. Model AR20, 





10 G-E Portable Rotary lroner. Manually oper- 
* ated. “Finger-tip” lever starts and stops roll, 
and serves as pressing control. 
Operating lever is conveniently located for easy 
use with right or left hand. Sturdy, dependable, it 
does a man-size job for its 33 pounds! Model ARI7, 


*Trade-mark Reg. U. S. Pat. Off, 
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3 WINKLER 
“DOWN-GLOW” 
HEATING 


fF HEATER 








You've never seen anything like the oil-burning Winkler Radiant-Air 
Heater! Here’s a unit which really warms the floors—produces radiant 
heat, the same kind of comforting warmth given off by the sun. 
The diagram shows how the Winkler Radiant-Air achieves its amazing 
floor-warming results. The greater part of radiant heat rays pouring from 
the front of the Heating Unit are directed foorward by the scientifically 
curved surfaces of the Deflectors. These heat rays are absorbed by the 
floor, which then becomes a warm, radiant surface itself and re-radiates 
its own heat rays. 
At the same time, warm air flows draftlessly 
into the house through the top of the Heater 
-providing the air movement which prevents 
stagnant stuffiness. Thus dual heating is pro- 
duced which warms both air and floors! 
No fan is needed to produce these extraordinary 
heating benefits. 


WINKLER 
Radiant - in HEATER 


U. S. MACHINE CORP., Dept. AK-47, Lebanon, Ind. 
PAGE 
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creased about January 1, 1948. Weare 
endeavoring to reduce costs by use of 
new methods and new materials to 
minimize both labor and material costs. 
For example, we use ‘SD’ type cable 
for both entrance and range circuit 
without other protection. No service 
head, etc.” 

Mr. Restofski does not feel that 
plumbing activities have hampered the 
sale of electric water heaters through 
electrical channels. 

“Consumer resistance,” he says, “is 
evident, but has had no effect as yet on 
purchases of standard brand appliances, 
the supply of which continues to fall 
short of demand.” 

During the coming year appliance 
sales may reach these totals: 35,000 re- 
frigerators, 12,000 ranges, 6,000 water 
heaters, 4,500 home freezers, 7,000 
automatic and 23,000 conventional 
washers, 4,500 ironers, 45,000 radios, 
and 15,000 vacuum cleaners. 

Present saturation is 79% for re- 
frigerators, 15% for ranges, 3.8% for 
water heaters, 94% for washers, 14% 
for ironers, 150% for radios, and 75% 
for vacuum cleaners. 

A total of 1,625 kw.-hrs. is the annual 
average consumption for the 53,400 
domestic customers (52,475 last year) 
of the Pennsylvania Power Co., New 
Castle. 

O. E. Flora, treasurer, says the com- 
pany will merchandise this year and 
plans definite campaigns on ranges and 
water heaters with home freezers not 
yet decided. He estimates that there 
are 170 dealers today as against 90 be- 
fore the war. 

Mr. Flora finds consumer price re- 
sistance “on practically everything 
from hand irons to all major appli- 
ances, particularly the deluxe models.” 
He says that although appliance de- 
liveries in toto are not normal, 
“Sweepers, washers, deluxe ranges, re- 
frigerators, hand irons, and roasters 
are now adequate.” 

Far from hindering the sale of elec- 
tric water heaters through electrical 
channels, Mr. Flora says plumbing 
trades have, “On the contrary, in 
most instances been helpful.” Average 
range wiring costs $50, he declares, but 
“every effort is being made to secure 
lower prices through competitive bids 
on standardized installations.” 

Estimates on 1948 sales and present 
saturation are as follows: 4,000 re- 
frigerators (67%): 1,500 ranges 
(16%); 800 water heaters (4%); 500 
home freezers ; 500 automatic and 3,000 
conventional washers (62%): 800 
ironers (12%); 5,000 radio sets 
(95%); 1,500 vacuum cleaners 
(57%); and 300 dryers. 

In and around York the Edison 
Light and Power Co. lines go to 39,- 
850 residential and rural customers 
(37,134 last year) who annually con- 
sume 1,575 kw.-hrs. The utility plans 
to merchandise this year, but does not 
plan specific campaigns on ranges, 
water heaters and freezers. Some 60 
dealers are active today as compared 
with 50 bef-re the war. C. E. Stees, 
sales promotion manager, says there 
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is some consumer resistance to present 
prices. The plumbing trades, he says, 
have not hampered the sale of electric 
water heaters through electrical chan- 
nels. 

The cost of range wiring is put at an 
average $40, a sum which cannot be re- 
duced because “the cost of labor and 
materials are beyond our control. Mini- 
mum specifications are being used.” 

Mr. Stees’ estimates of 1948 sales 
and present saturation are: 3,500 re- 
frigerators (80%); 2,000 ranges 
(25%); 3,000 water heaters (5%); 
200 home freezers; 150 automatic and 
500 conventional washers (80%); 50 
ironers (1%); radios (100%); vacu- 
um cleaners (90%). 

The 36,500 customers of the Lu- 
zerne County Gas and Electric Corp., 
Kingston, represents a growth from 
last year’s total of 35,802. Annual 
average consumption is 825 kw.-hrs. 

During 1948 the company will 
merchandise ranges, refrigerators and 
water heaters, but does not plan speci- 
fic campaigns. There are 75 dealers in 
the territory today as compared with 
45 before the war. 

E. S. Zuck, sales manager, does not 
think there is current resistance to ap- 
pliance prices, but qualifies this by 
saying, “We feel resistance will be- 
come evident with further price in- 
crease and better supply of appliances.” 
He does not think that plumbing trade 
activities have hampered the sale of 
electric water heaters through elec- 
trical channels. 

As for reducing range wiring costs, 
which Mr. Zuck puts at an average of 
$61, he says, “What can be done dur- 
ing this period of high costs?” 

Available 1948 sales estimates and 
present saturation are: 3,000 refrigera- 
tors (43%); 500 ranges (6%); 300 
water heaters (1%); 150 home 
freezers ; 300 automatic and 2,500 con- 
ventional washers; 200 ironers; 4,000 
radio sets; and 2,500 vacuum cleaners. 

The Northern Pennsylvania Power 
Co., with 28,916 domestic customers as 
compared with 27,249 last year, sup- 
plies them with an average of 1,478 
kw.-hrs. per year. The company plans 
to merchandise this year but will not 
conduct specific campaigns on ranges, 
water heaters or freezers if present 
thinking is carried through. 

J. F. Beirne, assistant to the presi- 
dent, writes that there are 135 dealers 
today as compared with 79 prior to the 
war, that there is some consumer price 
resistance, the appliance deliveries, 
with the exception of vacuum cleaners, 
irons and radios, are not normal, and 
that the plumbing trades have not 
hampered the sale of electric water 
heaters through electrical channels. 
The average range wiring cost is $50, 
a sum which is partly defrayed by a 
$15 wiring allowance. 

Sales estimates for 1948 and cur- 
rent saturation are: 3,450 refrigerators 
(65%); 1,215 ranges (15%); 900 
water heaters (10%); 500 home 
freezers; 300 automatic and 850 con- 
ventional washers; 300 ironers; and 
900 vacuum cleaners. 
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... no other range 
offers such versatile 


FEXIBUUTY 


For Example: Mrs. A has no children, 
just she and her husband. The built-in 
surface oven is perfect for most of her 
meals. The smaller, surface oven saves 
electricity, and it also saves stooping. 
Yet, when she entertains, the large 
regular oven gives her plenty of re- 
serve oven space so everything can be 
served hot. 





Mrs. B has a large family. She uses 
both ovens almost daily. She’s never 
crowded for oven space. Often she 
needs two baking temperatures si- 
multaneously. She has them! Actually, 
she wouldn't know how to go back 
to the inconvenience of having just a 
single oven. 
Yes, indeed, Monarch Roaster Range 


dealers have the most powerful story 
to tell in the entire electric range field. 


MALLEABLE IRON RANGE COMPANY 
3818 Lake St Beaver Dam, Wis 
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No i 

re ponte am ans pe so much practical flexibility! For 

a oo oe —_ > for everyday use — complete meals, vege- 
" 4 : stooping, saves electricity. When additi nal 

en two different baking temperatures are ital on 


small-family cook- 


oven is always ready for insta 


Monarch Roaster Range at yo 


ur Mon i 
arch dealer—or write the factory for literature 


MALLEABLE IRON RANGE CO., 618 Lake Street, Beaver Dam, Wisconsin 


0 er 


ves of BETTER HOMES & GARDENS, AMERICAN 


tised in the January iss 


HOUSEHOLD, HOUSE BEAUTIFUL, and HOUSE AND GARDEN 


1948 
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that down 50 times! 


To build selling impressions . . . to make them stick ...a 





alti 





product needs the old hammer, hammer treatment. Not 
just some advertising, but advertising Continuity. 


The more often advertising tells them, the more often it 
sells them. 


To tell 'em more often, advertisers use Collier’s. 


In Collier's, advertisers achieve Continuity — regular, close- 
spaced, well-timed messages addressed to millions. This 
mass circulation impact — without let-up — gives advertising 
the power-drive that tougher competition demands. 


Continuity in Collier's tells "em more often... 


SO YOU CAN SELL ’EM MORE OFTEN 


Collier's for Continuity 
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the BIG sales answer to a 


Here’s a great new Time-Saver...made to sell fast SEND FOR THESE SURE-FIRE. Sia 
ila uphd prot for you. <.Wheste the alld anc MERCHANDISING AIDS 
clusive sales-winning features that make the 4 Quart —* Mats packed with selling power. ae 
Time-Saver such a sure-fire seller. Drawn from extra _* Colorful window streamers for 3 


_ wither 6% qt. or 4 qt. size. a 
heavy aluminum, highly polished to a smooth mirror Envelope stulfers that pull orders. 
finish. Now shipping. “ePeint of sate diapleys—real oye catchers. = 












GOOD NEWS! PRODUCTION 
STEPPED UP ON TIME-SAVER 4 QT. 
PRESSURE COOKER TO KEEP PACE 
WITH DEMAND 

















NEW GIFT MODEL #401 
4 Qt. Time-Saver 


PRESSURE COOKER 


Highly polished, mir- $ 
ror finish, aluminum. 95 
Deluxe trim. Attrac- 

tively packaged in in- 

dividual box 








FAIR TRADED f/f 


i % . 
| a - Slightly higher in 
* ll western states 





This is the cooker that has 
an irresistible price, plus 


features that even the ex- TRAUBEE PRODUCTS, INC. 
pensive models lack. It’s a quality product made 
6 N 











of heavy gauge virgin aluminum with satin finish. 924 BERGEN STREET - BROOKLYN 1 






REG UV. &. PAT. OFF. 


a 
Be sure to see the Time-Saver exhibit at the 
NATIONAL HOUSEWARES SHOW « CHICAGO « BOOTH +752 
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ORE companies reported this 
M year from the five states of 
the East North Central region 
than from any other of the nine regions. 
} The 28 utilities serve 5,437,315 con- 
sumers today as compared with 5,271,- 
592 a year ago. Illinois, with six firms 
responding, alone provides power to 
1,729,795 domestic users. The least 
number of domestic users, 427,222, are 
on the lines of the four firms from 
| Indiana. Twenty-five of the 28 com- 
panies provide the pulse of electric 
power to a territory sold by 12,685 
appliance dealers, only 7,874 of whom 
were in business before the war. 
Nineteen of the companies told us 
} that they will merchandise appliances 
, in 1948, while seven will not mer- 
chandise and two did not answer the 
question. Near unanimity of opinion 
was expressed when 27 of the 28 firms 
said that appliance deliveries are not 
normal. Seven firms did not say if the 
plumbing trades are, or are not, ham- 
(Continued on page 110) 














WISCONSIN 











ILLINOIS 


GD East North Central income 
mmm U.S. income 
























j 
i 
| 
} 
| 
i 
















| 


$125 





100 








1941 


1942 


1944 


1945 


1947 














ELECTRICAL APPLIANCE MARKET DATA—EAST 


NORTH CENTRAL 








| Aver. 
i NUMBER OF Kw.-Her. 


CUSTOMERS Con- | 
(Urban & Rural) sump- | 
' | Refrig- 
Dec. 31, Dec. 31, | 1947 
1947 1916 

OHIO 
Ohio Edison Co. 217,453 209,463 1,955 
The Cincinnati Gas & Elec. 268,000 260,554 390 


: 
Co. and The Union Lt, 
Ht. & Pwr. Co., Inc. 
Ohio-Midland Lt. & Pwr. 6,617 6,080 . 
Ohio Public Service Co. 141,360 132,115 1,675 





Toledo Edison Co. -| 124,633 121,133 1,692 
Ohio Publ. Serv. Co., 

Marion Dist... . 18,000 17,370 | 1,460 
The Dayton Pwr. & Lt. Co. 147,500 140,097 | 1,290 

: € " bb a c thy 

Ohio Elec. Co. . 158,698 152,201 | 1,247 

Clev. Elec. Wluminating 332,500 324,272 | 1,551 
> INDIANA 

Southern Indiana Gas & 

Elec. Co. 45,325 42,768 400 


1 
indiana Service Corp. 26,241 24,790 19 
Indianapolis Pwr. & Lt. 128,000 125,243 1,5 
Public Serv. Co. of Indiana 227,656 216,658 1,1 





ILLINOIS 
Central Ilinois Light Co. 76,500 73,136 | 1,760 
Central Illinois Elec. & 

Gas Co. 49,400 47,652 1,350 
Commonwealth Edison Co. 859,620 852,797 1,200 
Public Service of No. Ill... 357,500 353,953 1,500 
Central tll. Publ. Serv. Co. 165,775 159,113 1,130 
Mlinois Pwr. Co 221,000 214,133 1,350 

MICHIGAN 
Consumers Power Co. 502,080 479.790 1,940 


The Detroit Edison Co. 767,890 744,186 1,655 
Michigan Public Service 19,100 20,105 
Edison Sault Elec. Co. 7,140 6,650 1,620 


WISCONSIN 
Wisconsin Public Service 


























Co. 107,732 99,830 | 1,419 
Wisconsin Elec. PowerCo. 250,445 246,128 | 1,640 
Lake Superior Dist. Pwr. 20,200 18,771 1,475 
Wisconsin Gas & Elec.Co. 68,950 66,657 1,620 
Wisconsin Pwr. & Lt. Co... 122,000 115,947 1,360 
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Radio Vacuum! Refrig- 
lroners Sets Cleaners 








% (Units) 
65 | 16,500 
71.6 | 25,000 
15 200 
15 10,000 
65 9,000 
65 1,400 
70 6,693 
76 10,000 
14 35,000 
‘ 5,000 
82 4,200 
63 
16 5,000 
73 120,000 
30,000 
‘i 12,000 
45,000 
60 } 75,000 
60 1,500 
75 500 
56.6 8,000 
90 25,000 
29 
80 8,000 
8,000 
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ESTIMATED UNIT SALES OF APPLIANCES IN 1948 


Washers 


Auto- Conven- lroners Sets 


(Units) (Units) (Units) 


matic tional 
(Units) 
3,500 20,000 
4,500 15,000 
25 150 
3,000 6,000 
2,000 4,000 
300 500 
3,100 6,200 
30,000 
500 3,000 
1,200 2,200 
1,500 1,500 


25,000 25,000 


35,000 
2,400 8,400 
5,000 20,000 

20,000 25,000 
500 1,500 

75 800 
1,500 3,500 
5,000 15,000 
1,500 5,000 
2,000 6,000 


10,000 530 614 
15,000 225 325 

115 140 
8,000 352 425 
5,000 355 648 
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15,000 241 485 x 
80,000 20,000 400 750 » g 


200 ; r 
8,000, 120 240 x 
3,600 116 247 x 


200; 40 48 x 
6,780 200 450 x 


37 «203 x 


5,000 75,000 35,000 550 524 co 8 


2,000 50 125 x 


3,900, 85 106 - 
15 153. x 
700 1,020 


2,000 150 200 x 


60,000 850 1,550 x 
20,000 900 1,800 x 


25,000 1,050 1,590 x ‘ 
35,000 590 800 x 


75 140 x 
250 8 12 x 
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You can capitalize upon 





the demand for this type 
of fan . . . designed to 
| lessen human discom- 
} fort from oppressive heat and humidity. Thousands of 
home-owners actually need a LAU Fan. The new- 


| building market is wide open. And offices, stores, 


restaurants and factories offer tremendous sales 


| possibilities. 





M LAU “Niteair” Fans have been engineered and built 
é to exacting specifications. They operate at extremely 
' low cost with a minimum of noise and maximum out- 
hy put of air movement with reduced power consumption. 
| Their light weight means lower shipping costs. 


: 
Investigate the many superior features of LAU Fans. 
By comparison they are the finest-built, lowest-priced 

' 


fans on the market. There is a size to meet every need. 









Write us direct to 
Dept. M for spec- 
| ifications... or 
|} contact your 
jobber. Do 
it now! 





yp —_—BLOWER-COMPANY 
DAY TON—7-—-OHIO 
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pering the sale of electric water heaters 
through electrical dealers, but 18 feel 
that there is no appreciable hindrance 
while seven think there is. Sixteen 
companies answered the question about 
campaign plans. Fourteen firms will 


| promote electric ranges, 15 will spur 


water heater sales, and 13 will proc 
home freezers. The average range 
wiring cost in the five states vary 
between $25 and $256, but the average 
is $50.61, less than the national average 


of $54.35. 
ESTIMATED 1948 SALES 


Refrigerator sales during the com- 
ing 12 months will total 460,993, or 
96 per 1,000 customers, say 23 com- 
panies which serve 4,791,059 consum- 
ers. Twenty-four concerns reported on 
estimated range and water heater sales. 
They serve 4,919,059 domestic meters 
and anticipate that 126,556 ranges, or 
26 per 1,000 customers, and 72,758 
water heaters, or 15 per 1,000 custom- 
ers, will be sold this year. 

The 4,791,059 customers of the 23 
companies reporting on home freezers 
are expected to purchase 40,450 units, 
or eight per 1,000 customers. Washer 
sales will show a sharp difference be- 
tween totals of automatic and conven- 
tional units, according to the 22 com- 
panies reporting on them. They serve 
4,632,361 meters which will add to 
their load this year 82,600 automatic 
and 168,750 conventional washers, plus 
65,000 washers reported by two of the 
utilities but not classified as to type. 
In other words, a grand total of 316,- 
350 washers will be sold in the East 
North Central district, a total which 
breaks down into 68 washers per 1,000 
customers. 

Home ironer sales will add up to 51,- 
865 units, or 12 per 1,000 customers, 
say the 20 firms with 4,466,586 cus- 


| tomers who reported on this item. 


Only 12 companies reported on ex- 
pected radio sales, but they visualize 
that among their 2,768,451 customers 
new radio sets will go to 436,377, a 
rate of 158 per 1,000 customers. Vac- 
uum cleaners should attain sales of 
274,930, or 62 per 1,000 customers, say 


CONTINUED FROM PAGE 104 
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20 companies serving 4,447,486 con- 
sumers. 


INDIVIDUAL COMPANIES 
Ohio 


From Ohio, “the state that’s high in 
the middle and round at both ends,” 
nine companies helped with this year’s 
survey. Together they serve 1,414,761 
domestic meters, a figure which repre- 
sents some growth from last year’s 
total of 1,363,285. The share of the 
Ohio Edison Co., Akron, in this total 
is 217,453 today and was 209,463 a 
year ago. Its customers annually con- 
sume 1,955 kw.-hrs. The utility is one 
of the five in the state which plan to 
merchandise appliances this year. Prior 
to the war there were 241 dealers 
selling appliances and today there are 
485, according to the estimates of W. 
G. Bourne, Jr., treasurer of the Com- 
monwealth & Southern Corp. of which 
Ohio Edison is a part. Mr. Bourne 
says that range wiring costs in the 
Ohio Edison's territory vary between 
$60 and $70 and that efforts to reduce 
these costs are being made through 
the contractors who do the actual wir- 
ing. The utility plans no specific cam- 
paigns on ranges, electric water heaters 
or freezers. 

Estimated 1948 appliance sales are: 
16,500 refrigerators, 6,000 ranges, 
2,550 water heaters, 2,500 home freez- 
ers, 3,500 automatic and 20,000 con- 
ventional washers, 5,000 ironers, and 
15,000 vacuum cleaners. Present satu- 
ration percentages are as follows: re- 
frigerators, 74.3%; electric ranges, 
26.3%; electric water heaters, 5.77%; 
washers, 77%; ironers, 11%; and 
cleaners, 65%. 

Monthly bills from the Cincinnati 
Gas & Electric Co. and the Union 
Light, Heat and Power Co., Inc., go to 
268,000 domestic customers who an- 
nually use an average of 1,390 kw.-hrs. 
Customers a year ago numbered 260,- 
554. According to Ben Kaufman, su- 
pervisor of dealers’ cooperative sales 
for the electrical division of the com- 
pany, the utility will not merchandise 
this year but will aid the 750 dealers 

(Continued on page 112) 
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Order America’s fastest-selling Kitchen Clocks 
and this handsome metal display! 


© The latest surveys show what you probably know: women want more and 


ee ee ee 


still more of these attractive General Electric Kitchen Clocks! The demand 


(we're telling you!) is heavy, continuous. 


te, Me 


Now you can get the most popular of all the new General Electric 
Kitchen Clocks in this fast-moving package: SEVEN clocks in all. . . 
SEVEN kitchen clocks! Plus, plus, PLUS a sturdy and colorful metal turn- 
table display which shows off these much-wanted clocks to the Queen's 
taste! 

This ingenious merchandiser itself is some bargain! Will act as a “silent 
salesman” on your counter month after month. The clocks are fair-traded 


for fast turnover—at popular prices! 








GENERAL (%) ELECTRIC 








1. CHEF TIMER—a most useful combination elec- 
tric kitchen clock and 60-minute timer! Times 


any household task to a second—or up to an 








hour. Especially useful for pressure-cooking. In 
popular ivory color to fit any kitchen color 


scheme. 





2. EPICURE — the new “streamlined” kitchen 
clock, whose thin, beveled edges taper down 
and give that desired “built-in” look! Gleaming 


plastic case in white and ivory. 


>. GARCON — the clock with the “clean-cut” look 


and the easy “readability”! Available in red 


* 
¢ 
> 


and green. A standout value. 


4, NEW HOSTESS— another goodlooker— with the 
**pie crust” case in colorful plastic. The NEW 
HOSTESS will add a decorative and useful 


note to your kitchen. In white and red. 


Set yourself up in the 





kitchen clock business today. 














THE PACKAGE: kitchen Clock Assortment #1 includes 
7 new-and-wanted General Electric Kitchen Clocks 
—two each of the Epicure, Garcon and New Hostess 
models, and one Chef Timer PLUS the handsome metal 
counter merchandise display. Contact your distribu- GENERAL 46 ELE CTRIC 
tor for details today! Appliance and Merchandise 
Department, General Electric Company, Bridgeport 


2, Connecticut. 
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Maintain the 





“Su a n te mec electrical 
appliances of “merit—in which 
fundamental requirements are served by 
advanced engineering design and mechan- 
isms of high efficiency . . . appliances in 
which beauty and superb finish are expertly 
achieved. “Sunbeam"™, in a word, inspires 
consumer confidence, pleasure and respect. 


Driwer-Harris 
—_ COMPANY 


HARRISON ° 
BRANCHES: Chicago © Detroit © Cleveland 


NICHROME* 


Add to the mechanical advantages and high 
styling of ‘Sunbeam"’ the fact that “heating 
elements are made of NICHROME”, and you 
enlist the services of a plus value with ex- 
ceptional appeal that makes your selling 
job easier. For NICHROME has been the 
very heart of good electrical appliances for 
35 years .. . the hallmark of quality, de- 
pendability and trouble-free performance 
the world over. 


You will profit by asking your manufacturing 
sources to use heating elements made of 
NICHROME, the high heat and corrosion- 


resistant alloy made only by— 





2) Ca 
“© a1. .* 


NEW JERSEY 


Los Angeles © San Francisco © Seattle 


The B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 


*Trade Mark Reg. U. S. Pat. Off. 
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(pre-war 400) with specific campaigns 
on ranges, water heaters and freezers. 
Mr. Kaufman also admits to some con- 
sumer resistance in the area although 
deliveries are by no means normal in 
relation to demand. Range wiring costs 
| average $75. 

“Plumbers demand a_ substantial 
share of the gross profits in addition 
to installation charge,” says Mr. Kauf- 
man in describing how activities of the 
plumbing trades have hampered elec- 
tric water heater sales by dealers. 

He estimates sales for the coming 
year with these figures: 25,000 re- 
frigerators, 2,500 ranges, 3,000 water 
heaters, 2,000 home freezers, 4,500 au- 
tomatic and 15,000 conventional wash- 
ers, 1,500 ironers, 80,000 radio sets, 
20,000 vacuum cleaners, 3,000 electric 
blankets, 15,000 automatic toasters, 
16,000 heaters. Mr. Kaufman adds that 
these estimates are low ‘‘on the assump- 
tion that even if deliveries improve 
high prices will continue.” 

Saturation today is placed by Mr. 
Kaufman at the following percentages : 
refrigerators, 85.5%; electric ranges, 
18.9% in rural areas, 3.7% in all 

areas; electric water heaters, 6.2% in 
| rural areas, 0.9% in all areas; washers, 
73.9%; ironers, 9.5%; radios, 96% 
and vacuum cleaners, 71.6%. 

The Ohio-Midland Light and Power 
Co., Canal Winchester, has 6,617 do- 
mestic electric customers now as com- 
pared with 6,080 a year ago. The 
utility does not merchandise and has 
encountered no feeling that there is a 
consumer resistance to present appli- 
ance prices. Average range wiring 
costs are $25. Estimated 1948 sales 
and present saturation figures are as 
follows: 200 refrigerators (60%) ; 300 
ranges (25%); 100 water heaters 
(7%); 100 home freezers; 25 auto- 
matic and 150 conventional washers 
(80%); 50 ironers (5%); 200 radios 
(90%); and 200 vacuum cleaners 
(75%). 

The 240 dealers in the territory of 
the Ohio Public Service Co., Cleveland, 
cover an area served before the war 
by 120 and in 1948 will receive the 
support of the utility, which merchan- 
dises itself, in the form of specific 
campaigns on ranges, water heaters 
and freezers. The 141,360 domestic 
customers of the company, who annu- 
ally burn up 1,675 kw.-hrs., represent 
an increase from last year’s 132,115 
customers. 

C. L. Dunn, the company’s vice- 
president, is the only official from the 
whole East North Central region who 
feels that appliance deliveries are 
normal. He also finds some consumer 
price resistance and feels that the 
plumbing trades have hampered water 
heater sales by electrical dealers. “We 
must get them in line by helping them 
sell electric,” he says. He quotes $40 
as the average range wiring cost and 
says that the company allows $20 of 
this fee. 

He estimates that in 1948 appliance 
sales will total: 10,000 refrigerators, 
7,000 ranges, 7,000 water heaters, 2,000 
home freezers, 3,000 automatic and 

(Continued on page 116) 


























































Your Ugectiinidg with VORNADO! 


Bigger dollar value, greater customer acclaim, complete performance 


satisfaction, and a name packed with sales power—these are among 
your opportunities in the Vornado line! Thousands of users the 
country over are enjoying today a quality of style, a beauty of 
performance, heretofore unknown in air circulators. Vornado enthu- 
ohms oLe-telellile Mol M-S2-18 ME ColileltL-Meelilo Me lcohdlile Mol -S1-18 ME to ls me eld 


in in ‘48. Your Vornado dealer franchise is “Opportunity Unlimited.” 
Vornado prices have not been increased 
since OPA prices were in effect in 1946 
Some models are actually lower today 


Improved manufacturing techniques and Guy 
greater production volume make these / ZF) 
. 


reductions possible, even while most ee. fe ae we: (© ' bees tat 
prices are still advancing oe Cn Ih 3s ommawdJlo MODEL 
‘* Guaranteed by ” naa 
Good Housekeeping 
U (Worlds Fincit Ptrculeton 
orlds nest <7" lir Curculators 


Visit the Vornado Exhibit at the Winter Furniture Market, Spaces 
1766-67, American Furniture Mart Building, Chicago 


THE O. A. SUTTON CORPORATION ' WICHITA, KANSAS 
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i HOT ADVERTISING —thar melts sales resist- 
ance. 1948 program will feature more full page ads than 
- ever in the Post and many other leading national magazines. 
More people than ever will clamor for Spindriers. 
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BIGGER PROFITS—tasy has protected your 


earning power by maintaining a discount structure that 
favors the dealer. This year increased production, more rapid 
turnover of big-ticket units will send profits soaring. 












ROGRAM 


the hottest of them all! 





HREE FULL LOADS WASHED. 
RINSED AND DAMP-DRIED IN 
LESS THAN 
ONE HOUR 
Awe 
less 


| fant | 
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HOT SALES TRAINING-—that fires sales- 


men’s enthusiasm. Complete package including dramatic 
sound-slide films, shows how easy it is to demonstrate the 
Spindrier features for easier, quicker sales. 





5m HOTTEST NAME Easy has specialized 


in home laundry equipment for 71 years and will con- 
tinue to lead in new developments. The Spindrier, Ironer 
and Whirldry are tops. Easy Automatic will be best of all. 


EASY WASHING MACHINE CORPORATION, SYRACUSE 1, N. Y. 


SEE US ~ WHEN IN CHICAGO VISIT THE NEW EASY SHOWROOM 
SPACE 1464, MERCHANDISE MART 
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6,000 conventional washers, 4,000 iron- 
ers, 12,000 radio sets, and 8,000 vac- 
uum cleaners. 


Present saturation 


is 78% for re- 
frigerators, 14° for ranges, 3% for 
water heaters, 63° for washers, 20% 


for radios, and 75% 
for vacuum cleaners. 

In Toledo the Toledo Edison Co. 
provides power for 124,633 domestic 
consumers whose meter dials clock off 
1,692 kw.-hrs. per year. Only a year 
ago the total of customers was 121,133. 

Charles A. Harrison, vice-president 
in charge of sales, says that the com- 
pany will merchandise this year and, 
in addition, plans specific campaigns 
on ranges, water heaters and freezers 
which may help the area’s 247 dealers 
(pre-war total: 116). He lists average 
range wiring costs at $40 to $45, finds 
some consumer price resistance, does 
not feel that the plumbing trades have 
hampered the sale of electric water 
heaters by electric dealers, and does 
not think that appliance deliveries are 
yet normal. 

His estimates of 1948 sales and pres- 


for ironers, 99% 


ent saturation are as follows: 9,000 
refrigerators (85%); 3,400 ranges 
Wor 


©); 1,800 water heaters (3.1%): 
500 home freezers; 2,000 automatic and 
4,000 conventional washers (90%); 
1,800 ironers (12%); 6,000 radio sets 
(120%); and 3,600 vacuum cleaners 


| (65%). 





The 18,000 customers (last year’s 
total: 17,370) of the Ohio Public Serv- 
ice Co. (Marion District) annually 
consume 1,460 kw.-hrs. Some 48 deal- 
ers today serve an area formerly sold 
to by 40. The utility will merchandise 
this year and plans specific campaigns 
on ranges, water heaters and freezers. 
Average range wiring costs are $45. 
1948 estimated appliance and 
present saturation can be found in the 
accompanying table. 

The annual average consumption oi 
the 147,500 domestic customers of the 
Dayton Power and Light Co. is 1,290 
kw.-hrs., says L. M. Holmes, 
manager. A year ago 
sent bills to 140,097 
tomers. Mr. Holmes says that the firm 
will merchandise this year in rural 
areas only and will support its own 
sales and that of the region's 450 deal- 
ers (200 pre-war) with campaigns on 
ranges and water heaters and coopera- 
tive campaigns on freezers. Some con- 
sumer price resistance “is indicated on 
ranges,” says Mr. Holmes, “but water 
heaters are still in too short supply.” 
\verage range wiring costs are $50, a 
sum which may be reduced in the 
future. Mr. Holmes explains that 
plumbers have not hampered the sale 
of electric water heaters through elec- 
trical outlets because “most sales in the 
rural areas are installed by some con- 
tractor.” 

He estimates that during the coming 
year appliance sales may reach these 
totals: 6,693 refrigerators, 2,396 
ranges, 788 water heaters, 600 home 
freezers, 3,100 automatic and 6,200 
conventional 1,565 ironers, 


20,527 radios, 6,780 vacuum cleaners, 


sales 


com- 
mercial the 


company cus- 


washers, 
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2,715 food mixers, 13,919 irons, and 
46,457 miscellaneous appliances. 

Present saturation in the territory is 
85% for refrigerators, 11.5% for elec- 
tric ranges, 2.5% for electric water 
heaters, 70% for washers, 11% for 
ironers, 110% for radios, 70% for 
vacuum cleaners. 


The pre-war total of 37 appliance | 


dealers in the area of the Columbus & 
Southern Ohio Electric Co. has grown 
to the startling figure of 203. The 
utility itself does not merchandise, but 
runs lines to 158,698 domestic meters 
who annually consume 1,247 kw.-hrs. 
A year ago the company had 152,201 
customers. 

Stanley A. Dennis, sales promotion 
manager, quotes the average range 
wiring cost at $30, says nothing is cur- 
rently being done to reduce this figure. 
He estimates 1948 appliance sales and 
present saturation percentages as fol- 
lows: 10,000 refrigerators (82%); 
4,000 ranges (15%) ; 500 water heaters 


(1%); 200 home freezers; washers 
(87%); ironers (23%); radios 


(120%); and cleaners (76%). 

Last and largest of the Ohio com- 
panies is the Cleveland Electric Illumi- 
nating Co. which has 332,500 rural and 
urban domestic customers today as 
compared with 324,272 at the begin- 
ning of 1947. These power users pay 
for an annual average of 1,551 kw.-hrs. 

W. T. Clark, manager of residential 
sales, says that although the company 
will not merchandise this year it will 
run specific promotions on ranges, 
water heaters and freezers. There are 
524 dealers of major appliances and/or 
radios only today in the area which 
before the war was served by 550 deal- 
ers of major and small appliances. 

About range wiring costs Mr. Clark 
says, “Costs vary widely in this terri- 
tory. Some have been as low as $25 
and others have gone as high as $256, 
depending upon the nature of the in- 
stallation, municipal codes, etc.” Like 
all Ohio utilities except the Ohio-Mid- 
land Light and Power Co. and the 
Dayton Power and Light Co., Cleve- 
land Electric finds some consumer 
resistance to appliance prices. 

Mr. Clark estimates that appliance 
sales this year will reach the following 

(Continued on page 120) 
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Money grows on trees! 


On clean garden plots, sow choice imported seeds 

of Norway spruce, red and Scotch pines... cover with 

a half-inch of fresh deep dug sand. After two years, 

transplant the tiny seedling. ..and again after four. In 

eleven more years, you have marketable Christmas trees! 
Menno Gerber, of Wayne County, O., began to grow 


evergreens in 1914, became expert by trial and error... 





fights weeds, fire, blight, drought and pilferage ... waits 15 
years for a crop to mature! But now has 10,000 trees for 
market every season, averaged $1.25 each last year . . . grosses 
; a comfortable income from only 70 of his 185 acres! 
The successful farmer today, like any other business man, 
develops specialties, diversified with off-season sellers. As 
an instance, read “Let Christmas ‘Trees Pay Your Holiday 
Bills”... page 40, December SuccessruL FARMING. 
Let ’Em Eat Hay...is the grain saving recipe of Jess 
Boatman, who feeds steers for market (at 1,100 lbs., 
averages 425 lbs. of beef...) with grass, hay, 200 lbs. of 


mineral supplements and only 20 bu. of corn-and-cob meal! 





“Gets More Beef from Less Corn”, page 26. 







Outfoxing Foxtail...With fog machines, planes, converted i, 





- 
see : Jil; 

potato sprayers...a group of Nebraska farmers covered 50,000 ka We 

acres of corn with 2,4-D... killed off weed pests at record low a 


costs! ...See ““Cheapest Way to Kill Weeds”, page 24. the 


Most missed market... National magazines and 
networks spread lightly over the nation’s best farm market in 








he 15 Heart States . . . penetrated deeply only by SuccessFuL 
FARMING with more than 1,200,000 circulation, concentrated 


among the best farm families, with the best soil, best brains, 





best methods... average 1946 gross, $7,860 
(excluding government payments) . . . $3,252 
above the U.S. average! 
With check books bulging, savings of six peak 
years... SF readers are the best electrical goods 
market in the U.S. No schedule is adequate... 
without this market and medium! Full facts, 
any office... SuccessFuL FARMING, Des 
Moines, New York, Chicago, San Francisco, 
Cleveland, Detroit, Atlanta, Los Angeles. 
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[t's a great combination—this table model 
Victrola radio-phonograph! It’s available in 
rich, selected walnut or lovely mahogany 
finish with all your radio controls outside 
where they’re most convenient. You have 
three-point tone control for radio and records. 
There’s a larger than usual speaker, far more 
than usual power. You hear the difference 
in the fuller, more resonant tone of the 
“Golden Throat.” 

The new, console-ty pe automatic record 
changer is designed for quiet, safe operation. 
Rubber-matted turntable cuts out noise, 


It sels a new high in performance | 
_..qualily..value 


saves records, too. In the newly designed, 
extra-light tone arm is RCA Victor’s “Silent 
Sapphire” pickup, a permanent jewel-point 
—no needles to change! Try some of the 
new RCA Victor releases, like “Glenn Miller 
Masterpieces,” Vol. 2, to hear Victrola 77U 
at its best! It plays on AC and it’s ready— 
now—at your RCA Victor dealer’s, a finer- 
than-ever value with the full, true tone of 
the famous “Golden Throat.” 


When you're in New York, see the radio and electronic 
wonders at the RCA EXHIBITION HALL, Open free to all. 
36 West 49th Street, across from Radio City. 


ONLY RCA VICTOR MAKES THE VICTROLA 


"Victrola T. M. Reg. U. 8. Pat. Of. 


Listen to the RCA Victor Show build sales for you. Every 
Sunday, over 153 NBC stations from coast to coast. Tune in on 
your favorite NBC station—2:00 P.M. E.S.T. and hear the sales 
building commercials send customers to you. 
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This 3-Way tone system, the finest in } 
RCA Victor history, made radio history in 
thrilling tests of tonal fidelity—the 
“Golden Throat” Show. Read about it ina 
booklet, free, at your RCA Victor dealer's 
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RCA Victor 66XI—Smooth, modern cabinet of wal- 
nut plastic completely encloses this powerful table 
radio. Standard and short-wave bands; hand-grip in 
cabinet top; spread-band dial; attachment for record 
player. Outstanding in style and performance, with 
the famous “Golden Throat” tone system. 
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Youll det fast sales with these grea 
RCA VICTOR instruments! 






























om onlmr . ‘ +c ° . “ne . . 
: GET SET FOR SALES . . . fast sales. created by this full- million readers—selling your potential customers 
} i « > bd . e ba 
. page advertisement in sparkling color . . . look for in LIFE, January 19, SATURDAY EVENING POST, 
it. This sales-building advertisement will reach 34 January 17, and COLLIER’s, January 24. 
’ 
obj plays through any radio. The tone arm “locks” 
Nae >” in\recess in cabinet . . . automatically starts motor 
LG and turntable when moved into playing position. 
, i 
j T aS 


5 » 
\ 5 
The 68R series .. , biiitt-in FM ont ht ant (extra 


large speaker and@4point tone contfol—e a place to 
plug in a ‘repord player like the Aew RCA Vietor, 63. 
ee 


Se 
; Feature this Sales-Catching Pair 


| Superb AM and FM... Smart, Compact Companion Piece... 


the RCA Victor 6J. Here. for the first time, is a 
low-priced record player with the famous “Silent 


with the “Golden Throat.” Your customers will be 
looking for the RCA Victor 68R series when they see 
the full-page advertisement in living colors in LIFE. 
January 5, SATURDAY EVENING Post, January 3, and 


Sapphire” . . . the RCA Victor permanent point 
jewel pick-up that eliminates annoying needle “hiss.” 








COLLIER’S, January 10. They will want to own one of these out- Plug the 6J into one of the 68R series of radios . . . place an RCA 
standing 68R series instruments. Demonstrate this instrument. .. Victor record on the turntable and show your customers how this 

; let your customers hear FM in action . . . for easy sales. amazing player can brighten their homes. 
This fine set offers your customers both FM and AM radio with The 6J plays 10 inch and 12 inch records . . . is equipped with 
the rich tone of the “Golden Throat.” They can enjoy a great connection cable and plug for easy attachment to any radio. Yes, 
variety of standard programs plus FM —clear, quiet, static-free the 6J makes a perfect companion to the RCA Victor 68R series 





reception from all FM stations within range. and other fine radios. 


When you've in New York City, den'e —_ SY. | ; ee O74 A . . ? 

miss the many electronic wonders of : Po My / 

the RCA EXHIBITION HALL. Open y y ? 
. 









every day, 10 A. M. to 9 P. M.—free ons MASTER'S VuICE® 
to all. 36 West 49th Street. 





DIVISION OF RADIO CORPORATION OF AMERICA 
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WEST HARTFORD RETAILER REPORTS: 


totals in the area covered by his utility : 
35,000 refrigerators, 8,000 ranges, } 
2,750 water heaters, 2,500 home freez- 
ers, 30,000 washers of both types, 5,000 » 
ironers, 75,000 radio sets, 35,000 vac- 
uum cleaners, and 800 clothes dryers. 
He estimates present saturation at 
74% for refrigerators, 13% for ranges, 





"General Electric 





1% for water heaters, 81% for wash- } 
a J ers, 11% for ironers, 97% for radios, 
is our customers and 74%, for vacuum cleaners. 
Indiana 


From Evansville, the Southern In- 
diana Gas and Electric Co. reports 
that it provides power for 45,325 do- 
mestic customers, more than the 42,768 
supplied last year. Average annual 
kw.-hr. consumption is 1,400. The 
utility plans to merchandise-this year 
and will run specific campaigns on 
ranges, water heaters, and freezers. 
There are 125 dealers working over an 
area formerly covered by 50. C. K. 
Graham, commercial manager, says 
that the present cost of range wiring 
averages $50. “We plan to reduce the 
installation cost,” he says, “by placing 
dealer and company installations with 
a limited number of electrical con- 
tractors.” Like all the other responding 
| Indiana utilities, Southern Indiana Gas 
and Electric does not feel that the 
plumbing trades have hampered the 
sale of electric water heaters through 
electric channels, agrees with them that 
appliance deliveries are not normal, 
and joins with all but one in the de- 
cision that Indiana has not yet seen 
consumer price resistance to present 


first choice in 
Water Heaters”’ 


** (VY ENERAL Evecrric Automatic Electric Water Heater is 
( . the high-quality water heater,” writes John C. Warner, 
West Hartford retailer. 


a ee lla 





“And they're first choice of our customers,” he adds. 





Some of the more important reasons why Mr. Warner and 
his customers prefer the new General Electric Water Heater 
are listed below. Read them now—and see for yourself why 
this is true! 


JOHN C. WARNER, Sales Manager, 


American Refrigeration, Inc., West Hartford, Conn. 


WHY CUSTOMERS, RETAILERS ARE ALL-OUT 
FOR G-E WATER HEATERS 





1. The G-E Automatic Electric Water 
Heater, with the special Calrod* heat- 


wrap units, gives you the utmost in water 


heater efliciency 


lank service openings are reduced to 


just two—thereby minimizing chances 


of tank leakage. 

Wattage substitutions and unit 
changes can be made without draining 
tank. 


2. Special magnesium-alloy tube can 
be easily installed to protect a galva- 


nized tank from corrosive water. 


3. Noninflammable Fiberglas insula- 





tion completely surrounds the tank. 


4. Heat-trap and cold-water baffle 
are built right into the heaters, to cut 


operating costs 


5. General Electric Water Heaters are 
easily installed in the kitchen, closet, 
bathroom, or cellar. No chimneys, no 


flues, no flames, no fumes' 


6. Maximum of six standard General 
Electric units will meet every wattage 
requirement in your area—thus simpli- 


fying unit stocks and servicing. 


Ask your General Electric distributor 











AUTOMATIC ELECTRIC 


WATER HEATERS 


ws 


today about the “Electric Salesman” 


handy, fast, convincing demonstrator. 


It’s only $3.50. . 


earry box. General Electric Company, 
Appliance and Merchandise Department, 


Bridgeport 2, Connecticut. 


*Trade-mark Reg. U.S. Pat. Off. 


15- to 82-gallon capacities 
—galvanized and Monel 


| 
tanks, a | 
—_s j 


ear, o_o 
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GENERAL @ ELECTRIC 


. comes in an easy-to- 
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appliance prices. 

Estimated 1948 sales and current 
saturation figures can be found in the 
accompanying table. 

The Indiana Service Corp., Fort 
Wayne, provides power to 26,241 do- 
mestic customers (last year’s total: 
24,790) who annually get bills for an 
average 1,934 kw.-hrs. A non-mer- 
chandising utility, Indiana Service will 
leave selling to the 106 dealers who 
carry on where 85 did before the war, 
although it will run promotional cam- 
paigns on ranges, water heaters and 
freezers. John H. K. Shannahan, sales 
promotion supervisor for the company, 
says that the average range wiring 
cost is $32. He also says that the 
plumbing trades have not hampered the 
sale of electric water heaters through 
electrical channels, but he states that 
approximately half of all electric heat- 
ers in the area have been sold through 
plumbing establishments. 

Sales for 1948 and present saturation 
are as follows: 4,200 refrigerators 


| (74%); 2,500 ranges (28%); 2,000 
| water heaters (14%) ; 500 home freez- 


ers; 1,200 automatic and 2,200 conven- 
tional washers (78%); 600 ironers; 


| 6,000 radio sets; and 3,900 vacuum 


cleaners (82%). 

The 128,000 customers of the Indian- 
apolis Power and Light Co. represent 
an increase from last year’s figure of 
125,243 and annually consume an 
average of 1,550 kw.-hrs. The com- 
pany will engage in limited merchan- 

(Continued on page 124) 
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Dealers say it’s a perfect running mate for the famous NE SCO Roaster 


The new 
fast-heating, fast-selling 


NESCO 


Two-way 
Electric Heater 


: aes ss | -~ at last, is a heater backed by sound engineering and ex- 
6 


perience long recognized in the electrical field! A heater de- 
signed not only to sell quickly and profitably, but built to create 
- complete customer-satisfaction for years to come! 
. Any way you look at it, this far-advanced Nesco Heater ‘‘dates’’ 
practically all other small-room heaters. Its two-way action, com- 
bining penetrating radiant rays from the front with high-speed 
circulating heat from the top, produces effective, cheerful warmth 
in just 90 seconds! It cuts current cost because no power is wasted, 
and it virtually eliminates repair bills because of superior construc- 
tion and absence of moving parts. 


4 
° / 


With all its advantages, the Nesco Two-Way Electric Heater 
retails at just $12.95 (slightly higher on the west coast). Write 
today for the name of your Nesco distributor! 


NATIONAL ENAMELING AND STAMPING CO. 
World's Largest Manufacturer of Housewares 
EXECUTIVE OFFICES: 270 N. 12th ST., MILWAUKEE 1, WISCONSIN 


SALES OFFICES: MERCHANDISE MART, CHICAGO « CANDLER BUILDING, ATLANTA 
200 FIFTH AVENUE BUILDING, NEW YORK « AMBASSADOR BUILDING, ST. LOUIS 
WESTERN MERCHANDISE MART, SAN FRANCISCO 


BACK STAYS eS i¢=t RADIATING 
CooL ee See cs HEAT 


Only NE SCO has all these outstanding, long-awaited features 


ECONOMICAL SAFE BEAUTIFULLY STYLED 


LIGHTWEIGHT ity id elels COOL HANDLE 
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WHIRLMATIC DRYER 


Dial control delivers clothes automatically dried 
exactly as your customer wishes — with just enough 
moisture for perfect ironing, or fluff-dry for stor- 
age. Matches the WHIRLMATIC Washer in shape, 
size, styling, and color — your chance to sell a 
beautifully matched team that will remove the last 
vestige of washday drudgery. Makes every washday 
a ‘‘sunny” day for perfect drying. Gas or electric 


drying units. 
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WHIRL 
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With a single dial setting, WHIRLMATIC fills, 
washes clothes clean, rinses them seven times, and 
whirls them 25% drier than ordinary wringing 
methods. A unique WHIRLMATIC feature permits 
re-use of suds as the housewife wishes. WHIRL- 
POOL’S exclusive Balanced Design construction with 
double-wing, six-vane agitator insures top washing 
efficiency. REQUIRES NO BOLTING DOWN. In 
two models — with and without suds return. 


Manufacturers of the World’s Finest Home Laundry Equipment 


JANUARY | 
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Cheek these WHIRLMATIC °°" 
Selling Features 


WHIRLMATIC Washer and Dryer, in 
matching white table-top cabinets — a 
completely automatic home laundry for 
kitchen or laundry-room installation. 
WHIRLMATIC Washer requires NO 
BOLTING DOWN or special floor con- 
struction. 

WHIRLMATIC fills, washes clothes com- 
pletely clean, rinses seven times, and 
spins them 25% drier than ordinary 
wringing — with a single dial setting. 
WHIRLMATIC permits housewife to re- 
use suds as often as she wishes — without 
extra effort. 

WHIRLMATIC Dryer dries clothes to 
exact degree desired with a simple dial 
setting. 


WHIRLETTE 


Small-Washer Convenience — 
Big-Washer Efficiency 


Here’s the best answer yet to 
the “in-between” size washer 
problem—a machine that washes 
a full-size sheet, and pillowcase, 
or equivalent load, with WHIRL- 
POOL’S Balanced Design efficiency 
for completely clean clothes. Will 
wash the whole family laundry. 


op oration 


ST. JOSEPH, MICHIGAN ...In Canada: John Inglis, Ltd. 
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WILBUR B. DRIVER Resistance Alloys 
also serve the automotive, chemical, 
electric furnace, electric heating, elec- 
tronics, radio and fields. 











television 
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dising among its own employees this 
year, leaving the bulk of selling to the 
153 dealers who have grown out of the 
pre-war total of 75. A. C. Crandall, 
vice-president in charge of sales, finds 
no consumer price resistance to “trade 
name merchandise”. He quotes $50 as 
the average range wiring cost. Esti- 
mates of 1948 sales amd present satura- 
tion may be found in the accompanying 
table. 

The Public Service Co. of Indiana. 
Inc., which serves 227,656 domestic 
customers today as compared with 
216,658 last year, provides each meter 
with an average of 1,150 kw.-hrs. per 
year. J. D. Alford, residential sales 
manager, points out that the present 
average $55 range wiring cost cannot 
be reduced until wiring supplies be- 
come more abundant. He did not de- 
clare the company’s policy on merchan- 
dising, but did say that it will have 
specific campaigns on ranges and wa- 
ter heaters. Some 1,020 dealers operate 
today in the territory served before the 
war by 700. According to Mr. Alford 
the plumbing trades have not hampered 
dealer’s electric water heater sales be- 
cause “many plumbers are now selling 
electric water heaters.” Estimated 
1948 sales figures are not available, 
but present saturation is included in 
the accompanying table. 

Ilinois 

T. A. Schlink, vice-president and 
comptroller for the Central Illinois 
Light Co., Peoria, filled out the survey 
form for his company and reports that 
it serves 76,500 domestic customers 
(73,136 last year) who annually con- 
sume an average of 1,760 kw.-hrs. The 
utility will merchandise this year, al- 
though it does not plan specific cam- 
paigns on ranges, water heaters and 
freezers. Sales will derive some stimu- 
lus from the activities of the area’s 200 
dealers, 50 more than there were before 
the war. Range wiring costs vary be- 
tween $45 and $75. Like all the other 
responding Illinois concerns, Central 
Illinois does not feel that plumbing 
trade activities have injured the sale 
of electric water heaters through elec- 
tric dealers. 

Estimated 1948 sales totals will ap 

(Continued on page 128) 
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WILBUR B. DRIVER CO. 


150 RIVERSIDE AVENUE, NEWARK 4, NEW JERSEY 
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“ITS A_DEMONSTRATOR. MY—MY—OH, HANG 
IT, NOSEY, | WAS COLD!!’ 
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SAMSON 
/eveleory AUTOMATIC TOASTER 


In beauty, shape, features and toasting su- 
periority, the new Samson TANDEM Auto- 
matic Pop-Up Toaster is years ahead of the 
market. But don’t take our word for it; see 
it and try it yourself at the Show. Only then 
will you appreciate why 40,000,000 fami- 
lies will want one on their breakfast table 
... and why leading housewares buyers 
are already saying, “It’s great... anda 
‘must’ for 48!" 

*See us in spaces 943 and 945 at the 
National Housewares Show, Chicago, 
January 15-22. 


SNhenhecal ts Sit! 





SAMSON UNITED CORPORATION 
ROCHESTER 10, N.Y. 


Samson United of Canada, Limited. Toronto 
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CUT-A- CARTON | 








neta 
All 15-, 25-, 40-, 50-, and 60-, watt lamps are You'll be getting the new Westinghouse 
now being packed in a new perforated 12- pack soon. And you'll be selling more lamps. 
lamp carton. All 100-watt lamps will be Here’s why: 
packed in a new perforated 6-lamp carton. 
a You'll Increase the Unit of Sale! . Easy to Sell an Assortment! \ our 
Sell three bulbs to the customer y J customers want bulbs in various 
who wants one or two, sell six to wattages. Now it is easy and con- 
the customer who wants four or five. Sell up to venient to sell a three-lamp carton unit of each 
the next higher unit of three and watch yow wattage desired. Every lamp is safe in its own 
profits grow, protective sleeve and each unit is labeled to show 
the wattage of bulbs it contains. © 
You Can Build New, Interesting 
e Displays! The Cut-a-carton pack Pre-Proved by Store Testing! 
e 4 is big and bright. Mass displays 4 Dealers who received test ship- 
will be more effective. By slicing ments of the Cut-a-carton pack 
the carton into its various sizes you can build say positively that it increases their light bulb 
whatever size and shape of display you want for sales! They like the flexibility of the pack and the 
your own store and window. And of course the opportunity it gives them to sell their customers 
new carton fits smartly into all Westinghouse up to the next higher unit of three. 
lamp merchandisers. 
As a Westinghouse lamp dealer, you can really go to town with the 
exclusive new Cut-a-carton pack. Think of that healthy margin of 
profits on lamps and ask every customer, “‘Need any light bulbs 
today?” Lamp Division, Westinghouse Electric Corp., Bloomfield, N. J. 
Tune in Ted Malone Monday through Friday 11:45 A. M. E.S.T. American Broadcasting Company Network. W's 3 
for s 
build 
ae merci 
ible, 
| | estin house = 
ment 
want 
and 
LAMPS FOR SEE-ABILITY 
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Westinghouse 









Cut-A-Carton Pack —It’s perforated! The completecarton 
a holds 12 lamps. But run your fingernail along a per- 

foration and you slice off a carton of three—or six— 
or nine. Tailor-meke your carton size. Each lamp stays 
firmly and safely in place in its own protective sleeve. 


senate ake ey ba 


Rett 


' 


t 
t's Flextile — Flexible sizes 
for s@lling, flexible sizes for 
buildiag new, more interesting 
merchandising displays. Flex- > 
ible, feo, for the customers 
who went to buy an assort- 
ment \of different sizes—who 





it's Effective—Make displays 
of three-lamp “‘slices."” You'll 
find it’s easy to sella unit of 
three. Two or three such dis- 
plays in your store make it 





wont \@ “slice” of 40's, 60's, simple for customers to buy— 
and 100's. and for you to sell—more 
lamps. 
ELECTRICAL MERCHANDISING—JANUARY |, 1948 














For bigger sales checks—“Stop-and- 
buy” traffic—and that Added Profit! 


Display your electrical appliances on Aristo-mats, 
and see how much smarter and brighter they look! They 
sell faster that way, too! Then suggest an Aristo-mat to 
brighten and protect your customers’ table and presto 
you've added a tidy sum to your sales check 
and a nice, easy profit to your day’s business. For finest 
quality and beauty of product, look for the name 
ARISTO-MAT. Specify Aristo-mats when you order. 


Immediate shipment—1 doz. to carton, 25 lb. wt. 






Kant-Kut Korner—an exclusive, protective feature! 
“Quad-Coal”’ Process—guaranteed nol to chip or peel! 
Many sizes—round, square, oblong—for every need! 


Be sure it’s ARISTO-MAT— 
the only NATIONALLY ADVERTISED MAT 
that women know and trust! 


For further information, see 
your local jobber, distributor, or write 


PHOENIX TABLE MAT COMPANY 


1315 West Congress Street 
Chicago 7, Illinois 
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| proximate these figures: 5,000 re- 
frigerators, 1,500 ranges, 1,000 water 
heaters, 1,500 home freezers, 1,500 au- 
tomatic and 1,500 conventional wash- 
ers, 500 ironers, and 2,000 vacuum 
| cleaners. 
Present saturation is 83% for re- 
frigerators, 15% for ranges, 5% for 
| water heaters, 84% for washers, 10% 
for ironers, 98% for radios, and 76% 
| for cleaners. 
The Central Illinois Electric and Gas 
| Co., Rockford, serves 49,400 domestic 
| customers now as compared with the 
47,652 a year ago. Average kw.-hr. 
consumption per year is 1,350. Some 
merchandising will be done, but only 
in the Lincoln division, says assistant 
general sales manager Fred L. Flet- 
cher. Some 90 dealers are active in a 
territory served pre-war by 60. The 
company plans promotions on home 
freezers. No 1948 sales estimates or 
present saturation figures are available. 
The average range-wiring cost is $75. 
Biggest of the Illinois utilities is 
Commonwealth Edison of Chicago 
with 859,620 domestic power users as 
compared with 852,797 last year. 
Average annual kw.-hr. consumption 
is 1,200. 

W. T. Reace, vice-president in 
charge of sales, says that the company 
will not only merchandise this year 


| but will also conduct specific promo- 


tional campaigns on ranges, water heat- 
ers and freezers. Mr. Reace finds some 
consumer price resistance and, while 
| admitting that the plumbing trades 
haven’t seriously hampered the sale 
of electric water heaters through elec- 
| tric channels, he says “neither have 
they been particularly helpful.” The 
utility is “constantly pressing for ap- 
proval of less costly materials and in- 
creased efficiency of labor” in an effort 
to reduce the $55 average cost of range 
wiring, declares Mr. Reace. 

The utility’s territory boasts 1,550 
dealers today, a much larger number 
than the 850 who ran businesses there 
prior to the war. 

Mr. Reace estimates that by the end 
of 1948 these appliance sales totals 
may have been attained during the 
year: 120,000 refrigerators, 13,000 
ranges, 5,000 water heaters, 5,000 
home freezers, 25,000 automatic and 
25,000 conventional washers, 10,000 
ironers, 150,000 radio sets, 60,000 vac- 
uum cleaners, 3,000 clothes dryers, 
15,000 electric blankets, and 2,500 dish- 
washers. 

Saturation figures are currently 76% 
for refrigerators, 3% for ranges, 1% 
for water heaters, 56% for washers, 
8% for ironers, 97% for radios, and 
73% for vacuum cleaners. 

W. Colwell, director of publicity for 
the Public Service Co. of Northern 
Illinois, adds domestic consumers on 
the company’s power lines to a total of 
357,500, a figure larger than last year’s 
353,953. Average annual kw.-hr. con- 
sumption is 1,500. The company plans 
to merchandise this year but will not 
conduct any specific campaigns on 
ranges, water heaters, and freezers. 
Before the war there were 900 dealers 
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in the area, now there are between 
1,700 and 1,800, according to Mr. Col- 
well’s estimates. 

No saturation figures are available, 
but Mr. Colwell has supplied these esti- 
mates of 1948 appliance sales: 30,000 
refrigerators, 12,000 ranges, 6,000 wa- 
ter heaters, 4,000 home freezers, 35,- 
000 washers of both types, 3,500 iron- 
ers, and 20,000 vacuum cleaners. 

The Central Illinois Public Service 
Co., Springfield, has 165,775 domestic 
bill payers on its lines (159,113 last 
year) who consume an annual average 
of 1,130 kw.-hrs. The utility will not 
merchandise, according to B. L. Palm, 
commercial manager, and no plans have 
yet been laid for specific campaigns on 
freezers, water heaters or ranges. The 
average range costs $45 to wire in the 
area. 

Estimated 1948 appliance sales and 
present saturation are as follows: 12,- 
000 refrigerators (52%) ; 4,500 ranges 
(13.5%) ; 3,200 water heaters (3.5%); 
1,500 home freezers; 2,400 automatic 
and 8,400 conventional washers; 225 
dishwashers; 150 garbage grinders. 

The Illinois Power Co., Decatur, 
with 221,000 customers on its resi- 
dential and rural lines this year as 
compared with 214,133 last year, did 
not tell us whether it will merchandise 
appliances this year, but it did say that 
the average annual kw.-hr. consump- 
tion is 1,350 and that the average range 
wiring cost is $50. Some resistance 
to prices has been uncovered, the utility 
says, but deliveries are not yet normal. 


Michigan 

Four companies with a total resi- 
dential and rural customer list of 
1,296,210 reported this year from 
Michigan. The first of these, the Con- 
sumers Power Co., Jackson, has 502,- 
080 customers now as compared with 
479,790 a year ago who get annual 
bills for an average of 1,940 kw.-hrs. 
Three out of the four Michigan com- 
panies will merchandise this year and 
Consumers Power is one of them. 
However, the company will not con- 
duct specific campaigns on ranges, 
water heaters and home freezers. Some 
1,590 dealers are selling appliances in 
an area formerly covered by 1,050. L. 
J. Hamilton, assistant secretary for the 
company, finds, as do two other Michi- 
gan utilities, some consumer resistance 
to prices. The average range wiring 
cost in the area is $55, but Mr. Hamil- 
ton says that something is being done 
to reduce it. 

He estimates that appliance sales in 
1948 will total 45,000 refrigerators, 12,- 
500 ranges, 7,500 water heaters, 2,500 
home freezers, 5,000 automatic and 
20,000 conventional washers, 5,000 
ironers, and 25,000 vacuum cleaners. 

Present saturation is 70% for re- 
irigerators, 25.3% for ranges, 4.5% for 
water heaters, and 100% for radios. 

Some 767,890 strong, the domestic 
customers of the Detroit Edison Co., 
Detroit, use up an average annual 1,655 
kw.-hrs. of electricity as compared 
with the 744,186 who performed the 

(Continued on page 132) 
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2 QUAKER Gm/HEATERS 7 2<— 


VISIT SPACE 516-B Chicago Furniture Mart 


QUAKER’s national advertising is working for you. It’s building a backlog The Famous QUAKER ''3210” 
of prospects who are waiting for QUAKER oil heaters. That means a con- 

tinuous “seller’s market” for QUAKER dealers in the years ahead. It means 

instant turnover and greater profit. True ... production still lags behind 

increased demand, but QUAKER prospects will wait. QUAKER’s advertising 

and sales promotion are doing a real job to insure those prospects for you. 

Yes... it’s a “seller’s market” for years to come with QUAKER. 


The Finest Heater Ever Made...The QUAKER “3210” with QUAKERTROL 


Revolutionary QUAKERTROL saves money and gives better results. It auto- 
matically regulates the flow of air and oil. It makes every chimney a 
perfect chimney. It gets every bit of heat out of every drop of fuel. That’s 
why QUAKERTROL is guaranteed to reduce fuel bills at least 25% under 
any natural draft heater. It’s another assurance that QUAKER dealers 
will be HEATING HEADQUARTERS in their community. 





QUAKER MANUFACTURING COMPANY, 223 W. Erie St., Chicago 10, Illinois 


Export Agents—A. J. Alsdorf Corp.— Chicago 





THERE'S A QUAKER BURNOIL HEATER 


z () 1 H K a K FOR EVERY SIZE SPACE HEATING JOB 


| The FIRST name in ott heaters 
“The LAST WORD cx efficcency/ 


Advertised Everywhere 
Demanded Everywhere 
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General Electric Refrigerators and Freezers 














The New NA-4D Home Freezer 


Holds 110 pounds of assorted frozen foods. Perfect-seal cabinet 


construction hoards cold to maintain 0°. or lower. 





(i 
\utomatic interior light, 3 removable wire baskets. thermometer. 
, Stas spi 
all-steeleabinet. Fiberglas insulation, counterbalanced lid. Equipped 
with the famous General Electric sealed-in refrigerating system 
with Automatic Temperature Control. fon 
; : ' 
I:xterior dimensions: Height, 36"; width, 33"; depth, 28! 2". 
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The New NH-8, 2-Door Refrigerator-Home ‘ 
Freezer Combination The Big, New NA-8D Home Freezer 


Holds 280 pounds of assorted frozen foods at 0°, or lower. 





“Zero-Zone” compartment of 1.5 cubic feet, with its own door, holds up to 53 pounds of 
frozen foods and maintains 0°. Keeps frozen foods up to 12 months, Equipped with 4 ice Automatic interior light, 4 removable wire baskets, convenient 
cube trays. Separate outside door prevents cold waste. shelf, thermometer, all-steel Perfect-seal cabinet construction, Fi- 
berglas insulation, counterbalanced lid. General Electric sealed-in 


Fresh-food compartment has 6.7 cubic feet of usable storage space—(practically as much ag 
refrigerating system with Automatic Temperature Control. 


fresh-food space as you get in standard 8-foot refrigerators). Never needs defrosting. Butter 
Conditioner, big fruit and vegetable drawers—plus the usual, famous G-E features. Exterior dimensions: Height, 36"; width, 4812"; depth, 31°". 
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The New NF-8 Space Maker Refrigerator 
with Freezer Compartment 


General Electric's new Space Maker design gives 's more refrigerated storage 
space in the same kitchen floor space. 

Stainless-steel freezer compartment holds 32 pounds of assorted frozen 
foods. Equipped with tice cube trays. Big meat. fruit. and vegetable drawers 

room for 23 bushel of fruits and vegetables. 

Butter Conditioner, ample bottle storage, and G-F dependability. 


Also available in 10-cubie-foot model—the NF-LOE. 


ERE Is the greatest line of refrigerators 
| | and freezers we have ever offered. 

The famous General Electric sealed-in refrig- 
erating system, proved by twenty years of un- 
matched performance in all G-E Refrigerators 
and Freezers, has been remarkably improved 
to freeze ice 33 per cent faster, and to use less 
electricity than General Electric’s latest pre- 
war systems. 

And its new compactness has made it pos- 
sible for General Electric designers to produce 
a new line of refrigerators with 1s more refrig- 
erated storage space than old-style refriger- 
ators occupying the same kitchen floor space. 


General Electric is helping you to sell Refrig- 


erators and Freezers to every family in your 
area with full-page, full-color advertisements 
in national magazines—and with all the top 


sales and promotional helps you can use. 

















The Big, New NB-10 Space Maker 
Refrigerator 
General Electric's exclusive new Space Maker design gives plenty of refrig- 
erated storage space. 
Here's an ideal refrigerator for farm families and others needing extra 
refrigerator space. Easily holds a 3-gallon can of milk and leaves plenty of 
shelf space for other foods. 


Stainless-steel freezer compartment holds 32 Ibs of frozen foods. Equipped 


> o 


with tice cube trays. Also available in 8-cubic-foot model—the \NB-8 


Be sure to get complete details from your 
General Electric distributor today. 

General Electric Company, Appliance and 
Merchandise Dept., Bridgeport 2, Conn. 


Kertngerators 


and Horne Freezers 


More han 1,700,000 refrigera ors in service ten years or longer. 


GENERAL @QELECTRIC 
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Gray baR 


ELECTAI€ COMPANY 


MERCHANDISING DEPARTMENT 





Now-— 


products: 


Hot Plates 
Irons 





Coffee Percolators 
Heating Pads 





Traffic Appliances 


...via Graybar everywhere 





Off to a fast start for '48, Graybar Electric 
Company becomes national distributor of the famous 
Universal brand of traffic appliances (formerly 
available from us only in certain territories). 
Now dealers everywhere can get local delivery 
from Graybar of all these fast-selling Universal 


Toasters 
Waffle Irons 
Mixers 


Blankets (Electric) 


Pressure Cookers 


The quality Universal line is a happy addition 
to the Graybar family of appliance and radio 
lines, which includes many of the biggest names 
in electrical merchandise. 


Dealers get more than local deliveries of top-flight merchandise from 
Graybar. They get lots of good ideas from our Merchandising Specialists 
— ideas for training personnel .. . ideas for improving store layout, win- 
dow display, advertising and promotion. Merchandising Department, 
Graybar Electric Company, Inc. ...in over 90 principal cities. Executive 
offices: Graybar Building, New York 17, N. Y. 4800 
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same useful function a year ago. 

Charles R. Landrigan, assistant con- 
troller, replies that the company will 
merchandise this year and will run 
specific campaigns on ranges, water 
heaters and freezers. Also selling ap- 
pliances are the 800 dealers who have 
grown out of the pre-war nucleus of 
590 dealers. Mr. Landrigan states 
flatly that the plumbing trades have 
hampered the sale of electric water 
heaters through electrical channels in 
his territory. He declares that there is 
some consumer price resistance and 
specifically points out refrigerators, 
washers and ironers as appliances that 
have not achieved normal delivery. 
The average range wiring cost at the 
time of Mr. Landrigan’s response was 
$38.75, but he said then that he ex- 
pected a reduction by the end of 1947. 

Estimated 1948 sales are: 75,000 re- 
frigerators, 25,000 ranges, 12,000 wa- 
ter heaters, 10,000 home freezers, 20,- 
000 automatic and 25,000 conventional 
washers, 8,000 ironers, 75,000 radio 
sets, 35,000 vacuum cleaners, and 20,- 
000 electric blankets. 

Present saturation is 72% for re- 
frigerators, 21% for ranges, 2% for 
water heaters, 55% for washers, 7% 
for ironers, 100% for radios, and 60% 
for cleaners. 

A slight drop in domestic customers 
from 20,105 to 19,100 has been ex- 
perienced by the Michigan Public 
Service Co., Traverse City, during the 
past year. The company will not mer- 
chandise this year, has not planned 
specific campaigns, and has found no 
consumer resistance “at least not to 
large appliances.” Average range wir- 
ing cost is $30. The number of dealers 
in the territory has grown from 75 
pre-war to 140 today. Estimated 1948 
sales and present saturation figures can 
be found in the accompanying table. 

Charles O. Bye, vice-president of 
the Edison Sault Electric Co., Sault 
Ste. Marie, says that his company now 
provides power for 7,140 domestic 
users as compared with 6,650 last year. 
Average yearly kw.-hr. consumption is 
1,620. The utility will merchandise. 
So will the 12 dealers who have grown 
out of the pre-war eight. Consumer 
resistance to prices is evident, says Mr. 
Bye. He lists the average range wiring 

(Continued on page 136) 
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Stewart - Warner 





“ae 
This Year of all yearsy f 


THE ALLEGRO—old-world mahogany in the popular 18th Century style; bronze grille: 
p AM plus automatic phonograph. The name that’s b/g news in top-quality entertainment! 


lucky dealer is the Stewart-\ 
dealer. No one has new modeliag 
more se/f-selling appeal. No oné fas . : 
new models better designed for the home o 


has quality models more attractively priced. 


NEW FEATURES, too . . . that people want! The 
new Shadow-Box Dial. The amazing new Electr¢ 
Reproducer. The retractable, unbreakable Dura-poi 


the famous Strobo-Sonic Tone Syst oan Foie ay i 





yesh as di ty) 
. g : y te 4 THE GAD-ABOUT— 1948's 
GREAT PERFORMANCE 1S th , PRAT ATICE that sells popular portable; AC, DC, THE NEW MINSTREL —smart, 
. ; — oye an safe dry cells. Recharges contemporary styling 
when your customers listens x on house current. Brilliant, in smooth walnut; AM plus 
«<< { lend powerful! automatic phonograph. 
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LET THIS “ALL-STAR SALESMAN"’ CLOSE YOUR SALES! 
ity Roon® 


Wonderfully effective special demonstration re- 


he cording . . . made with a famous symphony 

Nt a ’ orchestra! Works for you like a Trojan... 
W ea sells each feature by demonstration . . . in your 

e a ia t. arner store. Just like a big-time radio show right 


ce ie on your sales floor! 


AM RADIOS FM oR ROMDOEAPHS + TELEVISION ; 
ry Don’t let another day pass without putting this 
> great ‘‘salesman’”’ to work for you. Get it now 


CHICAGO™ 
het 9 from your Stewart-Warner distributor! 
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“PUSH-BUTTON’ 
» WASHDAYS 


> are here! 


Once again, Bendix Dealers get 
first crack at volume sales... volume profits... 


with two outstanding new appliances! 












Packed with selling ammunition, and backed by the reputation of 
the world’s biggest-selling washer, the new Bendix Dryer and Bendix Ironer 


are ready to take the rest of the work out of washday! 


At last your salesman’s dream of the complete Bendix auto- Not just your Bendix washer customers, but every modern 
matic Home Laundry has come true! housewife is a red hot prospect for these two new Bendix 


money-makers, 
Production is rolling faster and faster on the new Bendix 


ee 


automatic Dryer and Bendix automatic Ironer. And, in So get ‘em up front and DEMONSTRATE! And tie in f 
their way, these two new work-savers are just as exciting with the colossal Bendix Home Appliance advertising 

to work-weary housewives as the Bendix Washer was campaign, so when a lady wants to buy she knows where 

when it hit the market 10 years ago. to spend her money! (Your store, that is.) 





You're “fustest with the mostest”’ 
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Drys clothes fluffy, soft, sweet --- 


matter of minutes! 


atures! 


y work-saving fe 


\ling point s' 


r has So man 
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So many se 





Three usable Open ends! T] 
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shoe j 
10€ Is under the roll! 





e speed. Adjustable heat. 


Adjust abl 


Fully automatic controls. 


Adjustable for perfect 


comfort of operator 


BENDIX HOME APPLIANCES, INC. 


if you're a Bendix dealer! ‘sour senor iwoians 
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NO SCUM...NO SCALE...NO DIRTY LINT 
EVEN IN THE HARDEST WATER! 


—— 











you CAN LICK 


in ANY AUTOMATIC 
UNDER ANY WASHING CO 


superFUN ao APTHETIC..-- 


ANY WASHING PROBLEM 
WASHING MACHINE 
MpITIONS WITH 













[his entirely NEW combination of soap, synthetic deter- 





gent and water conditioner prevents all washability problems . . . keeps 
washer profits in your pocket by cutting service costs... builds extra 
profits in repeat business from satisfied customers! 


See You January 15-22 at Booth 437 National Housewares Exhibit, Chicago 


YOU CAN PROVE IT — MAIL COUPON 


ESSENTIAL CHEMICALS COMPANY, 744 N. 4th St., Milwaukee 3, Wisconsin 
Send at once FREE Sample of FUN Soapthetic 


\C) Dealer 
Name 1 (© Distributor 
PAM... enenenenensenerererensnsnsencssncesacnsnsnnsnsosnevensncssenensnsnssnensasesessssgnsnensssesesesarsesnsaresssensseeneons 
Address ines 
City State 


Type of Washer 
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cost between $65 and $80, says noth- 
ing is presently being done to reduce it. 
Estimates for 1948 sales and present 
saturation can be found in the accom- 
panying table. 

Wisconsin 

Five companies serving 569,327 cus- 
tomers reported this year from Wis- 
consin. All of them plan to merchan- 
dise, none of them think appliance 
deliveries are normal, four out of five 
feel consumer price resistance, and 
three out of five think plumbing trade 
activities are hampering electric water 
heater sales through electrical chan- 
nels. 

The 107,732 rural and residential 
power customers of the Wisconsin 
Public Service Corp. use 1,419 kw.-hrs. 
per year and represent a sizable in- 
crease in number from last year’s total 
of 99,830 customers. 

A. G. Blitz, manager, says there is 
some price resistance, thinks water 
heater sales are being hampered by 
plumbing activities. The average range 
wiring cost in the area is $60, but 
efforts are being made to reduce it. 

The utility plans specific campaigns 
on ranges and water heaters, which 
may help boost sales of the 614 dealers 
in the area who have grown out of the 
pre-war total of 530. 

Mr. Blitz estimates that in 1948 ap- 
pliances will sell up to these totals: 
8,000 refrigerators, 4,000 ranges, 5,000 
water heaters, 1,000 home freezers, 
1,500 automatic and 3,500 conventional 
washers, 1,000 ironers, and 10,000 vac- 
uum cleaners. Present saturation is 
43.8% for refrigerators, 12.6% for 
ranges, 8.2% for water heaters, 70.4% 
for washers, 4.1% for ironers, 100% 
for radios, and 56.6% for vacuum 
cleaners. 

Largest of the reporting Wisconsin 
utilities is the Wisconsin Electric 
Power Co. which numbers 250,445 do- 
mestic customers on its present roster 
as compared with 246,128 last year. 
Average annual consumption is 1,640 
kw.-hrs. 


CONTINUED FROM PAGE 132 





F. A. Coffin, vice-president in charge 
of sales, reports that the company will 
merchandise in "48, but plans no spe. 
cific campaigns on ranges, water heat. 
ers or freezers. Dealers today number 
325 as compared with 225 before the 
war. Mr. Coffin finds no sign of con 
sumer price resistance, does not think 
water heater sales have been hampered 
by plumbing trade activities. With 
some resignation he says that the range 
wiring average cost is $85. “We tried 
to get the code changed—with no suc. 
cess,” he says. “We tried to arrange 
for specialized installation work, but 
no results have been accomplished be- 
cause of the labor and material situa- 
tion.” 

He estimates that sales of appliances 
in 1948 may reach these figures : 25,000 
refrigerators, 5,000 ranges, 2,500 water 
heaters, 1,500 home freezers, 5,() 
automatic and 15,000 conventions 
washers, 1,500 ironers, and 15,000 va 
uum cleaners. 

Present saturation in the territo: 
is 71% for refrigerators, 13.5% for 
ranges, 4.5% for water heaters, 91% 
for washers, 12.5% for ironers, 99% 
for radios, and 90% for vacuum clear 
ers. It is estimated that some of these 
saturation figures, specifically those for 
washers and vacuum cleaners, are the 
highest in the East North Central 
region. 

The Lake Superior District Power 
Co., Ashland, has 20,200 domestic cus 
tomers, compared with 18,771 a year 
ago, who get annual bills for 1,475 
kw.-hrs. L. W. Symons, general con 
mercial manager, says the company wi! 
merchandise this year and plans pro- 
motional campaigns on ranges, water 
heaters and freezers. He quotes the 
average range wiring cost at $42, says 
nothing is currently being done to re- 
duce this. Some price resistance has 
been evidenced he says, although de- 
liveries are not normal. No sales esti- 
mates are available, but saturation 
figures can be found in the accompany- 
ing table. 

(Continued on page 138) 
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NEW 1948 © BEST KNOWN, MOST ADVERTISED BRAN 


Custom Styled 
PHILCO . 
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NEW PHILCO FOOT CONTROL The Most Powertul 


A sensational feature to demonstrate—just step on it to tune in pro- 


2 & 
grams and change stations. No need to take your hands from the wheel Selling Advantages in the 
or your eyes from the road. Optional equipment. Profitable sell-up. 
Auto R dio Busine 


... YOURS FROM PHILCO, THE LEADER 


It's smooth-selling a// the way—when you promote the 
new 1948 feature-packed Philco Auto Radios. Spectacular 
selling features and values at every price level! Custom- 
styled installations for all modern cars! DeLuxe and 
popular-price models; automatic and manual tuning; with 
and without separate speakers! In addition, with Philco 
you have wo service problems. The famous nationwide 
Philco Auto Radio service organization provides quick 
NEW PHILCO ELECTRONIC TUNING nearby installation and maintenance service by factory- 
trained experts. It leaves you free to concentrate on SALES 
—aided by powerful Philco advertising and promotional 
campaigns to help bring buyers into your store. Ask your 
Philco Distributor about the sizzling new local coopera- 
tive advertising plans for Philco Auto Radios—just out! 





Adds a new fascination to push-button tuning, as you hear and see 
the stations click by. War-developed invention gives the most accu- 
rate, positive station indexing ever achieved. Fool-proof; jam-proof. 
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Circulated 


DOUBLE your sales opportunities 


NO 








It’s a blessed event for electrical deal- tunities to double your sales — your 
ers—as well as for us. For, in addition 
to the black and crystal Welch Air- 
Flight Circulator with all the unique 


features that stole the '47 market, Welch 


profits . . . Ideal for offices, homes and 
institutions, 

A few choice franchises are still 
available... Place your order now and 
cash in , ... It’s the big double choice, 
double profit line. 


brings forth the new mahogany and 


buff circulator. Brings you new oppor- 


2 
“EXCLUSIVE” FEATURES TO PUT PLASTIC CONSTRUCTION—new and dur- 
YOUR SALES WAY OUT FRONT:- able, provides a sturdy, yet light-weight 


‘ unit—far handsomer, most modern de- 


P 
L 


~ sign. 






7 


LOUVER-RINGS. Only Welch Air- 
Flight Circulators have the pat- 
ented magic-like louver-rings that 
control and direct the flow of 
[ cooling air. No oscillating drafts 
or blasts. 





NATIONAL ADVERTISING — as well as dy- 
point-of-sale displays, reader-stopping news- 
paper mats, and colorful folders. 


namic 





Write today! A few franchises are still available! 


W. W. WELCH CO., General Offices: CINCINNATI 2, OHIO 


SIT 
- OUR 


"if 
















CHICAGO NATIONAL HOUSEWARES 
& MAJOR APPLIANCES EXHIBIT 
January 15-22 
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Wisconsin Gas & Electric 


The Wisconsin Gas and Electric 
Co., Racine, with 68,950 residential 
and rural customers as compared with 
66,657 last year, sells each meter an 
average of 1,620 kw.hrs. per year. Al- 
though the company will merchandise 


| this year it plans a campaign only for 
| electric water heaters. J. H. Dunham, 


promotional director for the company, 
says that there are now 425 dealers in 
the territory as compared with 352 
pre-war. He finds some resistance on 
prices by consumers, particularly on 
major appliances. Range wiring costs, 


| he says, average $35, a figure which 





the company is attempting to reduce 
by “supplying cable and other mate- 
rials to small contractors and _ indi- 
viduals at cost including handling ex- 
pense.” The plumbing trades, says 
Mr. Dunham, have hampefed the sale 
of electric water heaters through elec- 
trical channels, “particularly in the 
larger cities.” 

He estimates 1948 sales totals as 
follows: 8,000 refrigerators, 4,000 
ranges, 3,000 water heaters, 1,000 home 
freezers, 1,500 automatic and 5,000 
conventional washers, 800 ironers, 10,- 
000 radio sets, and 8,000 vacuum clean- 
ers. 

He puts present saturation in the 
territory at 85% for refrigerators, 17° 
for electric ranges, 10% for water 
heaters, 72% for washers, 4% for iron 
ers, 97% for radios, 80% for vacuum 


cleaners. 
Wisconsin P. & L. 


Operating in Madison, the Wiscon 
sin Power and Light Co. serves 122,000 
rural and residential customers who 
consume an annual average of 1,360 
kw.-hrs. Last year there were 115,947 
domestic meters on the company’s lines 
In addition to planning campaigns on 
ranges, water heaters and freezers, the 
company will also merchandise this 
year. J. D. Howard, general sales 
manager, lists 648 dealers in the area 
as compared with 355 before the war, 
says that these numbers include only 
dealers who sell “a fair volume of 
major appliances” and does not include 
those who sell farm equipment only or 
small appliances only. 

Mr. Howard finds a little consumer 
price resistance and feels that activities 
of the plumbing trades have hampered 
the sale of electric water heaters by 
electrical dealers. He estimates aver- 
age range costs at $60, says nothing is 
currently being done to reduce them. 

Estimates for 1948 appliance sales in 
the area are as follows: 8,000 refriger- 
ators, 2,000 ranges, 3,500 water heat- 
ers, 1,000 home freezers, 2,000 auto- 


| matic and 6,000 conventional washers, 


JANUARY 1, 1948—ELECTRICAL MERCHANDISING 


1,000 ironers, and 5,000 vacuum clean 
ers. 

Present saturation is 62% for re 
frigerators, 17% for electric ranges 
10% for electric water heaters, 80% 
for washers, 8% for ironers, 98% for 
radios. 


| 




















EVERY DWW YOU SELL 
SELLS MORE DWW’’s 


— 


LONG TROUBLE-FREE SERVICE is the first asset of D. W. Whitehead 
electric and gas water heaters. This means customers become the 
DWW dealer's friends . . . they recommend DWW and the dealer 
to others. 





See the D. W. Whitehead 
at the National Appliance Exhibit 
Chicago, January 15th-22nd 


ECONOMY OF OPERATION is another advantage long credited to 
the DWW trademark. Every DWW water heater you sell continues to 
reflect credit . . . and indirect profits . . . to you by high efficiency 
performance. Have you seen the figures on DWW's ‘‘draw-off"’ tests? 


ONLY THE BEST MATERIALS go into 


PRECISION ENGINEERING is the keynote 
DWW water heaters. Pure copper tanks, or 


at DWW. Staffed by top-flight engineers, 











extra - heavy copper - bearing galvanized 


and large enough to employ unique pro- 






























































TT) steel tanks with cathodic protection op- duction methods, DWW gives you more- 
pe tional. Fiberglas insulation and plenty of it. heater - per - dollar. Note the details of 
s Chromalox elements, double or single, even DWW design, too, such as baffle to pre- 
Ps in the Table-Top. Gleaming, high-gloss vent mixing of hot and cold water, im- 
- | enamel finish. proved leg design, built in junction box. 
4 . . - ® wt ibe 
lo ‘ ? @ * 
<i hui dd 
~ 
DWW GAS (all types)...... 30 gal. 60" 22" ol .. pure copper tanks 
q 
| DWW ELECTRIC 30 gal.............57” x 20” ous eonane tube 
| |e " " or copper-bearing 
<5 DWW ELECTRIC 50 gol............67" x 22 guiventacd cheek 
| bd “ a tanks, cathodic 
SS | 4 DWW ELECTRIC 66 gal.. 60 x26 protection op- 
i 
DWW ELECTRIC 80 gal. 72”x26" j|§§§ Sipe ------ nee 
DWW ELECTRIC 120 gal. 72” x 30” Chromalox ele- 
— ee ae ments, single or 
Distributors are invited to inquire DWW ELECTRIC 30 or 36” x 24” double, wattage 
about DWW “friendly franchises TABLE-TOP 50 eal ( d : til 
available in certain territories. -aianaaee stan lard te oo = 
cabinet size) ity requirements 





DW WY TU ial & A 


D. W. WHITEHEAD MANUFACTURING COMPANY, 607 WEST INGHAM AVENUE, TRENTON, NEW JERSEY 
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It’s EASY to sell new 1948 





Motviol 
PROVIDES A RADIO 


for Every Home— 
EVERY 
PURPOSE 
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combines chairside convenience with console- 
quality tone. Plays ten 8” or eight 12” records. 
Radar-type tuner for FM 





“ THOUGH IT’S ON YOUR FLOOR 


NS She can SEE it in 
HER HOME! 


“. 


~» 





MODEL ILLUSTRATED is the 
striking new Motorola FM/AM SPINET 
—a lovely automatic radio-phonograph that 








This is what you have been waiting for— radios that sell because of 
their cabinet design, not in spite of it. Your customers can immediately 
see Motorola Furniture Styled Radios as a part of their home, so they 
stop to listen—and when they listen they’re sold! Motorola’s thrilling 
beauty, Motorola’s Golden Voice tone, and Motorola’s dozens of 
wonderful features give you radios that virtually sell themselves. This 


year more than ever before—it will pay you to feature Motorola. 


- 4545 Augusta Bivd., Chicago 51, Illinois 
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SOUTH DAKOTA 
IX states with 23 companies rep- 
resent the West North Central 
region this year. Some 1,782,531 1OWA ihn 
domestic consumers buy the serv- 
ices of Reddy Kilowatt from these 
companies as compared with 1,709,- NEBRASKA 
088 people who solved their servant —4 200 
problem the same way last year. 
Since the days before Pearl Har- 
. —— 
bor the number of dealers in the GM West North Central Income 7 
territory has all but doubled, rising gum U.S. Income | t —4 175 
from 2,928 to 4,898 — and this total | 
was reported by only 18 of the 23 
companies. Two of the utilities are 
not talking on the “will or won't 150 
merchandise” question, but 20 said KAN Ss als MISSOURI 
they will and one said it will not. 
The one that won’t, incidentally, is 
Kansas Electric Power Co. Every = =~ — J 4 i25 
company except the Missouri Power . 
and Light Co. declares that appli- 
ance deliveries are not normal, and | | | | 100 
many of them say it with exclama- 1939 1940 1944 1942 1943 1944 1945 1946 1947 
tion marks. Appliance sales will get 
a helping hand promotion-wise this 
(Continued on page 144) 
ELECTRICAL APPLIANCE MARKET DATA—WEST NORTH CENTRAL 
Aver. DO YOU 
NUMBER OF — Kw.-Hr DEALERS PLAN TO 
————, | PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1948 SERVING | _MER- 
(Urban & Rural) sump- | TERRITORY | CHAN- 
tion } DISE? 
Electric Washers 7 
Refrig- Elec- Water Radio Vacuum Relfrig- Water Home Radio Vacuum 
Dec. 31, Dec. 31, 1947 | erators tric Heat- Wash- lroners Sets Cleaners’ erators Ranges Heaters Freezers Auto- Conven- lroners Sets Cleaners| Pre- Jan. | Yes No 
1947 1946 Ranges ers ers matic _ tional war 1948 
. ( (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) | 
| mea 
MINNESOTA 
Minnesota Power & Light | 
Co. 54,800 52,868 1,510 60 28 10 93 8 100 68 4,000 2,000 1,200 500 2000 1,500 500 2,000| 178 311| x ... 
Montana-Dakote Utilities 
Co. 34,490 32,386 | 1,450 65 25 10 70 1 75 900 750 350 100 500 300 200 400! No _In- x P 
data crease 
Otter Tail Power Co. 61,000 56,096 1,300 41 25 8 ; 2,000 1,500 1,000 500 1,000 500 1,000 x 
Northern States Power Co. 419,000 400,563 1,750 68 18 10 80 15 . 75 50,000 12,000 8,000 4,500 5,000 20,000 3,500 50,000 15,000 350 550 x 
Eastern Minn. Power Corp. 5,537 5,109 359 «65 21 10 98 1,500 750 400 200 60 40 x 
IOWA 
lowa Elec. Lt. & Pwr.Co.. 55,897 53,794 | 1,875 40 60/ x 
lowa Public Service Co. ’ 62,769 1,250 ‘ 6,000 3,000 3,600 1,000 6,000 900 
Western lowa Pwr. Co. 13,150 12,700 1,300 70 10 5 80 15 100 90 500 200 100 50 200 600 50 800 400! 22 3% 
lowa-Iilinois Gas & Elec. 
Co. 69,800 65,306 | 1,200 83 é 0.25 82 8 110 69 8,000 600 300 600 1,500 3,000 1,000 4000 3,000; 51 75) x 
People's Gas & Elec. Co.) 12,150 11,876 | 1,020 70 5 3 85 10 95 19 800 300 150 150 400 700 200 800 500| 35 51 y 
lowa Southem UtilitiesCo. 54,200 52,100 1,095 55 25 5 50 4 85 45 3,000 1,000 600 100 300 1,000 500 750| 150 330| x 
MISSOURI 
Kansas City Pwr. & Lt. Co. 148,000 142,198 1480 82 18 1 55 3 98 82 1,200 5,000 10,000 20,000 49 386 x 
Missouri Power & Light 
Co. 41,298 39898 930 70 11 2 55 7 90 57 5,000 3,000 2500 1,000 1,500 3,000 500 4000 9250 99 195| x 
St. Joseph Light & Power 
Co. 23,800 22,397 1,250| 70 8 2 70 3 95 55 2,500 1,000 500 400 500 2,000 500 3,500 1,000 30 66 x 
Union Elec. Co. of Mo. | 398,000 389,100 1,460 70 12 1 75 6 100 67 30,000 10,000 3,000 2,000 5,000 15,000 3,500 15,000! 700 1,200 x 
The Empire Dist. Elec. Co.) 44,879 43,356 940| 75 5 g 70 1 85 60 2,000 400 200 750 750 900 4,000 2,000 153 297 x 
SOUTH DAKOTA 
Northwestern Pub. Service 
Co. 24,050 22,800 1,450 60 23 © 90 1 95 80 2,000 2,000 1,000 300 500 1,500 500 4,000 500, 70 275) x 
NEBRASKA 
Omaha Public Power Dist.| 75,350 72,491 | 1,580 72 12 7 12,000 1,500 1,000 2,000 1,500 4,000 9,000 600 600| x 
Central Elec. & Gas Co. 5,050 100 | 1,260 65 26 11 200 175 200 100 200 50 « 
KANSAS 
; Board of Public Utilities 32,750 32,500 | 1,400 70 11 6 60 5 100 50 40 «75 x 
' Kansas Gas & ElectricCo.. 80,500 78,806 1,250 70 - $ 50 10 90 70 10,000 2,000 1,000 300 2,000 8,000 1,000 15,000 8,000 210 213 «x 
: Kansas Elec. Pwr. Co. 32,420 30,770 1,100 70 13 3 ; kee 500 150 1,000 6 100 138 x 
Western Light & Tele- 
phone Co., Inc 30,300 29105 975 70 15 1 75 1 90 885 3,000 900 300 300 300 1,500 600 1,500 x 
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The Only Unbiased Buying Guide of [ts 
Kind in the Major Appliance Field 


The ''CP”’ trademark indicates that the automatic 

gas range on which it appears is manufactured 

zZ by a member of the Gas Appliance Manufac- 

Oo turers Association, to meet or surpass the high 

v “CP” specifications of the Association. These 

~ specifications are created by the Association on 

4 recommendations made by leading gas range 

“ manufacturers, gas utilities and home econo- 

U mists. Not all models bearing the ‘‘CP’’ trade- 

Oo mark are alike but all models must be pre-tested 

3 by — —— before they can bear 
al the “‘CP”’ trademark. 








ASK THE MANUFACTURERS OF THESE LEADING AUTOMATIC GAS RANGES HOW TO CASH IN ON THE Wy PROGRAM: 


CALORIC + ESTATE HEATROLA + GAFFERS & SATTLER - GLENWOOD - GRAND - HARDWICK - MAGIC CHEF 
MOORE'S * OCCIDENTAL - O'KEEFE & MERRITT + QUALITY + ROPER + SGE-ACORN - SGE-ORIOLE 
SPARK + TAPPAN + UNIVERSAL - WEDGEWOOD - WESTERN HOLLY ~- In Canada: CLARE BROS. - MOFFAT 
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Like a brilliant, eye-catching red carpet, the ‘““CP”’ 
program, backed by an $8,000,000 gas industry-wide 
promotion for 1948, is leading prospects straight to 
the top-of-the-line fully automatic gas ranges on 
your sales floor. Here’s why: 


1 Wide-Open Market! Gas has got the market for you! 
In recent nation-wide surveys, more women cast votes for 
gas cooking than all other types combined. More than 
half of the 23 million homes that cook with gas, have 
ranges more than ten years old, ready for replacement. 
“CP” is a red carpet to new home and replacement sales! 


4 Red Carpet Promotion For You! In practically every 
issue of every national magazine and local newspaper, 
manufacturers’ and gas utilities’ advertising is telling 
your prospects that the new automatic gas ranges built to 


yoll sell High Grade 
Automatic Gas Ranges! 











“CP” standards HAVE what they WANT. “CP” is a red 
carpet to greater sales volume for you! 


1 Nationally Accepted Buying Guide! Back of this big 
industry-wide promotion, is the famous ““CP”’ trademark 
of the Gas Appliance Manufacturers Association—the 
nationally recognized symbol created to give your cus- 
tomers an unbiased buying guide to superior cooking 
performance and big savings in time, food, and money. 
“CP” is a red carpet to quality sales! 


Backed by 19 Nationally Known Manufacturers! Not 
one, but 19 top-flight manufacturers build automatic gas 
ranges to ‘““CP” standards. The wide variety of models 
give your customers every single feature and arrangement 
they can ask for. ‘““CP”’ is a red carpet for your customers 
to modern automatic features, and cooler, cleaner, faster 
cooking. ““CP”’ is a Red Carpet opportunity for you! Ask 
your manufacturers how to tie-in today! 


GAS APPLIANCE MANUFACTURERS ASSOCIATION 
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VL LL VAS 


Continuously Featured 
in Everhoy 
Nationai Consumer 
Advertising. 


WERE 
\RRRTR) 





Everhot gives you a widely diversified assortment of the appliances 


required daily in all homes from the most modest to the most luxurious. 
The shopper may not always find what she is looking for, but in the 
Everhot line she always finds something she wants. 
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Everhot Roaster-oven Everhot Rayvector 








Everhot Air Flo Heater 


A e¢ unit. Sma 
twlir light 
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Everhot Electric Blanket 





Everhot Timer Clock 


” 





Everhot Roasterette 





Everhot Rangette 


THE SWARTZBAUGH MFG. COMPANY 


TOLEDO 6, OHIO * ESTABLISHED IN 1884 


€VERHOT 
PRODUCTS 


ROASTERS...HEATERS... APPLIANCES 
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WEST NORTH CENTRAL 





| 
| year from 12 companies, nine of 
| which will boost ranges and water 


heaters and, surprisingly enough, 
all of which will campaign for home 
freezers. 

Consumer price resistance was 


| elected to a place on the merchan- 


dising scene by a majority of 18 to 


_ five, despite the fact that no utilities 
| from Kansas, Nebraska or South 
| Dakota have yet seen it. West North 


Central is outstanding among all 
nine regions of the nation for its 
low range wiring figure. Average 
cost is $47.95, much lower than the 
national average of $54.35. Plumb- 
ers rate pretty well in the region, 
since only four out of 20 companies 
report that this trade is hampering 
the sale of electric water heaters 
through electrical channels. 


ESTIMATED 1948 SALES 
A total of 143,400 citizens of the 


| region will get shiny new refrig- 


erators this year if the prediction 
of 19 companies with 1,513,464 cus- 
tomers is accurate. That means that 
95 out of every 1,000 customers 
will buy. 

Twenty utilities with 1,545,884 
domestic meters expect to see 43,- 
775 new ranges, 28 per 1,000 cus- 
tomers, and 25,750 water heaters, 
17 per 1,000 customers, hooked up 


| to those meters this year. Another 
| 20 companies, this time with 1,688- 


347 customers, anticipate that mer- 
chants will profit by the sale of 
30,050 automatic washers, an aver- 
age of 18 per 1,000 customers. Con- 
ventional washers will do even bet- 
ter, say 18 firms with 1,594,927 
customers, with total sales of 79,- 
050, or 50 per 1,000 customers. 
Home freezers are expected to total 
14,400 units, or nine per 1,000 cus- 
tomers, say 18 firms with 1,590,214 
customers. Commercial laundries 
will find their returns cut down 
when the new owners of 14,856 iron- 
ers get to work, declare 17 compa- 
nies serving 1,459,947 meters. This 
is an average of 10 per 1,000 cus- 
tomers. 

Ten companies with 803,977 cus- 
tomers expect to see sales of 95,100 
radios, an average of 118 per 1,000 
customers. Seventeen firms with 1,- 
514,377 meters, won’t be surprised 
if 71,350 vacuum cleaners, 47 per 
1,000 customers, are sold. 


INDIVIDUAL COMPANIES 


Minnesota 


The five companies reporting 
from Minnesota have 574,737 do- 
mestic meters this year as com- 
pared with 547,022 last year. All 
five of them agree that they will 
merchandise and that appliance de- 
liveries are not normal. 

The 419,000 customers of the 
Northern States Power Co. who 
annually purchase an average of 
1,750 kw.-hrs. reflect a growing use 
of electricity because last year there 
were only 400,563 domestic meters 
on the company’s lines. Home free- 
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“| SHOULDN’T HAVE BOUGHT YOU THAT 
BOOK!” 





zers will be promoted this year, 
says H. E. Young, vice-president in 
charge of sales, a somewhat un- 
usual procedure since many com- 
panies with specific campaigns lay 
first emphasis on ranges and water 
heaters. 

The 550 dealers in the area (350 
pre-war) haven’t had any trouble 
with plumbing trades hampering 
the sale of electric water heaters, 
although they have probably felt 
the effects of the consumer resist- 
ance reported by Mr. Young. 

Mr. Young says that in 1948 
appliance sales may reach these 
totals: 50,000 refrigerators, 12,000 
ranges, 8,000 water heaters, 4,500 
home freezers, 5,000 automatic and 
20,000 conventional washers, 3,500 
ironers, 50,000 radios, and 15,000 
cleaners. Saturation for radios is 
questionable, remarks Mr. Young, 
but for other appliances it is; refrig- 
erators, 68%; ranges, 18%; elec- 
tric water heaters, 10%; washers, 
80%; ironers, 15% and vacuum 
cleaners, 75%. 

The Otter Tail Power Co. has 
61,000 domestic customers now as 
compared with 56,096 a year ago 
and quotes its annual average con- 
sumption as 1,300 kw.-hrs. Mr. 
Swenson, the merchandise manager, 
does not know how many dealers 
there are in the territory today, 
but he figures that this year will 
see sales of 2,000 refrigerators, 
1,500 ranges, 1,000 water heaters, 
500 home freezers, 1,000 automatic 
washers 500 ironers, and 1,000 vac- 
uum cleaners. He gives no estimate 
of conventional washer sales. De- 
liveries aren’t normal, but satura- 
tion is 41% for refrigerators, 25% 
for ranges, 8% for water heaters. 

Operating in Duluth, the Min- 
nesota Power and Light Co. serves 
54,800 domestic customers as com- 
pared with 52,868 last year. C. M. 
Baldwin, sales promotional man- 
ager, says average consumption is 
1,510 kw.-hrs. 

There are 311 dealers operating 
now as compared with 178 before 
the war. Eventually they’ll benefit 
from utility sponsored campaigns, 
but Mr. Baldwin says the utility 

(Continued on page 146) 
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NOW You Can Sell a 


NICRO Stainless Steel Coffee Maker gn 
FOR EVERY METHOD OF COFFEE MAKING | SeStessfestis 










weor, designed for daily use. Model 348. 
Fair trade price $29.95 with Cord. Tax incl. 






* NATIONALLY ADVERTISED! * NATIONALLY WANTED! 






























Now—for the first time in history—NICRO makes avail- 
able to you A COMPLETE LINE of solid Stainless Steel 
Coffee Makers—vacuum, automatic electric, percolator, 
electric percolator and drip! No matter what style of 
coffee-making your customers prefer — you can supply 
them with a gleaming high-polish NICRO made to give 
a lifetime of delicious coffee. NICRO Stainless Steel 
Coffee Makers offer SO MANY advantages—lasting mir- 
ror finish (no plating to chip or wear)—ease of cleaning 
and, being made entirely of solid stainless steel, they are 
unbreakable, non-porous, and not affected by coffee acids 
or oils. That’s why they’re selling like mad. 


NICRO Stainless Steel Electric Percoletor 
—Full 8-cup capacity. 575 watts, for rapid 
heating—all solid stainless steel positive 
pump and basket, sleek, modern design. 
Model 129. 

Fair trade price $15.95. Tax incl. 





NICRO Stainless Steel Percolator—ca beau- 
tiful high-polish percolator—easy to clean. 
Solid stainless steel positive pump and bas- 
ket. Full 8-cup capacity. Model 288. 

Fair trade price $9.95. 


THE BIG SWING IS TO THIS 


| 
\ 
EL 
TAINLESS STE 
| yvacuUM COFFEE MAKER 
i 
| 
| 
| 
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e coffee maker has 
odel 472 NICRO vacuums ps. to coast it 





This m ; - . From co : ill 
made appliance a — and sales voles ar 
broken all sales re brilliant, lasting high P : 


dily. With its 


‘ NICRO Stainless Steel Drip Coffee Maker 
rance” Stain 


ilter, 8-cup ©4P- 
less Steel Fil ’ truction— —Full 8-cup capacity. Will give a life time 
inless steel cons Bee oof service. A ‘'must'' for all drip coffee 
k value. No won- : lovers. Model 519. 
maker Fair trade price $9.95. 


regs RO. 
der the big swing 1510” Bair trade price $3 
Bad Fair trade price $13. 
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s greatest coffee- 


8 cup size—No. 
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Originators of Stainless Steel Coffee Makers 
™~, a 
THE WORLD’S FINEST 


Backed by an Advertising 
Campaign Packed with 


SALES POWER 


The complete NICRO line will be featured in 4-color and large 
black and white units in Saturday Evening Post, Better Homes 
and Gardens, This Week and The American Weekly. Here is 
a smashing, colorful campaign that will tell additional millions 
about the many advantages of NICRO—the world’s finest coffee 
makers. Write for name of nearest NICRO distributor so you 
can tie in with this traffic-building campaign! 


NICRO STEEL PRODUCTS, INC. 
3534 NORTH SPAULDING AVENUE, CHICAGO 18, ILLINOIS 
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See the Elgin Steel Kitchen Line 


New Permanent Display 


Room 1454 


MERCHANDISE MART 


and at 


JANUARY 1948 MARKET 


Space 1792-93 
AMERICAN FURNITURE 
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plans none this year or “until mer- 
chandise is readily available.” 

The average range wiring cost is 
$35 to $85, and ranges may reach 
a total of 2,000 sales this year, with 
refrigerators estimated at 4,000, 
water heaters at 1,200, home free- 
zers at 500, automatic washers at 
2,000, conventional washers at 1,- 
500, ironers at 500, cleaners at 
2,000, electric blankets at 500, and 
clothes dryers at 100. 

Saturation is 60% for refriger- 
ators, 28% for ranges, 10% for 
water heaters, 93% for washers, 
8° for ironers, 100% for radios, 
and 68°, for vacuum cleaners. 

Despite its name, the Montana- 
Dakota Utilities Co. operates in 
Minneapolis and serves 34,400 do- 
mestic customers who buy 1,450 
kw.-hrs. a year. 

There has been “quite an_ in- 
crease” in the number of dealers, 
says R. Bennett, merehandise man- 
ager, and they may get their share 
of the 900 refrigerators, 750 
ranges, 350 water heaters, 100 home 
freezers, 500 automatic and 300 
conventional washers, 200 ironers, 
and 400 cleaners that will probably 
be sold this year. The average range 
wiring cost is $40 and Mr. Bennett 
says not much can be done to reduce 
it under present conditions. No spe- 
cific promotional campaigns are 
planned. 

Saturation is 65% for refriger- 
ators, 25° for electric ranges, 10% 
for water heaters, 70% for wash- 
ers, 1% for ironers, and 75% for 
cleaners. 

The Eastern Minnesota Power 
Corp., Pine City, serves 5,537 rural 
and residential meters which an- 
nually consume 359.36 kw.-hrs. 
Forty dealers are busy today in an 
area served before the war by 60. 
Average range wiring cost is $30.- 
50. According to the company the 
plumbing trades have hampered 
the sale of electric water heaters 
through electrical channels. Esti- 
mated sales and saturation figures 

(Continued on page 150) 








“GO ON, TAKE THE ELECTRIC BLANKET—FROM 
NOW ON | CARRY A SPARE!” 
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Footpower was tine 
for spinning wheels 








TO TURN A SHAFT TODAY... 


Aren't these the qualities you want in 
a modern appliance motor: compact- 
ness, efficiency, economy, smooth- 
ness, quietness and dependability? | 
These same qualities—plus individ- a 
ual engineering for the specific appli- 
cation—distinguish the Delco motors 
used in leading makes of refrigera- 
tors, washers, ironers, stokers, oil 
burners, air conditioners and other 
appliances. Delco Products’ long 
association and fine record with the 
appliance industry are behind the 
Delco motors you specify today. Built 
in sizes from 1% to 50 h.p. Delco 
Products Division, General Motors 
Corporation, Dayton, Ohio. 





ELCs 


PRODUCTS 
DAYTON, OHIO 
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You and your distributor share the costs 


with your dealers using this Plan. 








Dominant, prestige-building advertising prom- 


inently identifies your Chicagoland outlets. 
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Each dealer pays a low line rate for circulation 


in his own trading area only. 


More sales for all of you in the rich 
Chicago Market! 
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with the CHICAGO TRIBUNE’S 


Selective Area Advertising Plan 


Big-space advertisements, in- 
cluding full pages, are available 
to your dealers for as low as one 
per cent of card rates when you 
sign up for the Tribune’s Selec- 
tive Area Advertising Plan. Under 
the Plan— 


EACH DEALER GETS 
1 Selective coverage of his local market 


2 Prominent display of his name 
and location 


3 The low rate of just 1.4¢ a line! 


YOU GET 


1 Better identification of your local 
outlets 


2 Enthusiastic dealer support 
3 Advertising that pays off right away ! 





CHICAGO TRIBUNE 


Here is a new promotion Plan you can put to work at once to 
produce volume sales in the rich Chicago market — large 
enough in itself to take all or a large part of your production. 


The Plan works like this. The Sunday Tribune offers 
five separate sections in which to place your advertisements 
listing non-competitive dealers. Each of your dealers, as a 
result, gets his own campaign directed specifically at his 
local market. Each dealer, regardless of his advertising 
allowance, gets highly productive newspaper advertising 
that enables him to cash in on the consumers’ tendency to 
buy hardline merchandise from neighborhood dealers. 

This is the kind of co-operative advertising dealers and 
distributors like. It is fitted to their problems. It gets 
results. Tested in Chicago, it is applicable in practically 
any newspaper market. The cost is one of the most attractive 
features. For complete details phone or write your nearest 
Chicago Tribune representative. 


“NEIGHBORHOOD COVERAGE" PAYS OFF! Radio and appliance manu- 
facturers say there is nothing quite like the Tribune’s Plan for getting 
results in the rich Chicago market. Satisfied users include Admiral, 
Bendix, R.C.A.-Victor, Farnsworth, Stromberg-Carlson, Majestic, Philco 
and General Electric radio manufacturers; Bendix Home Laundry, 
Eureka Vacuum Cleaner, Horton Ironer and Jacobs Launderall. 








220 E. 42nd St, New York City 17 


FITZPATRICK & CHAMBERLIN 
155 Montgomery St., Sen Frencisco 4 


’ W. E. BATES, CHICAGO TRIBUNE 
Penobscot Building, Detroit 26 


the World’s Greatest Newspaper 








October average net paid total circulation: Daily, over 1,025,000 ; Sunday, over 1,600,000 







MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC. * FIRST 3 MARKETS GROUP * METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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NEW MAGIC-TOUCH 
HANDLE! 


The Last Word in Ice Cube Trays 


is LVLANWND f 


FAST-FREEZING 
LONG-LASTING 
METAL PAN! 


You can't beat Inland ice trays for 
quality and performance. And 
what a boost this Inland superior- 
ity can give your refrigerator and 
replacement tray sales! 

Why are Inland trays so out- 
standing? The main reason is the 
ingenious “Magic-Touch” lever and 
release mechanism. A feather-light 
lift immediately frees generous- 
sized, dry ice cubes from the 
*Magic-Finish” grids. 

What convenience! Cubes are re- 


leased directly into pan, And that 


“MAGIC-FINISH” 


means no handling of blocks of ice 
cubes, no dropped cubes, no muss, 
no fuss, no bother such as you find 
with ordinary ice cube trays. 
Other features? Unrivalled good 
looks. A pan lifter that loosens the 
tray from the freezing compart- 
ment with one light pull. Speedy 
freezing action of long-lasting met- 
al pan. And rugged, long-lasting 
construction throughout. 
Demonstrate these sensational In- 
land features to your customers... 


and watch your sales soar. 


For full particulars and prices write to 


INLAND MANUFACTURING DIVISION, General Motors Corp., Dayton, Ohio 


pas FREEZING 
x - eee (64 RE 


ICE TRAYS 1 NEAND 


wo 


INLAND 





JANUARY 


INSTANT- ACTING 
GRIDS! PAN LIFTER! 


EASING igh 


| 








WEST NORTH CENTRAL 


oes CONTINUED FROM PAGE 146 =e 


are included in the accompanying 
chart. 


lowa 


Biggest of the six companies to 
report from Iowa is the Iowa-Illi- 
nois Gas and Electric Co., which, 
with an annual consumption of 
1,200 kw.-hrs., serves 69,800 resi- 
dential and rural customers today 
as compared with 65,306 a year 
ago. None of the six companies, in- 
cidentally, thinks appliance deliver- 
ies are normal. J. M. Hollings- 
worth, Iowa-Illinois sales promotion 
manager, finds 75 dealers today 
as compared with 51 before the 
war ; he also finds evident resistance 
to present appliance prices, but no 
hampering activity on the part of 
plumbers. The average range wir- 
ing cost is $35. The company plans 
specific campaigns on home freezers. 

Estimated 1948 sales and present 
saturation are: 8,000 refrigerators 
(83%); 600 ranges (6%); 300 
water heaters (0.25%); 600 home 
freezers; 1,500 automatic and 3,000 
conventional washers (82%); 1,000 
ironers (8%); 4,000 radios 
(110%); and 3,000 vacuum clean- 
ers (69%). 

The 66,200 residential and rural 
customers of the Iowa Public Ser- 
vice Co., Sioux City, (62,769 pre- 
war) buy an annual 1,250 kw.-hrs. 
The utility, in the person of C. E. 
Murphy, sales manager, did not say 
if it will merchandise this year, 
nor did it estimate the number of 
dealers. The average range wiring 
cost is anywhere from $35 to $120. 
Some price resistance “in high price 
ranges” has been found. Estimated 
1948 sales are 6,000 refrigerators, 
3,000 ranges, 3,600 water heaters, 
1,000 automatic and 6,000 conven- 
tional washers, 900 ironers. No fig- 
ures on saturation are available. 

The Iowa Electric Light and 
Power Co., which serves 55,897 do- 
mestic meters figures on an annual 
average consumption of 1,375 kw.- 
hrs. The utility plans to merchan- 
dise this year, but will not run 
specific campaigns. Some 60 dealers 
are active as compared with 40 be- 
fore the war. Average range wir- 
ing cost is $45 and a “very little” 
consumer resistance to prices has 
been encountered. Plumbing trade 
activities have not hampered the 
sale of electric water heaters 
through electrical channels. No fig- 
ures are available on estimated 
1948 sales or present saturation. 

The Iowa Southern Utilities Co. 
has 54,200 customers and figures 
an annual rural kw.-hr. consump- 
tion of 1,605 and a residential rate 
of 1,095 kw.-hrs. 

Some 330 dealers sell appliances 
today, more than twice the 150 who 
were in business prior to the war. 
Although the utility plans to mer- 
chandise it will not run specific 
campaigns. Average range wiring 
cost is $35. Some difficulty has been 
encountered by dealers because of 

(Continued on page 152) 
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Model RW-200 . 
20” — 292” wide, 23%” high, 6” deep 
Adjustable to windows up to 38” wide 
List (tax inc.) $59.95 


Model RW-160 

16” — 23” wide, 192” high, 956” deep 
Adjustable to windows up to 30” wide 
List (tax inc.) $39.95 












Model W-12 
12” — 23%” wide, 14” high, 834” deep 
Adjustable to windows up to 36” wide 

List (tax inc.) $29.95 


Model 313-F 
NEW IMPROVED FILT-R-FAN 
with directional air-current con- 
trol. The Window Fan that Filters 
as it Cools. 


Modern in design. White, off white, or silver- 
gray enamel finish. Motor and fan fully enclosed. 
Easily installed. Capable of displacing 750 cubic 
feet of air per minute. 23'4” wide, 14” high, 
12%" deep. Adjustable to windows up to 36” 
wide. LIST (Tax inc.) $59.95. Now equipped 
with adjustable louvres for directional air-cur- 
rent control to eliminate drafts. 

Actual tests prove that as Filt-R-Fan draws in 
the fresh outside air, its three glass fiber filters— 
remove dust, dirt and other irritating impurities 
—as well as sufficient pollen to bring welcome 
relief and comfort to sufferers from hay-fever, 
asthma and other respiratory ailments. 
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PUT NEW LIFE INTO YOUR 1948 


SALES PROGRAM 
























Thinner ...No. 200 and 
| 240 are one-third thinner 
than ordinary window 
fans. More attractive. Oc- 
cupy less space. 


Compact .. . Propeller { 
mounted on motor shaft. 

No belts, or chains to slip, 

break or wear out. 


ts; 


Here is a complete line of window fans that you can be proud to sell. Many 





of your customers know that the Meier name on electrical products is a long 
established symbol of quality and dependability. 
Get detailed information NOW about the Meier line of window fans and our 


liberal advertising allowance. Put new life into your fan sales program for 1948. 


FAMED FOR DEPENDABILITY ! “* THROUGHOUT THE WORLD 


MEIER ELECTRIC & MACHINE CO., INC. 


3523 E. WASHINGTON STREET + INDIANAPOLIS 7, INDIANA 
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UTILITY 
EVAPORATIVE COOLING 


HAS $ALE$ APPEAL 


© Brings hot weather comfort within the 

aa 

® Draws more customers to business estab- 
lishments of all types. 

© Increases employee efficiency in stores, 
offices and factories. 


of more home and building owners. | 





Lower first cost, low installation, oper- 

ating and maintenance costs. 

All these things mean There's Profit in the Air... 
for You. Handle the Utility Air Cooler line and 
you have a big, NEW source of added profits. 





Spring and summer sales help you beat seasonal 
slumps. Purchasers of plug-in appliances and | 
over-the-counter merchandise —in your place 
every day—are prospects...plus the many owners | 
and occupants of commercial, industrial and 
institutional structures in your community. 


Utility Evaporative Coolers are the original 
““Dezert Koolers’’... but for many years their 
design has made them successful under a wide 
range of climatic conditions. Utility’s engineer- 
ing data and assistance assure you of correct 
installation and customer satisfaction. 





a 


deal—from a single window-model cooler for an 
office or small home to a battery of 12,000 CFM 
models for a large building. Distributor salesmen, 
Utility representatives, and abundant advertising 
and promotional materials help you develop 
and close sales. 


Get Complete Details | 
On Dealer Franchise 


a | 
With the Utility Cooler line you can close any | 





Built in both 
Fan and Blower Types 








THE BIG 


GED LINE INCLUDES 


-_ 
| GAS RANGES 





SPACE | 
HEATERS 


——- 
Ba | Bowers 
a 1; 1 


4 


“ 





and many other Ventilating, Cooking, and Gas-Fired Heating Appliances | 
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“YEAH, BUT THIS ONE DOES IT WITH ELECTRIC FANS!” 
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activity of plumbers who have hurt 
the sale of electric water heaters. 
“Most of them,” says the utility’s 
commercial manager, “refuse to do 
the plumbing work unless they sell 
the heater.” Some consumer price 
resistance has raised its ugly head. 

Estimated 1948 sales and present 
saturation are as follows: 3,000 re- 
frigerators (55%); 1,000 ranges 
(25%); 600 water heaters (5%); 
100 home freezers; 300 automatic 
and 1,000 conventional washers 
(50%); 500 ironers (4%); 750 
vacuum cleaners (45%). Saturation 
for radios is 85%. 

Operating out of Council Bluffs, 
the Western Iowa Power Co,, knows 
that it has 13,150 customers (12,- 
700 last year) who annually con- 
sume 1,300 kw.-hrs., but it isn’t 
sure if it will merchandise this 
year. The number of dealers has 
grown from a pre-war 22 to 36 to- 
day, which may be enough to take 
care of the company’s load building 
problem. However, specific cam- 
paigns are planned for ranges, wa- 
ter heaters and freezers. It costs 
$75 to wire the average range in 
the territory, a high price in this 
region, and the utility is attempt- 
ing to reduce it. Plumbers have 
hampered the sale of electric water 
heaters through electrical channels 
“some,” says W. M. Foster, sales 
manager. 

Estimated 1948 sales and present 
saturation are: 500 refrigerators 
(70%); 200 ranges (10%); 100 
water heaters (5%); 200 automa- 
tic and 600 conventional washers 
(80%); 50 ironers (15%); 800 
radios (100%); and 400 vacuum 
cleaners (90%). 

Harry D. Makeever, sales super- 
visor of the Peoples’ Gas & Electric 
Co., Mason City, reports that it 
serves 12,150 domestic meters as 
compared with 11,876 last year and 
that annual consumption averages 


JANUARY 1, 





1,020 kw.-hrs. The utility plans to 
merchandise this year and will run 
campaigns on ranges and water 
heaters in rural areas and on home 
freezers in all areas. The number 
of dealers has increased from 35 
before the war to 51 today. Mr. 
Makeever finds evidence of con- 
sumer price resistance but reports 
that plumbing trades have not 
added to dealers’ headaches by ham- 
pering the sale of electric water 
heaters. Average range wiring cost 
is $50. 

Sales estimates for 1948 and 
present saturation are: 800 refrig- 
erators (70%); 300 ranges (5%); 
150 water heaters (3%); 150 home 
freezers; 400 automatic and 700 
conventional washers (85%); 200 
ironers (10%); 800 radio sets 
(95%); and 500 vacuum cleaners 
(79%). 


Missouri 


The average annual consumption 
by the 398,000 (last year: 389,100) 
customers of the Union Electric 
Co. of Missouri and Subsidiaries, 
St. Louis, is 1,460 kw.-hrs. M. E. 
Skinner, director of sales, reports 
that the company will merchandise 
this year along with the 1,200 deal- 
ers who are active in an area for- 
merly sold in by 700. Plans for spe- 
cific campaigns are not yet certain, 
reports Mr. Skinner. Sales of elec- 
tric water heaters through electrical 
channels have not been hampered 
by the activities of plumbing trades, 
he reports, and no consumer price 
resistance has been uncovered. It 
costs about $50 to wire the average 
range in the area, but apparently 
this is no deterrent to sales, be- 
cause Mr. Skinner expects that in 
1948 some 10,000 electric ranges 
will be sold, along with 30,000 re- 
frigerators, 3,000 water heaters, 
2,000 home freezers, 5,000 automa- 

(Continued on page 156) 
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An L&H Electric Range is more than a thing of iron and steel . . . it is the 
heart of the home. To build and sell it in this spirit has been the guiding 
principle in the manufacture of L&H cooking and heating appliances .. . 
the policy of progress that year after year for nearly three-quarters of a 
century has brought ever greater profit and prestige to L&H dealers. 


A. J. LINDEMANN & HOVERSON CO., Milwaukee 7, Wisconsin 


<* ' 
Sus pat-° Manufacturers of L&H Electric Ranges ® L&H Electric Water Heaters @ L & H Kerogas Oil Ranges 
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“We have reasons to believe the ‘best dealer in town’ —the Norge 


Dealer! — will enjoy a glow of satisfaction when he inspects this 





new line. We have done our best to make it the 


Greatest Line in Norge History 


and to deliver it in greatly increased quantities!”’ 
HOWARD E. BLOOD, president. 


“We are getting a real kick out of announcing this new 
line to our retailer friends and, as Howard says, it’s 
the greatest line in Norge history!” 
M. GLENN (Uncle Mike) O’HARRA, 
vice-president and director of sales General Sales Manager, 


H. L. (Red) CLARY, says: 
“That's right, Glenn! This whole new Norge 




















line is hotter’n a firecracker! Full of fea- 
tures that prospects will go for — but 
fast!’’ 
ER —— . 
eal | 
PAUL BERNER, 
J sales manager, laundry equipment. 
a _ 
a 
= 8 
E. N. GUILD, d 


sales manager, refrigeration specialties. 
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H. J. (Harry) HOLBROOK, 
sales manager for electric ranges and 
electric water heaters. 








W. S. (Bing) LAW, we 


refrigerator sales manager. 





W. M. (Walt) DAVIS, 
sales manager for gas ranges and home heaters. 


Products of 


BORG-WARNER 








Norge products, distributed worldwide, are 
typical examples of the values made possible by 


the American system of free enterprise. 


NORGE DIVISION, BORG-WARNER CORPORATION 
670 EAST WOODBRIDGE ST. + DETROIT 26, MICH. 
In Canada: Addison industries, Lid., Toronto, Ont. 
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SEE VACULATOR AT THE 


ays” Guaranteed b 
Good 





AFC Spring — Action FILTER 


Only Vaculator has the Automatic Flavor Control 
y Clothless Filter, with Spring-Action, to insure 
' positive safety and perfect coffee every time. 


VACULATOR, CHICAGO 6, U. S. A. 
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tic and 15,000 conventional wash- 
ers, 3,500 ironers, 15,000 vacuum 
cleaners, and 3,000 television re- 
ceivers. 

Saturation is 70% for refriger- 
ators, 12% for ranges, 1% for wa- 
ter heaters, 75% for washers, 6% 
for ironers, 100% for radios, and 
67% for cleaners. 

The Kansas City Power and 
Light Co. jumped its total of do- 
mestic customers during the past 
year from 142,198 to 148,000 who 
get annual bills for an average of 
1,480 kw.-hrs. 

The utility will merchandise this 
year and plans a specfiic campaign 
on home freezers, which will prob- 
ably help both it and the 386 deal- 
ers who have grown out of the 
pre-war 49, a really phenomenal in- 
crease. No consumer resistance to 
prices or hampering activities by 
plumbers have been uncovered. It 
costs $45 to wire the average 
range. “All obtainable” refrigera- 
tors, ranges and water heaters will 
be sold in 1948, together with 1,200 
home freezers, 5,000 automatic and 
10,000 conventional washers, and 
20,000 vacuum cleaners. 

Present saturation is 82% for 
refrigerators, 18% for ranges, 1% 
for water heaters, 55% for wash- 
ers, 3% for ironers, 98% for ra- 
dios, and 82% for cleaners. 

The Empire District Electric Co., 
which serves 44,879 domestic cus- 
tomers, as compared with 43,356 
last year, provides each with an 
average 940 kw.-hrs. per year. The 
utility will sell this year and will 
bolster its own activities and that 
of the 297 dealers (pre-war: 153) 
with campaigns on ranges and wa- 
ter heaters and perhaps on home 
freezers. “It is beginning to de- 
velop” says J. Jones, engineer of 
the merchandise sales and service 
department, of consumer price re- 
sistance. He has not, however, 
found any evidence that plumbers 
have hurt dealer sales of electric 
water heaters. He estimates that 
it costs $42.50 to wire a range and 
says, “We are reducing the cost to 
customers by paying up to $25 per 
range installed in existing build- 
ings, or $15 per range installed in 
new buildings.” 

Estimated 1948 sales and present 
saturation are: 2,000 refrigerators 
(75%); 600 ranges (5%); 400 wa- 
ter heaters (2%); 200 home free- 
zers; 750 automatie and 750 
conventional washers (70%); 900 
ironers (1%); 4,000 radios (85%) ; 
and 2,000 vacuum cleaners (60%). 

Specific campaigns on ranges, 
water heaters and home freezers 
will help both the sales of the Mis- 
souri Power and Light Co. and the 
195 dealers who operate in a terri- 
tory covered pre-war by 90. The 
utility has 41,298 customers (39,- 
898 last year) and an average an- 
nual consumption rate of 930 kw.- 
hrs. 

In general, no consumer price re- 
sistance has been found, “but in 








some instances, yes,” says the gen- 
eral commercial manager. Plumbers 
haven’t hurt the sale of electric 
water heaters by electrical dealers. 
The average range is wired for $50 
and a reduction may result from 
close cooperation with contractors. 

Estimated 1948 sales and pres- 
ent saturation are: 5,000 refriger- 
ators (70%) ; 3,000 ranges (11%) ; 
2,500 water heaters (2%); 1,000 
home freezers; 1,500 automatic and 
3,000 conventional washers (55%) ; 
500 ironers (7%); 4,000 radios 
(90%); and 250 vacuum cleaners 
(57%). 

Some 23,800 domestic customers 
are hiring the services of the St. 
Joseph Light & Power Co. this year 
as compared with 22,397 last year. 
Average annual consumption is 1,- 
250 kw.-hrs. The utility will mer- 
chandise and plans a campaign on 
home freezers. Sixty-six dealers 
will also be in business as com- 
pared with the 30 before the war. 

D. A. Merrifield, sales manager, 
has found some consumer price re- 
sistance, says, “This is true of 
most appliances, with the exception 
of ranges and refrigerators.” No 
hampering effects by plumbers on 
water heater sales by electrical 
dealers have been noted. The aver- 
age range wiring job costs about 
$50, but the utility is “installing 
the wiring up to and including the 
multibreaker in single family dwell- 
ings. This amounts to about 65% 
of the cost.” 

Estimated 1948 sales and present 
saturation are: 2,500 refrigerators 
(70%); 1,000 ranges (8%); 500 
water heaters (2%); 400 home 
freezers; 500 automatic and 2,000 
conventional washers (70%); 500 
ironers (3%) ; 3,500 radios (95%); 
and 1,000 vacuum cleaners. 


South Dakota 


One company reports from South 
Dakota in this year’s survey — 
Northwestern Public Service Co. at 
Huron, S. D. The company serves 
24,050 residential and rural cus- 
tomers, compared to 22,800 last 
year and average annual consump- 
tion is now reckoned at 1,450 kw.- 
hrs. The company plans to mer- 
chandise appliances in 1948 and, 
with the 275 dealers serving the 
territory (pre-war figure was 70) 
it is estimated that the following 
sales of major appliances will 
be achieved: refrigerators, 2,000; 
ranges, 2,000; water heaters, 1,000; 
home freezers, 300; automatic wa- 
shers, 500; conventional washers, 
1,500; ironers, 500; radio sets, 
4,000; and vacuum cleaners, 500. 
Refrigerator saturation in the ter- 
ritory served by the company has 
now reached 60%, ranges 23%, 
water heaters 8%, washers 90%, 
ironers, 1%, radios, 95% and clean- 
ers 80%. According to E. M. Not- 
testad, general sales manager of 
the company, specific campaigns on 
ranges, water heaters and home 

(Continued on page 158) 
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NOBLITT-SPARKS 
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New 1943 
ARVINS 





s 4) buys unmatched 
leeks and 


performance! 


Model 547 in ebony finished plastic is an 
eyecatcher for looks and quality perform- 
ance. It’s an exceptional value for power, 
tone, and selectivity. Everything you’re 
accustomed to find in sets selling at $19.95 
and up. Make it a featured leader in your 
display and watch it build midwinter sales 
for you! 


% 4) Model 152-T sets 
e ~~ new value standards 
at this popular price 


Model 152-T in grained walnut plastic 
(153-T in Ivory) steps boldly into the 
$19.95 price class with an array of wanted 
features. Look at the intriguing modern 
design! The easy-to-read lighted dial is a 
masterpiece of simplicity. It has a lot 
more of everything than you'll be seeing 
in many sets at this price! 


se) (y™ Model 160-T 
mg © 


» The Arvin model that 
makes value history 


Here is the challenger model of the Arvin 
line. A smart, new, distinctive styling in 
a plastic cabinet with tone and perform- 
ance to match. Features include a 3-gang 
condenser, extra heavy Alnico-V speaker, 
continuous variable tone control, lighted 
slide-rule dial . . . everything at a price 
that can’t be duplicated by competition. 
Model 161-T in ivory at $31.95. 


Count on ARVIN for real quality at a real profit 


INDUSTRIES, INC. 


Columbus, Indiana 
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PITTSBURGH 





PERMITTING FREE, unobstructed vision from the street 
right into the store interior, “open vision” type store fronts 
are, in effect, powerful and impressive displays which 
catch the eye, hold the passer-by, and draw him inside. 
Here's an appliance store in Louisville, Kentucky, which 
utilized an “open vision” store front for maximum sales- 
and profit-pull 


— a a, 


“PITTSBURGH 


STORE FRONTS 
AND INTERIORS 
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PLATE 


How to look 


Our “Sunday Best” 


seven d ays a week ! 


je “appearance factor” in retail selling 
cannot be over-emphasized. It is a 
proven fact that the store with the greatest 
“eye-appeal”—inside and out—is the one that 
consistently attracts the most customers .. . 
makes the most sales . . 
profit. 


. Shows the largest 


Make sure that your appliance store looks 
its “Sunday Best”... every dav in the week. 
Remodel with Pittsburgh Glass and Pittco 
Store Front Metal. These products are un- 
excelled for store modernization. They have 
helped to give smart, modern appeal and 
attraction-power to countless businesses. 

Why not consult an architect now? You 
will thus assure vourself a well-planned, eco- 
nomical design. And, if vou prefer, vou can 
arrange for convenient terms through the 
Pittsburgh ‘Time Payment Plan. In_ the 
meantime, fill in and return the coupon be- 
low for a free copy of our interesting booklet, 
showing how “Pittsburgh” modernization 
has benefited scores of merchants all over the 
country 








Pittsburgh Plate Glass Company 
2045-8 Grant Building, Pittsburgh 19, Pa. 


Without obligation on my part, please send me a rREE copy 


of your booklet on store modernization. 


Address 


| 
| 
| 
| 
Name 
| 
| 
| 
! 


City soiaeieigpateniaaaaiaile i ididutnece tine 


PAINTS + GLASS + CHEMICALS + BRUSHES - PLASTICS 


Gtass 


COMPANY 


WEST NORTH CENTRAL 
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freezers are contemplated. Range 
wiring costs, he said, average $27.- 
50, with the company absorbing 
all costs above $15. Both refriger- 
ators and ranges are still in short 
supply, he indicated, and there is 
definite consumer price resistance. 


Nebraska 


The Omaha Public Power District 
(formerly the Nebraska Power Co.) 
serves 75,350 domestic and rural 
customers, compared to 72,490 last 
year, with an annual average con- 
sumption of 1,580 kw.-hrs., accord- 


| ing to Mrs. B. E. Marsh, residen- 


tial sales manager for the district. 


| Appliance merchandising will be 


carried on in a conservative fash- 
ion Mrs. Marsh said, and the 600 
dealers in the territory are ex- 
pected to sell, in 1948, 12,000 re- 


| frigerators, 1,500 ranges, 1,000 wa- 


ter heaters, 2,000 home freezers, 
1,500 automatic washers, 4,000 con- 
ventional washers and 9,000 radio 
sets. Present saturation is given 
for refrigerators (72%), ranges 
(12%) and water heaters (7%). 
Campaigns are planned by the 
Omaha Public Power District on 
ranges, water heaters and home 
freezers. Range wiring costs aver- 
age about $70 in the area, Mrs. 
Marsh said, with distributors and 
dealers working to get them re- 
duced. 

At Lincoln, Nebraska, the Cen- 
tral Electric & Gas Ce. serves 5,150 
customers with an average annual 
consumption of 1,260 kw.-hrs., ac- 
cording to. Everett Baxter, com- 
mercial manager. The company will 
merchandise in 1948 and expects to 
sell 200 refrigerators, 175 ranges, 


200 water heaters, 300 washers, 40 





ironers and 50 cleaners. Saturation 
in the area shows refrigerators at 
65°., ranges at 26%, water heaters 
at 11°-. No campaigns are planned 
for 1948. 


Kansas 

Four utility companies respond- 
ed to this year’s survey in the state 
of Kansas. Largest of them, Kansas 
Gas & Electric Co., Wichita, serves 
80,500 residential and rural cus- 
tomers, compared to 78,806 the year 
previous, with an annual average 
consumption of 1,250 kw.-hrs. The 
utility will merchandise appliances 
in the small town and rural areas 
only and, with the 213 dealers in the 
territory expect to sell, in 1948, 
10,000 refrigerators, 2,000 ranges, 
1,000 water heaters, 300 home freez- 
ers, 2,000 automatic washers, 8,000 
conventional washers, 1,000 ironing 
machines and 8,000 vacuum cleaners. 
No specific campaigns are planned, 
however. Range wiring costs in the 
territory average $50. Saturation 
of appliances shows refrigerators 
at 70%, ranges at 8%, water heat- 
ers at 2%, washers at 50%, ironers 
at 10%, radios at 90% and cleaners 
at 70%. The plumbing trades are 
hampering the sale of water heaters 
through electrical channels in the 

(Continued on page 160) 
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4 new 











clocks to 
increase 








PIN-WALL ALARM ... A new Telechron electric alarm that pins up, with 


a simple push-pin, on the wall. Alarm switch is on front. Ivory color with 
yo U r 4 @ | e 4 contrasting mahogany color at its decorative base. To retail at about $7.95. 





WICKFORD .... Authentic period style Telechron in mahogany finish, with 
white holly inlay. Hour and half-hour strike. Roman numerals. To retail 


at about $32.00. 





MAHOGANY AIRLUX .. . Telechron alarm and occasional clock, id 
modern ond smart. Mahogany wood-block case, numeral band in ere are your answers to the demand for handsome show- 


gold-colored metal, etched and filled. To retail at about $14.95. piece electric clocks. In gleaming wood, gracefully styled, rich 
in detail, these new Telechrons add a smart note to a room; 
they make really fine gifts. 


And because they’re Telechrons, you can recommend 
them with pride as timepieces that can be depended on for 
years of accurate service. They never need winding, oiling, or 
regulating . . . they never run fast or slow. Every one has the 
famous long-life Telechron motor that has long been making 
accurate Telechrons the best-selling electric clocks in the 
world. Place your order for these four new Telechrons with 
your distributor now. 


TELECHRON INC., ASHLAND, MASSACHUSETTS 


THE FIRST AND FAVORITE ELECTRIC CLOCK 


~ 
78 ~~" ee Yann ~aS 


~~ 
~ AA AAS SSSSSSST 





RESOLUTE . . . Nautical design Telechron, mahogany finish wood 
case with decorative corved rope trim. Strikes the hour and half- S66 .U.5 Cay Ore 
hour in ship’s bell sequence. To retail at about $37.00. ELECTRIC CLO CcCKS 


Visit Booth 739 at National Housewares Manufacturers Association Show in the 
International Amphitheater, Chicago, January 15-22. 
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THOMAS 


PAGE 


with this marvelous, portable 


elit Mlle MeLlicin: Clulelilsiscliclanicla 


Never before 


in appliance 


history was there such a 


convincing, compact, easy- 
Tebilelileli-Mme(cliuleliliicelicl a hil 
SANI-WAY 


perfected for its dealers. 


such as has 


You 
telaMee(-luleliliigelicM ii lamiiie lilo 
store, or the home. 





NUMBER ONE on your call list at the marts should be the SANI-WAY HOME AND 
STORE DEMONSTRATOR DISPLAY. You will not only see the most effective garbage 
disposal unit ever constructed, but you will see and talk with people who have made a successful 
study of merchandise methods in the appliance field. You will learn the simple profit-proof 
way to make SANI-WAY sales by demonstration. Meantime, keep this in mind—SANI-WAY 


is the large-profit sales item in a 99 per cent untouched market with no trade-in loss or 
bother! 


Visit our permanent display, Space 
1454, Merchandise Mart, Chicago 
... and Space 17/91, Furniture Mart 
during the January Market. 


THOMAS W. BERGER, INC. 


6 East Fourth Street, Cincinnati 2, Ohie 





Gentlemen: Rush me details on the SANI-WAY 


Portable Demonstrator. 





Don't delay your profits, 


write NOW for details. Name 


Address 








| limits; water heaters 3%. 





City, Zone, State 





W. BERGER, 


6 East Fourth Street, Cincinnati 2, Ohio 
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territory, it was indicated. Appli- 
ance deliveries are sub-normal] and 
resistance to price is evident. 

At Kansas City, the Board of 
Public Utilities serves 32,750 resi- 
dential and rural customers with 
an average annual consumption of 
1,400 kw.-hrs., according to E. P. 
Schowalter, merchandising repre- 
sentative of the company. The 
Board will do no merchandising in 
1948. There are 75 dealers serving 
the area compared to 40 in the pre- 
war days. No estimate of 1948 sales 
of major appliances is supplied by 
the company, but they report that 
saturation now stands 70% for re- 
frigerators, 11% for ranges, 6% 
for water heaters, 60% for wash- 
ers, 5% for ironers, 100% for ra- 
dio sets and 50% for cleaners. 
Advertising campaigns on ranges, 
water heaters and home freezers 
are scheduled. Range wiring costs 
in the area average $50 with the 
Board making an allowance up to 
$35. Deliveries are definitely not 
normal, Mr. Schowalter said, add- 
ing that the market is switching 
from a seller’s to buyer’s in that 
customers are more brand-conscious 
and are taking the “look-around” 
attitude before buying. 

Over in Lawrence, Kansas, the 
Kansas Electric Power Co. serves 
32,420 residential and rural cus- 
tomers with an average annual con- 
sumption of 1,100 kw.-hrs. The 
company will merchandise in 1948, 
according to F. H. Elvig, general 
commercial manager. With the 138 
dealers — there were about 100 be- 
fore the war—1948 sales on ranges 
are expected to hit 500 units, water 
heaters 150 units and automatic 
washers 1,000 units. No figures 
were supplied on other appliances. 
Saturation is computed as follows: 
refrigerators, 70%; ranges, 27% 
in the rural areas and 11% in city 
Range 
wiring costs in the territory aver- 
age $40.51, with the company pay- 
ing up to $20 on the installation 
Deliveries are not up to par, Mr. 
Elvig said and customers are price 
conscious. 

Western Light & Telephone Co., 
Inc., Great Bend, Kansas, serves 
30,300 electric customers with an 
average annual consumption of 975 
kw.-hrs. The company will merchan- 
dise appliances in 1948 and a sales 
volume of 3,000 refrigerators, 900 
ranges, 300 water heaters, 300 home 
freezers, 300 automatic washers, 
1,500 conventional washers, 600 
ironers and 1;500 vacuum cleaners 
is anticipated. Specific campaigns 
on ranges, water heaters and home 
freezers will be conducted, accord- 
ing to F. J. Johannes, general com- 
mercial manager. Range wiring 
costs average from $35 to $95 in 
one section of the company’s terri- 
tory, but are $30 for the balance. 
Saturation of refrigerators is given 
as 70%, of ranges, 15%, of water 
heaters, 1%, of washers, 75%, of 
ironers, 1%, of radios, 90% and of 
cleaners, 85%. 
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America’s Fastest Growing Appliance Maker 


Be sure to see Hotpoint’s great new line of major electric 
appliances now on display at the American Furniture Mart 
as well as the Merchandise Mart, Chicago. 


We cordially invite you to inspect these beautifully matched kitchen and laundry 
appliances, the complete Hotpoint kitchen, and the Hotpoint Theatre on your 
visit to the International Home Furnishings Market, January Sth to 17th. Visit 
our exhibit at the Merchandise Mart, too. Discover for yourself why ‘Every- 


body’s Pointing to Hotpoint”— why Hotpoint’s the Franchise with a Future. 


Everybodys Pointing’ to 
‘Hotpoint ; 


d 


a 





‘HOTPOINT INC. - A General Electric Affiliate - 5620 West Taylor Street, Chicago 44, Illinois 
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Sales Representatives 
NAME ADORESS 
C. R. Hammond $535 Ridgedale Avenue 
Gamble & Mattes 322 Sedchaux Building 


ew Orleans 


E s . 8 * Frank W. Collins 700 Saving Gwrest, WW 

ngineered for Efficient Service W-A Lane Co Rudin 
Cottongim’s Supreme Quality Fans are scientifically designed Mott R. Veo & Co. Fittttren 22: Pa 
for a long life of trouble-free service. Carefully fabricated Vicent J. Lonergan fii nent oo 
from highest quality materials and components, they have Frank S. Howard indianapolis 4, Ind. 
earned their rightful reputation for dependability and effi- Frazar & Company ¥.c"Yirk tin 
ciency. Offer them to your customers this season and profit are our sole and exclusive export representatives. 


by their growing popularity. 


Exclusive Shovelaire Blades 


Cottongim’s Supreme Quality Attic-Exhaust Fans are equip- 
ped with our famous Shovelaire Blades. The Shovelaire is our 
exclusively designed blade and has proved its superiority in 
moving air quietly, efficiently and economically. No other 
fans can have Shovelaire Blades (Patents Pending). They'll 
help sell fans for you in 1948. 


Highest Quality Components 


In addition to our exclusive Shovelaire Blades, Cottongim’s 
Supreme Quality Fans are equipped with the correct General 
Electric, Westinghouse or equal quality motors and acces- 
sories. Your customers will be highly pleased with the service 
they receive from Cottongim’s Supreme Quality Fans. 
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See Them at BOOTH 530 


NATIONAL HOUSEWARE 


and 


MAJOR APPLIANCE MFRS. 


EXHIBIT 
JAN. 15th- 20th 


International Amphitheatre 


CHICAGO 


You'll see our full line of 1948 Attic, Exhaust, Pedestal and Air Circu- 
lating Fans. You'll also see why they are growing so fast in popularity 
and prestige with ventilating and air-conditioning engineers and users 
who know their superior features. If you want a line of fans, embodying 
advanced design, sound engineering and top-quality components it will 
pay you to see our models at this Exhibit. 
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Volumes o/ Extra Values 


In YOUR 


PRODUCT 
SUPERIORITY 


uilding 








N almost three-quarters of @ century of b 
home laundry equipment exclusively, Blackstone 
has enjoyed the endorsement of many impartial ex 
perts and hundreds of thousands of critical users 
ion is in the form of 


Dealer and 


Evidence of such recognit reports 
ratories 


by Independent Testing Labo 
Owner testimonials, Field Service Records and the 
recorded performance of Blackstone washers 1n 
public institutions, where one year's service May 
equal 15 to 20 years In the average home 
Achievement of superiority by Blackstone 15 
al factors adequate and 


founded upon several vit 
nufacturing 


Biack- 


up-to-date facilities, 4 wealth of ma 


the will to uph 
ured in Blacks 
hroughout every 


“know-how”, and old quality 
rs are manufact tone 5 own 
te control t 


eduction sho 


stone washe 
plant, affording comple 


facture. No pr 


stage of manu 


rt-cuts, 





Bl 


4 
_ 
= 7 


AUTHORD 


CK 


FRANCHISE 


which might in any way jeopardize the performance 
of any Blackstone product, are wierated. For exam 
ple, there 18 no substitution of lens-costly die castings 


fo 


care no grey sron 


r longer-lasting machine-cut 
4 specifies drop 


castings where sound engineenn 


forgings 
know ledge 


Experience has given Blackstone the 


that product superiority 
eillance of materials, pa 


ant 


ack 


comes only from const 


surv ris and processes Bw 
jstently superior 


seventy-four years of cons 
one which no 


stone's 
s an enviable record . 


manufacture ¥ 


other washer manufacturer can claim. 


REFERENCES 


Independent Testing Laboratory Reports 
Dealer Experience Reports 
Owner Testimonials 
Field Service Records 
of Institutional Users 


Experience 
Canadian Standards Association Reports 


» We 
BLACKSTONE CORPORATION. samestow " 
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HE 19 companies reporting this 

year from the nine states of the 
South Atlantic district serve a 

total of 2,541,613 domestic customers, a 
gain over the 2,352,860 served at the 
end of 1946. Of these 19 companies 11 
plan to merchandise appliances this 
year; eight of them will conduct cam- 
paigns on electric ranges, six on water 
heaters and six on home ireezers. 


Despite the fact that 18 companies 
do not feel that appliance deliver- 
ies are normal, 14 of them have 
encountered some consumer resistance 
to present appliance prices. Accord- 
ing to the reports of 17 of the com- 


panies, average range wiring costs 
run from $31 to $100, figures which 
work out to an average of $47.95, 


somewhat below the national average 
of $54.35. Like most of the utilities 
responding this year, the great major- 
ity from the South Atlantic region, 16 
do not feel that the plumbing trades 


(Continued on page 168) 
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CUSTOMERS 
} Urben & Rural) 


| 


Dec. 31, Dec. 31, | 
1947 1946 | 


DELAWARE 
Delaware Power & Lt. Co.) 47,625 45,368 
MARYLAND 

Consolidated Ges Elec. Lt. 
Deleware Power & Lt. Co. 

Eastern Shore Pub. Ser. 
Co. of Md, 
Eastern Shore Pub. Ser. 
Co. of Va. 


| 
DISTRICT OF COLUMBIA) 
VIRGINIA 


WEST VIRGINIA 
Charlest A 





Elec. Pwr. Co... 
Huntington Appalachian 


NORTH CAROLINA 





Aver. 
NUMBER OF Kw.-Hr. 
| Con- 
sump- 
tion 





—s 
w 
w 
w 


& Pwr. Co. of Baltimore!) 303,300 295,501 | 1,192 
Potomac Edison Co. . 99,137 91,603 1,363 


(So. Div.)..... 44,256 38,581 | 1,200 


Potomac Elec. Pwr. Co....| 209,120 203,058 | 1,735 | 
Virginia Elec. & Pwr. Co..| 345,000 319,201 | 1,560 
80,467 83,473 | 1,069 
Elec. Pur. Co... 31,543 29,024 | 1,080 


Monongahela Pwr. Co. 130,500 120,000 | 1,010 


Carolina Pwr. & Lt. Co. 168,300 144,507 2,000 


Tide Water Power Co. . | 30,000 24,517 | 1,250 
Duke Power Co... 332,640 310,310 | 1,650 
SOUTH CAROLINA 
S. Car. Elec. & Gas Co. . . 33,075 29,290 | 1,551 | 
| 
GEORGIA | 
Georgia Power Co... 298,300 271,995 2,103 
Georgia Power & Light 
Co.. uietien 16,816 15,049 | 1,750 
Savannah Elec. & Pwr. Co.| 30,600 28,713 | 1,730 
FLORIDA 
Gulf Power Co.:....... 32,360 28,703 | 1,776 
Florida Power Co....... 74,200 65,586 | 1,700 
Tampa Electric Co... .. . 61,300 56,473 , 1,450 


Florida Power & Lt. Co...| 217,330 190,359 | 1,913 


Retrig- 
erators 


80 


68.7 


73 


80 


86 


75 
63 


70 
55 


78 


75 
58 


52 


61.1 


75 


PRESENT SATURATION 


Electric 
Elec- Water 
tric Heat- 


Ranges = ers 


c 


8 0.5 
7.2 2 
21.7 5.7 
14 5 

14 1 
5.1 
7 1 
4.8 0.8 
26 9 
9 5 
50 10 
10 2 
25 15 
27 22 
20 10 
25.2 25 
22.5 9.5 
30 18 


ow 


Radio Vacuum 
Sets Cleaners 


55 


49 


58 


65 
48 


20 


45 


11 


30 


Refrig- 
erators 


(Units) 


6,000 


23,000 
11,000 


2,500 


16,500 


50,000 


2,000 
10,000 


12,000 
2,000 


3,000 
7,000 


25,000 


(Units) 


ESTIMATED UNIT SALES OF APPLIANCES IN 1948 


Water Home 
Ranges Heaters Freezers 


500 


1,350 2,000 
2,000 500 
800 700 
2,500 2,000 
8,000 2,000 
100 250 
500 1,800 
5,000 1,000 
600 
1,600 600 
10,900 
500 250 
1,000 200 
600 200 
4,000 500 
1,000 700 
10,000 4,000 


(Units) 


|DO you 
NUMBER 
DEALERS PLAN TO 


SERVING | 


| TERRITORY | 


Pre- Jan. 
wer 1948 


3260 
120 975 | 
15 195 
100 250 
600 1,500 
175 350 
15 60 
242 419 
500 765 
20 «55 
70 175 

| 
500 2,000 
65 (113 
50 100 
3060 
180 290 
25 114 


8,000|1,000 1,500 | 
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Theres money tor you under your 
with General Electric ¥ol 
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1. Your customers will really go for a health-building sun- And yet, with a gentle flick of the finger, this ingenious But ther 
@ lamp that tucks away under their beds—and that's exactly @ sunlamp can be swung into position, ready for immediate use! 0 of the = 
where the new General Electric Fold-Away Sunlamp hides... See how the lamp can be adjusted to any angle! Notice how a built-in a 
completely out of sight when not in use! simple clamp fastens the lamp to the bed rail. Nothing to lift, yet coste 


great val 


no bulky machine to carry! 











E 


ELEC 
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ustomers’ beds... 
old-Away Sunlamps / 





FIIBS23. 














a Y But there’s even more to this lamp than convenience. One Your customer basks in the healthful glow of ultraviolet rays 

a fe of the many features that make it an outstanding value is the @ from a 275 watt General Electric bulb approved by the Ameri- 

. built-in automatic timer. And because it bears the G-f name, can Medical Association. Individually selected exposure time 

t. yet costs so little, your customers know this sunlamp is a is controlled by a built-in automatic timer. When finished, 
great value! the same gentle pressure puts the lamp back in hiding. 
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Become the Leading Dealer 


of SPACE HEATERS 
IN YOUR COMMUNITY 


by Selling this 
Leading Line... 


SILENT SIOUX 


Yes, Silent Sioux dealers are leading space heater dealers in 
their communities. These dealers know the value of the years 
of satisfactory service behind every Silent Sioux Space Heater. 
for Silent Sioux is one of the pioneers in oil heating devices. 
They know that only the best in oi] heating engineering goes 
into the production of these heaters. They know the value of the 
well-known Silent Sioux Trademark. All these factors, plus 
modern attractive heating units priced right for every need, mean 
sales leadership for Silent Sioux dealers. 


The Complete Line . . For Every Need 
Here are the Two Best-Sellers on Today's Market 


MODEL PF 3046 


the smal] home or apartment. This 


A small heater for 


heater was designed specifically to 
meet the demand and need of the larg- 
est home market of the day, the small 
home. Scientifically designed for both 
circulation and radiation, occupying 
the minimum of floor space. Provides 
perfect heat distribution at low operat- 
ing cost. The perfect heater to meet the 


great demand for a small heater. 





Model PF-3046 


MODEL PF—S046. A circulating 
heater equipped with our famous 
Triplex Burner. The heating capac- 
ity is sufficient for a 4 to 6 room 
house, and due to the excellent cir- 
culating ability will comfortably 
heat the larger home. Beautifully 
designed and well-proportioned to 


take its place in any home. 





Model PF-5046 


Write today for a copy of our portfolio showing 
the complete Silent Sioux Line. We will send 
the name of your distributor and other infor- 
mation concerning this profitable line. 
SILENT SIOUX OIL BURNER CORPORATION, 
ORANGE CITY, IOWA. 


Scleut Stour 


PIONEERS IN GOOD HEATING 
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seriously hampered the sales of electric 
water heaters through regular elec- 
trical channels. 


ESTIMATED APPLIANCE 
SALES 


Seventeen utilities provided estimates 
on 1948 sales of refrigerators and 
water heaters, predicting that 226,000 
refrigerators, or 106 per 1,000 cus- 
tomers, and 50,150 electric water heat- 
ers, or 24 per 1,000 customers, can be 
distributed among the 2,128,206 do- 
mestic power buyers which they serve. 
Electric range sales during the year 
will total 82,950, or 38 per 1,000 cus- 
tomers, according to the 18 companies 
serving 2,208,673 customers which re- 
ported on ranges. Nine out of every 
1,000 customers will buy home freezers 
in 1948, making a total of 16,000 sales 
among the 1,752,581 customers served 
by the 14 companies reporting on this 
appliance. Fifteen companies expect 
that their 1,800,206 customers will pur- 
chase 44,150 automatic washers, or 25 
per 1,000 customers, and 89,800 con- 
ventional washers, or 50 per 1,000 cus- 
tomers. The same 15 companies an- 
ticipate distribution within the year of 
17,900 home ironers, or 10 per 1,000 
customers. The high saturation will 
be achieved by radio sets, going to 233 
customers out of every 1,000 in the 
1,639,769 customers served by the 13 
companies which reported. This means 
total radio sales of 381,800. Vacuum 
cleaners, on which these same 13 com- 
panies reported, will come out 82,700 
strong, an average of 50 per 1,000 
customers. These sales of appliances 
will no doubt receive some stimulation 
from the fact that 17 companies re- 
ported that today there are 8,086 
dealers in the region, almost twice the 
3,724 active before the war. 


INDIVIDUAL COMPANIES 
Delaware 

One company reported this year 
from Delaware. The Delaware Power 
and Light Co., Wilmington, now serves 
$7,625 residential and rural customers, 
who, during 1947, paid for an average 
of 1,355 kw. hrs. At the end of 1946 
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there were only 45,368 domestic cus- 
tomers on the company’s lines. 

Lloyd R. Leslie, commercial sales 
manager for the company, says that 
the utility will merchandise appliances 
this year, and plans specific campaigns 
on ranges, water heaters and home 
freezers. He finds some consumer re- 
sistance to present appliance prices, and 
feels that appliance deliveries are not 
yet normal. There are today 60 deal- 
ers in the territory served pre-war by 
32. Range wiring costs average $65. 
Mr. Leslie estimates 1948 sales and 
present saturation as follows: 6,000 re- 
frigerators (80%) ; 750 ranges (8%) ; 
500 water heaters (0.5%) ; 1,000 auto- 
matic and 5,000 conventional washers 
(80%); 300 ironers (1%); 7,500 
radio sets (88% ) ; 3,000 vacuum clean- 
ers (55%). 


Maryland 


Largest of the two companies re- 
porting from Maryland is the Con- 
solidated Gas & Electric Light and 
Power Co. of Baltimore, which lists 
303,300 domestic customers, a gain 
over the 295,501 to which the utility 
sent bills at the close of business in 
1946. These customers, consuming 
1,192 kw. hrs. annually, are not evi 
dencing resistance to appliance prices, 
says H. F. Carr, assistant manager of 
domestic gas and electric sales for the 
utility. Although the company plans 
to merchandise during this year, no 
specific campaigns have been planned 
for ranges, water heaters and home 
freezers. Mr. Carr feels that deliveries 
on radios and vacuum cleaners have 
attained normalcy. Other appliances 
have not. The average range wiring 
cost in the territory starts at $70 and 
goes up as high as $100 where a three 
wire service and range circuit is neces- 
sary. 

Mr. Carr’s estimates for 1948 appli- 
ance sales are as follows: 23,000 re- 
irigerators, 3,500 ranges, 1,350 water 
heaters, 2,000 home freezers, 6,600 
automatic and 10,000 conventional 
washers, 2,600 ironers, 16,000 radios 
and 13,000 vacuum cleaners. 


(Continued on page 170) 
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Ray OVac leak proof batteries 
stay fresh for years ! 
(because theyte sealed in steel ) 

































ESPECIALLY NOW— right in the middle of the 
season of Triple Darkness—with 3 times the 
normal amount of waking darkness—3 times 
the normal wear on flashlights and batteries! 


IT’S BATTERY-REFILL TIME. Lots of batteries 
have been used up in the dark months just 
past, and lots more will be needed for the 3 re- 
maining months of Triple Darkness. 


© 1947 RAY-O-VAC COMPANY, MADISON, WIS.; WINNIPEG, MANITOBA 


FOLLOW THROUGH and sell your share of this 
made-to-order Ray-O-Vac business. A little 
extra push—with emphasis on displaying the 
goods—and you'll cash in plenty. Write for 
Ray-O-Vac “‘sales help’”’ calendar for first quar- 


Goodbye, dry cells that go 
blooey, swell and stick, make 
flashlights gooey. 


So long, spares with power 












gone 
. , wh der, 
ter of 1948. And be sure, when you order, to Though they’ve never been 
specify Ray-O-Vac Leak Proofs. Ray-O-Vac turned on 





Company, Madison, Wis. 

















a1 : | 
FLASHL'!G, Get these leak proof power 
BAT TE R > packs, 
eae.0..007-07" Modern, steel-sealed Ray-O- 
* These ads appear—full color—in Saturday Eve- — 


ning Post, Collier’s, Popular Science, Country Gentle- 
man, Farm Journal, Progressive Farmer and Southern 
Agriculturist. In 2 colors, as at right, in Life, Path- 
finder and Sports Afield. 


Guarantee: If your flashlight is damaged by 
corrosion, leakage, or swelling of this bat- 
tery, send it to us with the batteries and 


Ask tor Ray-O-Vac Leak Proofs  Sashiight with batteries.” mParable 


Buy Spares... ahey stay tesh 
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These 4 PRACTICAL BUILDER readers 
alone sold [YX:¥¥] Appliances for you 


Here’s an 
example of 
a publication's 


influence in 





its readers 


d 


making 


appliance mnt® 


These Builders are your Best Customers... 
They are your Best Salesmen, too. 


As an appliance dealer, are you taking full advantage of the buying- 
power and the selling-power of America's top-notch builders—the 
readers of PRACTICAL BUILDER? Here are two important points about 
Builders you should know: 


POINT 1. The Builder is your best customer—now and for years to 
come. He's a volume buyer of the appliances you sell. He builds homes 
singly or by the hundreds, apartments for his own investment and entire 
communities. He's the one man who puts a price tag on the homes he 
sells, and he alone decides what make appliances he will buy and in- 
stall. That means your appliances. 


POINT 2. The Builder is your best salesman. He builds and sells 
the complete home package. He knows from experience what products 
will help him sell the homes he builds. And, when he sells homes, he 
sells the appliances in them—your appliances. 


Cultivate these builders, counsel them—give them greater service. 
That's how you can cash-in on PRACTICAL BUILDER'S pre-conditioning 
editorial job. For years PB has been making builders conscious of the 
importance of appliances in selling homes faster and at better prices. 
When you sell the builder, your sales will be larger—your profits greater. 


94% of Builders buy from Appliance Dealers 


This percentage (obtained through survey) shows the extent to which 
the builder is your best customer. Only 6% buy direct from manu- 
facturers—the balance, 94%, buy from dealers. Thus, as a dealer, 
you have the finest opportunity to sell your brand of appliances to the 
builders in your community. 


THIS MESSAGE is addressed to you by the publishers of 
the building industry's leading contractor-builder maga- 
zine—PRACTICAL BUILDER—in the interest of bringing 
you and your builder customer closer together, for your 
mutual benefit, Total distribution—70,000 copies. 


PRACTICAL BUILDER - 5 SOUTH WABASH AVE. 


@ om 


KIMBALL HILL, 


pres., Smith & Hill, Des Plaines, Ill., active 
in several projects in Chicagoland, includ- 
ing Ridge Manor and Oak Lawn. Chairman, 
Research Committee, Chicago Metropolitan 
Home Builders Association. 


9 9,000 


WILLIAM S. LEVITT, 


pres., Levitt & Sons, Manhasset, L. I., pi- 
oneer developers of planned communities. 
Now building 4,000 low cost homes. 


Cm 


FRANKLIN BURNS, 


pres., D. C. Burns Realty & Trust Co., Denver, 
Colo., among projects now being developed 
is the well known Brentwood area in Denver. 


@ a 


GALE BRADFORD, 


pres., Bradford Homes, Evansville, Ind., 
largest in Indiana, nationally known for 
low cost building methods, apprentice train- 
ing and labor relations program. 





It's a wise manufacturer who looks ahead 
by cultivating this vast market for his deal- 
ers through the pages of PRACTICAL 
BUILDER. 


PRACTICAL 


. BUILDER 


Leads Editorially 





* CHICAGO 3, ILL. 


Also publishers of BUILDING SUPPLY NEWS, the leading lumber and building material dealer trade paper. 
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Present saturation percentages in the 
territory are 68.7% for refrigerators, 
7.2% for ranges, 2% for water heat- 
ers, 64.2% for washers, 3.1% for iron- 
ers, 93.6% for radios and 49% for 
vacuum cleaners. 

Sustained promotion for ranges, 
water heaters and freezers will be con- 
ducted in 1948 by the actively mer- 
chandising Potomac Edison Co., serv- 
ing 99,137 domestic customers who 
consumed an average annual 1,363 kw. 
hrs. The number of customers has 
grown almost 8,000 from the 91,603 
who used the company’s current at the 
end of 1946. The number of dealers 
in the area has also gained from the 
pre-war total of 120 to the present 
figure of 275. Mr. S. S. Bradford, 
promotional manager of the company, 
estimates average range wiring costs 
at $31, and says the figure includes 
actual costs only. An effort to reduce 
the figure is being conducted each 
month through cost analysis and close 
supervision of installations. In some 
instances materials used have been 
changed without any deterioration of 
quality. 

Mr. Bradford estimated that 1948 
sales of appliances and present satura- 
tion are as follows: 11,000 refrigera- 
tors (73%): 4,000 ranges (21.7%); 
2,000 water heaters (5.7%): 500 home 
freezers, 1,000 automatic and 6,500 
conventional washers, and 800 ironers. 

The Eastern Shore Public Service 
Co. of Maryland (including the South- 
ern Division of the Delaware Power 
& Light Co. and the Eastern Shore 
Public Service Co. of Virginia) serves 
44,256 domestic electric customers, a 
figure not included in the totals given 
at the beginning of this section. These 
customers received annual bills for an 
average of 1,200 kw. hrs. Considerable 
growth in the number of customers is 
apparent from a comparison of the 
present total with the 38,581 on the 
company’s lines at the end of 1946. A 
similar growth has been recorded in 
the number of dealers serving the ter- 
ritory. Today there are 195 compared 
to 75 before the war. 

W. L. C. Lang, commercial sales 
manager, says the company plans to 
merchandise and may possibly con- 
duct campaigns on ranges and water 

(Continued on page 172) 
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New 1948 FLORENCE ADVERTISING CAMPAIGN 
Packs a Double Wallop... 

















NATIONAL ADVERTISING 


Big space, color ads in leading magazines 
reaching over 32,000,000 readers through- 
out the year! 


COOPERATIVE ADVERTISING 


A new share-the-cost Cooperative Cam- 
paign to help you sell your own local 
customers and build up your sales volume! 





A Complete Promotion Program for ALL FLORENCE RANGES 

Not just one but 4 different kinds of FLORENCE ranges are shown in every ad. 
There's sales appeal in every one...selling facts with every pictured model. Watch 
for these ads, tie in with your own cooperative advertising...Florence will help you! 


= 





a : 
Za v, —— 
000 HOUSEKERPING Ask Your FLORENCE Salesman for Details 

; . Se. Find out how FLORENCE helps you pay for your local advertising. Get FREE 
newspaper mats, FREE radio scripts, FREE display material ... when you tie in 
with this new cooperative plan. The new FLORENCE promotion will bring new 
customers into your store . . . make extra sales for you! 


Identify your store with the FLORENCE name 
. . « famous for over 70 years. 


" . - \ ' 7, é ¥ wi : at I ic Ac q 
Ne Ss ots : f 

“ ‘ a ’ ‘ - a < a 

GAS RANGES ¢ LP-GAS RANGES « ELECTRIC RANGES ¢« OIL RANGES U, CML Ee : 


COMBINATION RANGES * OIL-BURNING HEATERS | _ RANGES AND HEATERS 


@ FLORENCE STOVE COMPANY ... General Sales Offices and Plant: Gardner, Mass. Western Sales Offices od 
and Plant: Kankakee, Iii. Southern Plant: Lewisburg, Tenn. Other Sales Offices: One Park Avenue, N. Y.; ? 
1459 Merchandise Mart, Chicago; 53 Alabama Street, S. W., Atlanta; 30! North Market Street, Dallas. 
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Another SILENT BREEZE First, 
to Boost Your Sales and Profits 


Cut-awoy view of Silent 





Breeze ‘‘H.M Fan Pack- 
age (installed Now in- 


cluded in Gold Seal Line. 


Viiitili 
WHT} 
Hi) 


Fan and Motor 


ubricated for Life! 


It's here—lifetime lubrication—the new development that puts 





Silent Breeze Ventilating Fans another big step ahead of competition. 

This is such an important development that we're making it the 
distinguishing feature of a complete new line—the Silent Breeze 
Gold Seal Line—including all types of ventilating units for home, 


commercial and industrial 





use. 


5-YEAR GUARANTEE 


Every fan in The Silent Breeze 
Gold Seal Line carries a 5- 


Bearings of both fans and 
driving motors are self-lubri- 
cating. That is, they are pre- 
lubricated at the factory and year guarantee against de- 


then sealed for life. No fur- fective workmanship and 


ther lubrication is ever re- material. 


quired! 
See Gold Seal Silent Breeze 


on display at: 


Capitalize on this exclusive 
new sales feature of Silent 
WINTER MARKET 
AMERICAN FURNITURE MART 
Chicago, January 5-17, inclusive 
Space 32—17th Floor 


Breeze ventilating units. Make 
full use of the Silent Breeze 
Deferred Payment Plan that 
enables your customers to or- 
der today and delay first down 
payment till May. 


INTERNATIONAL HEATING 
& VENTILATING SHOW 
Grand Central Palace 


For complete details on the 
New York City 


advantages of selling Silent 
8 —— February 2-6, inclusive 


Breeze Ventilation, write or Spaces 625-626 








wire this office today. 





HOLCOMB & HOKE MANUFACTURING COMPANY, INC. 
1549 Ven Buren Street * indianapolis 7, indiana 


VENTILATING FANS 


Thy 
ATION py 





THE MODERN VENTILATING FAN FOR HOME © BUSINESS © INDUSTRY 





SOUTH ATLANTIC 





heaters. He says that the average 
range wiring cost is $55 and adds that 
a reduction in this cost is impossible 
“as long as there are far more jobs 
than wiring contractors.” His esti- 
mates for 1948 unit sales and present 
saturation are as follows: 2,500 re- 
frigerators (80%); 1,200 ranges 
(14%) ; 800 water heaters (5%) ; 700 
home freezers; 1,500 automatic and 
3,000 conventional washers (70%); 
300 ironers (3%); 3,000 radios 
(85%); and 3,500 vacuum cleaners. 


District of Columbia 


Serving the District of Columbia, is 
the Potomac Electric Power Co., with 
209,120 residential customers at the 
end of 1947 as compared with 203,058 
at the end of 1946. These customers 
annually used an estimated 1,735 kw. 
hrs. The utility will not merchandise 
in 1948 but will depend entirely on the 
250 appliance dealers in the territory 
to keep appliance sales at a high level. 
Prior to the war, there were only 100 
dealers in the region. To help the 
dealers, the utility plans specific cam- 
paigns on ranges and home freezers 
but not water heaters. Present wiring 
costs average $75. 

Mr. J. Bartlett, commercial man- 
ager, has estimated 1948 sales for the 
Potomac Electric Power Co. only. He 
feels that District of Columbia dis- 
tributor sales will grow approximately 
20 to 30 percent higher than the fol- 
lowing figures: 16,500 refrigerators, 
3,500 ranges, 2,500 water heaters, 2,000 
home freezers, 10,000 automatic and 
10,000 conventional washers, 2,000 
ironers, 65,000 radio sets, 9,000 vac- 
uum cleaners, and 6,000 television re- 
ceivers. Present saturation he esti- 
mates at 86° for refrigerators, 14% 
for ranges, 1% for water heaters, 42% 
for washers, 11°% for ironers, 138% 
for radios and 58% for 
cleaners. 


vacuum 


Virginia 
A total of 345,000 domestic cus- 
tomers buy their current from the 
Virginia Electric and Power Co., 


CONTINUED FROM PAGE 170 





Richmond. With an average annual 
consumption of 1,560 kw. hrs. This 
total of customers compares very fa- 
vorably with the 319,201 paying their 
bills at Virginia Electric at the end of 
1946. Tom D. Fulford of the company, 
says that today there are 1,500 dealers 
in the area served pre-war by 600. He 
summarizes conditions by the state- 
ment that “virtually everything is still 
under allocations”, that range wiring 
costs average $65, and discusses the 
question of consumer price resistance 
with the phrase “there is not enough 
equipment available to judge the effect 
of high prices on the average pur- 
chase”. Although the company does 
not merchandise, it plans specific cam- 
paigns on ranges, water heaters and 
freezers. 

Mr. Fulford’s estimate of 1948 sales 
is as follows: 50,000 refrigerators, 
12,000 ranges, 8,000 water heaters, 
2,000 home freezers, 10,000 automatic 
and 20,000 conventional washers, 2,000 
ironers, 150,000 radio sets, and 20,000 
vacuum cleaners. He gives saturation 
figures for water heaters only. This 
figure he places at 5.1%. 


West Virginia 


In Huntington, West Virginia, the 
Appalachian Electric Power Co. had 
31,543 consumers as of December 31, 
1947, a gain for the 29,024 on the com- 
pany’s books as of December a1, 1946. 
These customers consumed an average 
of 1,080 kw. hrs. in 1947, R. S. Mus- 
grave, commercial manager, said that 
the utility may possibly merchandise 
ranges and water heaters during the 
coming year if dealer sales decline. 
There are 60 dealers in the territory 
today as compared with the pre-war 
total of 15. They will receive help 
irom the company in the form of pro- 
motions on ranges, water heaters and 
home freezers. Gross sales of some of 
these dealers have been hampered ac- 
cording to Mr. Musgrave by competi- 
tion from the plumbing trades on dish 
washers, sinks and garbage disposals 
but not on water heaters. Mr. Mus- 

(Continued on page 176) 
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“AS HARRY, HERE, WAS JUST SAYING. . .” 
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Famous Sunkist suicit, a 
4 models. $26.95 - $39.95. (= = = | cia - | Handyhot predect, $12.95. 


Wringer and accessories 


THE GINGHAM 
BACKGROUND 


There are 26 distinctive Handy- 

hot quality electric appliances— 

all priced attractively. Look to 
Automatic toaster. $14.95. Handyhot for portable washers, Combination fan and heater 
A complete line of table the electric ice cream freezer, the for cooling or heating. 
appliances. Sunkist Juicit, fan-type heaters, $17.95. 

and a complete line of irons and 

table appliances. 


The Handyhot line is backed 
by full scale dealer promotions 
and continuous national adver- 
tising. 

Watch for the great 1948 
Handyhot Washer Promotion to 
be announced Jan. 10, 1948. SEE 
YOUR HANDYHOT DIS- 
TRIBUTOR FOR DETAILS. 


| 
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“Wandyhot 2ods-o7 


WORLD'S LARGES MANUFACTU k 


- 


Chicago Electric Manufacturing Sesineuaies pica 38, Ill. 
See us at the National Housewares Show, International Amphitheatre. Space No. 1216-18-20. 
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THE ONE AND ONLY TRADE-WIDE GUIDE 









STANDARD 


REFRIGERATOR 
AND FREEZER 


TRADE-IN MANUAL 
AND DEALER GUIDE 


TRADE"N DATA 

ON ALL MAKES OF 
HOUSEHOLD REFRIGERATORS 
MARKETED 

NATIONALLY 

SINCE 1928 

ADMIRAL 

APEX 


BELLEVILLE 
CAVALIER 
CHILRITE 
COLDSPOT 
COOLERATOR 
COPELAND 
CROSLEY = 
DALCO 

DAYTON 
ELECTROLUX 
FAIRBANKS-MORSE 
FIRESTONE 
FRIGIDAIRE 


PRAL ELECTR 






5 
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GALE 

GENERAL ELECTRIC 
GIBSON 

GILFILLAN 
GRINNELL 
HOTPOINT 

JEWETT 
KELVINATOR 
LEONARD 

LIBERTY Sa. inches 
MAYFLOWER . ; 64 Eo 
MERCHANT & EVANS A 67 aed 34 
MONTGOMERY WARD 8? 69 <= 
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O'KEEFE & MERRITT i8 
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STEWART-W ARNER 


TRUKOLD > 44 i a oe 
UNIVERSAL COOLER pss a 

UNIVERSAL (LF&C) a : ..-3—= 

WESTINGHOUSE Be, 3 n ——-¥ 

WILLIAMS ICE-O-MATIC sary 70 59-4 


1 


oy EE PEETTEYERETSUTETPEETERLEED EHTEL 


NEW? FREEZER SECTION 


ACTUAL SIZE 






PROTECT 
YOUR 


Use the Standard Trade-In Manual 








. ro ° P. 
ATLANTIC for correct identifications Hoag 
BEN BAR ° Scales 
fees and sound valuations. REFRIGERATOR Egg C 
BISHOP 

. P Bottle 
a Arranged and indexed for quick reference. Vapor 
a. AND FREEZER Porta 
COOLERATOR ° prot 
CO-OP 
CORONADO ¢ More than 1150 photographs PROFITS! pens 
DEEPFREEZE - Electr 
ESKIMO FREEZE . ~— Electr 
FIRESTONE « More than 3300 detailed listings Shave 
Masse 
FRIGIDAIRE e Authentic trade-i 1 . All appraisals Electr 
= c trade-in valuations Silver 
4 ~~ AL ELECTRIC have been revised aa 
GIBSON : s . 
GIBSO! * Operating information on to reflect tees 
® 2 = *,°% . - 
a oa Merchandising, Promotion and Reconditioning current market factors. Train 
IDEAL pes, 
KELVINATOR The internationally accepted trade-in authority rom 
KOLDMASTER on refrigerators! The standard reference sourc 
LEONARD throughout the United States and 27 Pee BE PREPARED Phot 
LOCKERATOR countries. USED by retailers, service operators, FOR YOUR 1948 ac 
LOUDON associations, power companies, wholesalers, 
MARQUETTE manufacturers, exporters, banks, pare REPLACEMENT SALES gr 
MARVEL economists, government agencies, libraries—in 
MASTERFREEZE fact, everyone who is interested in household 
MAYTAG refrigerator and freezer market data hieseee 
ORLEY NELDA Pub 
PAK-A-WAY tandard Refrigerator and Freezer ORDER YOUR 1948 ) i aaah an 
PHILCO. sat pec raph  Mogn ny TRADE-IN MANUALS NOW! _ 
= e F o — ph, - ‘ > & SS token. 5 use the convenient order coupon on _ 
STANZERO illustrations. 320 pages. Price—per py —Sé facing page. or send us your regular AME 
SUB-ZERO ( A.). Foreign Price—$7.! ntity price purchase order. FOMPANY 
VICTOR : STREET ADDR 
\ _ ZEROSAFE ‘a 
” STANDARD REFRIGERATOR TRADE-IN MANUAL (O., 503 West 43rd Street, New York 18, NW. Y. © Copyrighted 1947 erry 
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The STANDARD MERCHANDISE MANUAL— 1948 edition—‘‘America’s Blue Book of Gifts” The Who's Whe 


| en of America’s 
eececcas eeceececece Standard Brands: 


NOW AVAILABLE FOR THE FIRST TIME ees 
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in the history of appliance merchandising 


avin 

SELL AND HOWELL 
GEwDIX 

SISSELL 
BLACKSTONE 

ROI LEING 

b20!. Oma 
CaFex 
CARLTONWARE 









of Current Models of Top-Brand 
Television — Radios COLMAN 
Major Appliances — Traffic Appliances cooueeaton 
Clocks — Silverware — Pens & Pencils (rea Kine 


Typewriters — Photographic Equipment — 


CLASSIFIED, ARRANGED AND EDITED FOR osaematKe 
DOLLY MADISON 


EASY VISUAL COMPARISON OF COMPETITIVE FEATURES. sonnever 


OUCHESS 


an PICTURES 


pny sy SPECIFICATIONS 
Television - 
PRICES 


} OURING 
Deluxe Casebound Edition, coverea in blue synthetic ERERHARD FaRtE 
leather, gold stamped cover, 834 x 11/2 inches. Litho- owanns 
graphed on vellum. 933 photographic illustrations 
Price— + per copy —$5.00 (U.S.A.). Foreign Price — $6.50 — 
, rice List Avoilable on Reaves! : , comemest EMPIRE 
Quontity Price List Available ave = ESTATE 
EuRenA 
EVERHOT 
EVERSHARr 
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FARBERWARE 
FaRMSwoRTH 
FILTER QUEEN 
FLEX-SEAL 
FLOOR-O-MATIC 
FRIGIDAIRE 
FREE-WESTINGHOUSE 
FROSTAIR 
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GEWERAL MILLS 








HAMILTON BEACH 
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JUICE KING 
JOICE-O-maT 
KAISER 
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KEYSTONE 
TITCHENAID 
KOOAK 
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ice Cream Freezers ton 
Slicers - LIONEL 
Coffee Brewers MASTEN GRANDE 
Percolators tary 
a 
Scales uusarnoni 
Egg — wesco ; 
Bottle ‘armers WEW HAVER 
Bottie Sterilizers new Wout 
Vaporizers a 
Portable Heaters OWE: DA 
Sunlomps race 
Heat Lamps reared 
Heating ol a 
Electric Blank PILOT 
Electric Comforters rene 
PRESS-TO-maci( 
poate babe Oryers nee NELDA REGISTRATION IS FREE tea vicion 
: ’ to Electrical Merchandising Subscribers: camesten 
Electric Chimes REMINGTON-RANO 
Silverware If you wish to receive advance notification of REVERE 
Pens and Pencils Authentic 1948 product information! NELDA tue and services ae the ane it m 
Pusetls Playing Cords The Standard Merchandise Manual is the first publication to present just cond = —_ wal cord ep eae age Wil. ROGERS & SOws 
Typewriters a * sie ‘ on our private mailing list. ROLLS 
Electric Troins up-to-the-minute pictorial listings of most top-brand, nationally nonce 
Nate: Adininttine advertised and nationally distributed “consumer durables”. Here Samson 
is the impartial and authoritative appliance market guide, designed MAGAZINE AND BROCHURE EDITIONS AVAILABLE Scuice 


Still and Mini Cameras 
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Mathes Picheré Comores to moet the need for 7 standard reference in planning, buying, Rs Ridsitiies ad Wiiaialees ire 
Motion Picture Projectors = atey: > who contemplate mail pro- — 
Photographic Accessories © 933 PHOTOGRAPHS motions, we are preparing a sarte-conema 
© 1564 VERIFIED PRICES variety of standard and spe $008 cing 
. . ° \ooa wl 
A COMPLETE APPLIANCE @ THOUSANDS OF FEATURE DETAILS: cial releases. NELDA publi som-CHitF 
DEPARTMENT STORE IN PRINT Model numbers, rone price differentials, dimensions, materials, cations are designed upon cena te 
—WITH PICTURES! current consumption, finishes, capacity, applications and other sig- morket-tested principles to Peg 
nificant specifications. produce sales at a profit SUNBEAM 
©Copyrighted 1947 Wins: Ses aieaiin. SUNKIS 
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* 
NELDA Publications, Inc., 503 West 43rd Street, New York 18, N. Y. e 
Pease send me at once 4 REPRESENTATIVES WANTED 
copies of 1948 Standord Merchandise Manual @ $5.00* each. (Outside U.S.A. $6.50.) . Reputable residents in all major cities are 
copies of 1948 Standard Refrigerator & Freezer Trade-in Manual @ $6.00*%each. (Outside U.S.A. $7.50.) . invited an qualifications for acting 
Pr - “a Em @ as our authorized local representatives. Good 
N.Y. C. orders, please add 2% N.Y. C. Sales Tax . appliance trade following essential. Libéral 
AME * commission. v 
a waTttman 
COMPANY e WEAREVER 
, e wenstee 
REET ADDRESS \ ld P bli . wisine 
. " +] { | WESTINGHOUSE 
ory ZONE STATE . rt e a ul ia J0nS, he. A 
heck or Money Order []. Bill us per our Order No. (We pay postage on prepaid orders.) No. C.O.0.'s please. @ 503 W. 43rd Street, New York 18, N. Y. erEesen 
WOSOOOOHOOHSOSSSSOSSHSSSSSHSSSSHSOHSOHSESHHSSHOOOOOOSHOEEESOESEESS Specialists in Visual Merchandising and Selling Helps Tate & Tene 
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“TAS ABOUT TIME 


That's what men and women in every part 
of the country are saying about this odor- 
less, automatic disposal unit that’s opening 
a big, new, appliance profit field. 
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CaLCINATOR 


DISPOSAL UNIT 


ELECTRIC OR GAS 


Thousands of homemakers have already turned 
to this new appliance that makes pleasant their 
most unpleasant home task. Calcinator handles 
not only garbage but any burnable refuse. It 
promotes health—does away with the garbage 
pail .. . the one big attraction for disease- 
carrying rats and flies. It promotes safety— 
encourages daily disposal of burnable refuse 


and eliminates the need for outdoor trash fires. 


Calcinator is automatic—saves time, saves 
steps, saves trips to the alley . . . brings the 
most antiquated part of housekeeping right up 
to date. “It’s about time!” they say. And isn’t 


it about time for you to cash in on this money- 


SOUTH ATLANTIC 


eee CONTINUED FROM PAGE 172° == 


grave says that the only appliance that 
seems to have achieved normalcy in 
supply is the radio. He finds, however, 
some price resistance on most appli- 
ances. Range wiring costs go from $35 
to $45. 1948 appliance sales produc- 
tion and present saturation estimates 
are as follows: 2,000 refrigerators 
(75% ); 400 ranges (7%); 100 water 
heaters (1%); 250 home freezers ; 500 
autematic and 1,500 conventional 
washers (70%); 800 ironers (2%): 


3,000 radios (90%); and 1,500 vac- 
uum cleaners (65%). 








A branch of this same utility in 
Charleston, was serving 80,467 cus 
tomers as of August 31, 1947, at an 
average annual rate of 1,062 kw. hrs. 
This figure reflects a decline from the 
1946 total of 83,673 customers. The 
utility will merchandise ranges and 
water heaters this year and will re- 
ceive additional support from the a 
tivity of the 350 dealers who did the 
merchandising formerly attempted by 
175. Estimated sales for 1948 may he 
found in the accompanying table. 

H. A. Stroud, promotion manage: 
for the Monongahela Power Co. i: 
Fairmont, says that his utility is at 
tempting to reduce the $50 to $60 aver 
age range wiring cost in his territory 
by requiring bids for installation and 


by freeing installation for all dealers 
at present. 


He finds some price re 
sistance to the deluxe ranges and 
| radios, although appliance deliveries 
are by no means normal. 


The utility 
has acquired almost 10,000 new cus 
tomers in the past year, now listing 
130,500 as compared with 120,000 a 
vear ago. These consumers use an 
average of 1,010 kw. hrs. a year. In 
| addition to actively merchandising ap 
| pliances, the company will run cam 
paigns on ranges and home freezers 
| during the coming year. 





Dealers in 
| the territory have grown from the pre- 


war total of 242 to the present figure 
of 419, some 


of whom carry 
only. 


radio- 
Mr. Stroud’s estimates of 1948 ap 


pliance sales and the present saturation 
are as follows: 


(63%); 


water 


10,000 refrigerator: 
1800 ranges (48%); 500 
heaters (0.8%); 1,800 home 
freezers; 2,800 automatic and 12,000 
conventional washers (70%); 2,500 
ironers (6%); 20,000 radios (88%); 
11,000 vacuum cleaners (48%): and 
3,200 units of farm equipment. 

North Carolina 


Carolina Power & Light Co. at Ra 
leigh, with an average annual consump 





making appliance? Ask your distributor or 
write direct. 


BOILER COMPANY 
BAY CITY, MICHIGAN 
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tion of 2,000 kw. hrs., serves 168,300 
domestic customers as compared with 
144,507 a year ago. The utility does 
not merchandise according to T. B 
Smiley, residential and rural sales 
manager, but depends upon the area's 
765 dealers (500 pre-war) to carr) 

the ball. Like most other utilities, Mr. 
Smiley says consumer resistance to 

appliance prices is evident, and in addi- 


tion adds “this matter grows more 
serious daily”. 


He is also one of the 
three officials 


in the South Atlantic 
district who feel that the plumbing 
(Continued on page 180) 
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Only Recordio brings you 
these profitable 





TWO BRILLIANT NEW DEMOMEEA, 
FM MODELS FOR 1948 


— 


C 
THE Jowne 
Model 7D44 


A striking new RECORDIO Console built especially for 


c 
THE « Vetropolitan 
Model 7E44 


Trim, tidy and terrific is the description of this newest member 








of the famed RECORDIO family of fine home recording 


instruments. Offers simplified push-button selection of 


full FM enjoyment. Provides realistic radio or microphone 
recording—natural, noise-free FM from huge accoustical 
tone chamber—automatic phonograph—selective AM radio or microphone recording—AM-FM radio—auto- 


radio and built-in home-sound system. What an instrument! matic phonograph or built-in public address system. This 


What a profit-producer for you! Shown in blonde finish is one for the books your sales books! Shown in blonde 


Also available in rich mahogany finish. Also available in rich mahogany 


Here’s the line that’s big, beautiful and bountifully endowed with 
every desirable feature. RECORDIO offers your customers the fascinat- 
ing fun of original home recording in addition to advanced FM 


Recordi 


What's more, you can give them something no other ordinary radio T M REG U S. PAT OFF 


Y WILCOR-GAT 


Ze RECORDING sacle phonograph 


WILCOX-GAY 
CORPORATION 


CHARLOTTE, MICHIGAN 


and everything they look for in a fine radio-phonograph combination. 


dealer can—a complimentary recording disc made in your store. These 
are profitable “sales records” and they are yours with RECORDIO. 
Don’t cheat yourself... sell RECORDIO, the complete home enter- 
tainment instrument. 
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NHATTAN gavit In Canada ... Canadian MARCONI Company 
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For the next 10 years... 


\ppliance dealers tell us 1946 was the year they 
sold stuff that came back broke to customers who 
came back burned! 

You could sell anything in 1946—and it’s a shame 
that appliance dealers didn’t sell everything they had! 
Because early in “47, customers were asking Didn’t 
They Know There Was A War Over, and it was tough 
to sell anything ... that is, anything left over from °46! 

Of course those tin and plastics improvisations with 


the platinum prices can be held until they are antiques ... 


but smart dealers try clearance sales, or give the stuff 


to church bazaars or quiz shows—good publicity, and 


people don’t get sore at what they get for nothing! 


Too Late for the 1946 gravy train... TipToe 
could have made the date. but not the grade. After 
eiglity vears of making quality locks, hardware and 
keys. the name YALE goes on nothing ersatz, skimped 
or substitute. So TipToe had to wait for specification 
materials. thorough testing. 

But TipToe was in plenty of time for better iron 
business in the next ten years before any iron comes 
even close to it! 

It’s light weight sells every woman who lifts it... 
means no more backaches, strained wrists, tired arms 
from ironing! 

It's big tubular heating elements are cast-in... 
not exposed to air: can't oxidize, buckle, burn out: 
virtually indestructible . . 
heat that smoothes fabrics with less pressure. 

lhe big sculptured bakelite handle is comfortable 
in any position, ean be loosely held, is fully enclosed 
to protect the hand from metal heat and burns, 


kept cool by the ventilating deck underneath. 


. deliver a steady flow of 


And then there’s the exclusive TipToe two-in-one 
feature ... the toe that is used as a small iron for 
fine work, time-taking details, while four-fifths of the 


sole is off the fabric, risk-free from scorching! 


TipTokr is top quality in appliances . . . built to 
serve better, for a long time . . . backed by YALE, and 
worth all the personal backing, display, promotion, 
and demonstration a dealer can give it. National 
advertising in full color, starting in December . . . and 
superb displays in your store . . . will help familiarize 
women with TipToe. 

But priced at $17.65, TipToe has to be sold—and 
its $6.73 margin makes it worth selling! Every store 
demonstrating TipToe finds that in a few weeks it 
accounts for half or more of the dollar volume in iron 
sales, is a major profit item, brings two of three times 
the return revenue of other appliances and home 
furnishing items, for the floor space occupied! 

Don't think your trade won't take, doesn’t want 
TipToe! Some of its best sales records have been made 
“the other side of the tracks” {ny woman who does 
her own ironing, willingly finds the price of TipToe once 
she knows about it. And every user tells her friends about 
TipToe, makes neu customers! 

And don’t think your salespeople can’t sell TipToe! 
They re tired of junk appliances, get a kick out of 
selling quality—have a real incentive to sell in TipToe. 

If your distributor hasn't told you about TipToe, ash 
him why not, and to hurry up! It’s only the first of the 


YALE line of appliances, with more coming soon! 


Tue Yate & Towne Manufacturing Co., Electric 
Appliance Division, Empire State Bldg.. New York. 





TipToe ... light in weight, 3 lbs., 2 oz....large sole plate, 29.4 sq. in. 

...mew type cast-in tubular heating elements, completely covered, virtually indestructible, 

extra efficient ... separate element in toe... specially designed deck deflects heat, separates handle 
from oven ... very accurate temperature control, and dependable fabric dial 

... Bakelite handle, sculptured to fit the hand, lessens wrist fatigue, extends under fingers, prevents 
burns... reversible cord for right or left handed ironing... jointed sole plate that 


makes TipToe two-irons-in-one... more improvements than any other iron can show 
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-Today’s BIGGEST 
Washer Dollars 
are AUTOMATIC 


Dollar for dollar, to- 
day’s best buy in the 
washer field is the 
Automatic Duo-Disc 
Washer. 

Compare it withany 
washer costing $5 to 
$15 more. See how 
much more the Auto- 
matic offers in wanted 
features, in sparkling 
beauty, in rugged con- 
struction, in washing 
efficiency. 

Compare—and 
you'll see why the 
Automatic is a Best 
Seller for the more 
than 12,000 dealers 
profiting from the 
Automatic Washer 
Franchise. 


Write for name and address of 
your nearest Automatic Distributor 


Made in Newton, lowa Since 1908 by 
AUTOMATIC WASHER COMPANY 
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SOUTH ATLANTIC 





trades have hampered the sale of elec- 
tric water heaters through electrical 
channels. 

Phe utility will conduct specific cam- 
paigns on ranges and water heaters, 
none on freezers. At present it’s not 
taking any steps to reduce the average 
$65 to $75 range wiring cost. 1948 will 
see sales of appliances approximate 
these figures: 12,000 refrigerators, 
7,500 ranges, 5,000 water heaters, 1,000 
home freezers, 3,000 automatic and 
5,000 conventional washers, 1,000 
ironers, 35,000 radio sets, 10,000 
vacuum cleaners, 40,000 heating de- 
vices, 15,000 other motor devices and 
2,000 water systems. 

Present saturation in the territory is 


/ on refrigerators, 26% on ranges, 
9°% on water heaters, 15°, on washers, 
2) on ironers, 10062 on radios and 
206% on vacuum cleaners. 


Smallest of the North Carolina utili- 
ties to report is the Tide Water Power 
Co., with 30,000 residential and rural 
customers who annually pay for 1,250 
kw.-hrs. The company has grown 
December 31, 1946, 
when there were 24,517 domestic users 
of current. This utility will merchan- 
dise but has no specific campaigns 


wmwever, since 


planned. There are 55 dealers today 
as compared with 20 before the war. 
Other figures may be found in the 
accompanying table. 

Urban and rural customers of the 
Duke Power Co. in Charlotte, total 
332,640 as of July 31, 1947, the latest 
available date, as compared with 
310,310 on December 31, 1946. Their 
kw. hr. consumption is 1,650. Roy A. 
l’almer, merchandising manager, says 
that the company will merchandise 
this year but has planned no specific 
campaigns. He also reports that the 
average range wiring cost is $42 and 
that the utility has been successful in 
getting contractors to make bids on all 
installations, some of these bids being 
as low as $28.50. Mr. Palmer estimates 
saturation at 68% for refrigerators, 
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50°, for ranges and 10% for water 
heaters. 


South Carolina 


One utility, the South Carolina Elec- 
tric & Gas Co., Columbia, reported 
from South Carolina this year. Its 
customers who burn up 1,551 kw. hrs. 
a year, number 33,075 as compared 
with 29,290 a year ago. This is a non- 
merchandising utility, according to E. 
Leier, vice president, and depends upon 
its 175 dealers (pre-war 70) to build 
its load through appliance sales. The 
company will not conduct specific cam- 
paigns according to present plans. 

Average range wiring costs are $50. 
Mr. Leier estimates 1948 appliance 
sales and the present saturation as fol- 
lows: 9,000 refrigerators (79%) ; 3,500 
ranges (10°): 1,600 water heaters 
(2%); 600 home freezers; 450 auto- 
matic and 2,500 conventional washers 
(3%) ; 900 ironers (3%) ; 9,800 radio 
sets (99°); and 4,400 vacuum clean- 
ers (4514). 


Georgia 


Robert II. Giedd, director residential 
development department for the Geor- 
gia Power and Light Co. did not 
estimate average range wiring costs in 
his company, but said “So long as 
present new home construction con- 
tinues at the present rate nothing 
much can be done to reduce range 
wiring costs. However, the contrac- 
tors realize that costs must come down, 
and we are working on this problem.” 

His utility serves 16,816 customers, 
consuming 1,750 kw. hrs. per year, as 
compared with 15,049 customers last 
year. The utility does not merchan- 
dise, relying rather on its 113 dealers 
(65 pre-war) and plans no specific 
campaigns, other than the industry All 
Electric program. 

Mr. Gied«d estimates 1948 appliance 
sales and present saturation as follows: 
1,200 refrigerators (58%) ; 700 ranges 

(Continued on page 182) 











“WE CALL HER ‘MRS. VACUUM’—SHE PICKS UP ALL THE DIRT.” 
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PROVED and APPROVED 
27,000 USERS: 


Consumer rbcceptauce 
sells AGM Oil Water Heaters... 


Dependable Performance 


keeps them sold... 











DO YOU KNOW 


That AGM was the first oil water heater to offer practical 
automatic operation for the average home... 
That the exclusive AGM Pilot uses only 6/10 gal. of oil in 
24 hours; has been widely but never successfully imitated . . . 
That AGM was one of the originators of the oil water heater, 
has produced oil water heaters continuously for 11 years and 
has an unsurpassed record of satisfactory performance. . . 





Sell AGM and you sell: 


1. Automatic Operation— Detroit Lubri- 4. Longer Life Heavy-duty, 300 lb. 
cator float valve meters oil to burner as_ test tank gives long-term satisfaction 














required to maintain proper water tem- 
perature. Draft regulator automatically 
regulates draft for proper combustion. 
2. Economy of Operation The most 
efficient oil pilot in the industry, patented 
and exclusive. A 6-inch diameter steel 
tube center flue presents lots of radiation 
surface to surrounding water. 

3. Low Heat Loss— Moisture resistant 
and non-packing fibre glass fills space 
between tank-top and jacket top. Dead 
air space insulates sides. 


Patented AGM pilot does not overheat 
tank. 

5. Attractive Appearance Beauty in 
baked Harmony Tone enamel. 1-piece 
steel jacket is white with pearl gray trim. 
6. Ease of Servicing — Comfortable 
access through big service door. Built-in 
fuel-line clean-out tool minimizes fre- 
quency of burner cleaning. AGM Pilot 
burner is removable for cleaning or 
repairing by simply unscrewing a single 
nut on burner support rod. 


Write today for name of distributor nearest you—and complete product-price- 
franchise information on these 20 and 30 gallon capacity AGM Water Heaters 








AMERICAN GAs MlacHnine COMPANY 


ALBERT LEA, MINNESOTA 


Continuous Manufacturing Experience since 1896 


Water Heaters...Space Heaters...and AGM Outdoor Appliances 
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EET THE TEAM 


——— 





a 
THE “‘TEAM’’ 


She (Center, at head of table) 
JOHN GANZER 
President 
(Left to right, around table) 
RAY CHAMPION 
Advertising & Sales Promotion 
Manager 


JOHN UNGER 
Service Manager 


REX SANFORD 
Treasurer and Office Manager 


NJORD ZETTERLUND 
Engineer in Charge of 
Electrical Design 


MR. GANZER 
ED FRYKDAHL 
Engineer in Charge of 
Cabinet Design 
RALPH SCHRANDT 
Works Manager 


PHIL BOURNE 
Director of Purchasing 


as \ JHEN a decision is reached by these eight men 
\ sitting around this table, Coolerator goes into 

action. It takes just about as long as it takes each of 

these men to get to his desk. There is no red tape. 


239)5 We at Coolerator take pride in the swift precision 

ae and simplicity with which we get things done . . . meet 
DULUTH emergencies . . . adapt to changing conditions . . . stay 
right on the beam in producing fine refrigeration to 
meet public need. 


We owe what we like to call our flexibility to our 
Management Committee... the men shown above 
who head up the major departments of The Coolerator 
Company. It is no accident that these men are shown 


7 in their shirt sleeves—this is a working group. 
DULUTH 





Each of these men speaks with complete authority 
| for his department. He knows ALL about it . . . can 
answer instantly any query about its personnel, its 
equipment, its production problems. 


a nr 9 " 2 
— lhat’s why Coolerator leads with new developments 
sila | , in electric refrigeration, gives its Distributors and 
a» Dealers a clean, “‘live’”’ line, makes Coolerator such a 


desirable concern with which to be associated. 





REFRIGERATORS AND FREEZERS 


THE COOLERATOR COMPANY, DEPT. EM-18, DULUTHI, MINNESOTA 
COOLERATOR DISTRIBUTORS THROUGHOUT UNITED STATES AND CANADA 





ST. LOUIS, MO Stanley Distributing Company 
AKRON. OHIO ole SRETNA. LA Russell Applhance Co ST. PAUL, MINN Campbeli-Stenson Co 
ALLENTOWN, PA . ark & Company HOUSTON. TEXAS Straus- Frank Company SALT LAKE CITY, UTAH Gienn Earl, Inc 
ATLANTA. GA e Yancy i HUNTINGTON. W VA Van Zandt Supply Co SAN ANTONIO TEXAS General Appliance Company 
BA MORE Ww S NDIANAPOLIS IND Apoliarce Distributing Co SAN FRANCISCO CALIF McCormack & Company 
BANGOR MAINE JACKSON, MISS seneral Refrigeration & Appliance Co SAVANNAH. GA The Yancy Co. 
BIL 3S, MO JACKSONVILLE, FLA Consolidated Automotive Co SCHENECTADY, N.Y LeValley, McLeod, Kinkaid, Inc. 
BIRMINGHAM. ALA KANSAS CITY, MO Enterprise Wholesale, Inc SEATTLE, WASH Seattle Radio Supply, inc 
BOSTON. MA KNOXVILLE, TENN C.M. McClung & Company SIOUX FALLS. S. DAK G. W. Onthank Company 
FFALO.N ITTLE ROCK, ARK Gunn Distributing Co., In SPOKANE, WASH Prudential Distributors, inc 
BURLINGTON LOS ANGELES, CALIF Sues, Young & Brown Co., Inc SPRINGFIELD, MASS The Burden-BryantCo., Inc 
‘ ANTON OHK LOUISVILLE, KY Ewald Distributing Cc SYRACUSE, N.Y Paul Jeffrey Company 
HARLOTTE MEMPHIS, TENN Shobe. Inc TOLEDO, OHIO Walding, Kinnan & Marvin 
HATTANOOGA MILWAUKEE. Wisc Taylor Electric Co UTICA, N.Y Horrocks: Ibbotson Company 
4IC AGO NASHVILLE, TENN Keth-Simmons Co., In VINCENNES. IND Ebner Appliances Distributors 
YCINNATI. OH NEW HAVEN. CONN American Distributors, Inc WASHINGTON DC Vid Atlantic Appliance Dist 
EVELAN ni NEW ORLEANS. LA Modern Appliance & Supply Co WICHITA. KANSAS McGrew Distributing, inc 
)LUMBUS, OHIO NEW YORK,NY D. W. May Corporatior WILKES-BARRE, PA Kile- Jacobs, Inc 
DALLAS. TEXAS NEW YORK—EXPORT J. 4. Latham—/70 Pine St WILLMAR, MINN Minnesota Electric Company 
AVENPORT. IOWA OKLAHOMA CITY, OKLA Jenkins Wholesale Divisior YOUNGSTOWN, OHIO Cleveland Radiolectric Company 
DAYTON, OHIO OMAHA, NEBR 5. W. Onthank Company Canadian Distributors 
DENVER, COLO PHILADELPHIA, PA Elhott-Lewis Electrical Co CALGARY. ALBERTA Metals, Limited 
S MOINES. IOWA ’ PHOENIX. ARIZ Albert Mathias Co EDMONTON ALBERTA Metals. Limited 
DETROIT, MICH ny PITTSBURGH PA } A. Williams Co MONTREAL, QUEBEC Franke, Levasseur & Co., Ltd 
i TH. MINN PORTLAND. ORE Bargeit Supply NEW WESTMINSTER, BC Associated Distributors, Ltd 
EL PASO, TEXAS ny PROVIDENCE. R | Providence Electric Co REGINA, SASK General Equipment, Ltd 
t RAN Y v RAPID CITY. S. DAK Hill's Gas & Appliance Co TORONTO, ONTARIO Bailey Industries, Ltd 
a Y DAK 0 RICHMOND, VA Wyatt-Cornick, Inc VANCOUVER. B C Associated Dist.. Ltd 
RA RAPIOS MICH ’ ROCHESTER, N.Y Bickford Brothers Co WINNIPEG, MANITOBA Consolidated Ind., Ltd 
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(27%); 500 water heaters (22%); 
250 home freezers; 400 automatic and 
500 conventional washers (5%); 100 
ironers (1%) ; 3,500 radio sets (90%) ; 
200 vacuum cleaners (11%) and 50 
roasters. 

Also in Georgia is the Savannah 
Electric and Power Co., serving 30,600 
customers today as compared with 
28,713 a year ago. According to J. L. 
Davidson, sales manager, the customers 
of this merchandising utility use 1,730 
kw. hrs. per year. The number of 
dealers in the area today is 100, just 
exactly twice the pre-war figure. Mr. 
Davidson has not yet found any evi- 
dence of consumer price resistance. He 
places the average wiring cost at $45 
and says that efforts to reduce this 
figure are being made through contacts 
with contractors. 

He has provided no saturation per- 
centages but estimates that in 1948 ap- 
pliance sales will approximate these 
totals: 2,000 refrigerators, 1,000 
ranges, 1,000 water heaters, 200 home 
freezers, 500 automatic and 2,000 con- 
ventional washers, 200 ironers, 5,000 
radio sets and 1,000 vacuum cleaners. 

According to W. B. Farnsworth, 
merchandise manager, the Georgia 
Power Co., Atlanta, has 298,300 
domestic customers today as compared 
with 271,925 a year ago. The average 
annual kw.-hr. consumption is 2,103. 
Mr. Farnsworth estimates that the 
pre-war total of 500 dealers in the area 
has grown to 2,000 and these dealers 
will be assisted by utility campaigns on 
ranges, water heaters and freezers “if 
conditions warrant.” The utility will 
merchandise in 1948, says Mr. Farns- 
worth, who adds that deliveries are 
not normal and there is some resistance 
to prices by the consuming public. The 
average range wiring cost is $52.50 
and this figure may eventually be re- 
duced through “working with local 
people.” The plumbing trades have 
not hampered the sale of electric water 
heaters through electrical channels. 

Mr. Farnsworth’s estimated 1948 
sales and current saturation are as fol- 
lows: 42,300 refrigerators (75%); 
20,600 ranges (25%); 10,900 water 
heaters (15%). 


Florida 


Robert H. Giedd, mentioned above 
as director of residential development 
for the Georgia Power and Light Co., 
holds the same position with the Flor- 
ida Power Corp. He reports that 
latter utility serves 74,200 consumers 
as compared with 65,586 a year ago. 
They pay for an average annually of 
1,700 kw. hrs. The number of dealers 
has grown from the pre-war figure of 
180 to a current total of 290. No spe- 
cific campaign will be conducted on 
appliances other than those provided 
for in the Electrical Living program. 

Mr. Giedd’s comments on range wir- 
ing costs are substantially the same as 
they were for the Georgia Power & 
Light Co. He estimates 1948 sales and 
present saturation as follows: 7,000 re- 
frigerators (61.1%): 4,000 ranges 

(Continued on page 184) 
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May I Bullenhole” You? 


. says Miss White Cross. I’ve had so many bouquets thrown at me this 
past year, I can’t wait to hand out some posies in return. 


So stop by any time and [Il “*buttonhole”’ you with a White Carnation. 


FU tbe leading a doulle life lo do ud, loo—al 


SPACE 1475 SPACE 201 
THE MERCHANDISE MART THE INTERNATIONAL AMPHITHEATRE 
January 6 to 18 January 15 to 22 








) 
d u rhey tell me Imagine me 
‘ - . . + . oe 
I’ve got quite a line! winning a beauty contest at 55! 
Gas and electric Coffee Vacs and Table Top That’s what happened, when word got around 
Stoves ...Waffle Bakers and Sandwich Grills... Heating about the beauty of “Matched Design” styling... backed 
Pads and Electric Blankets ... Lightweight and by more than 55 years of producing top quality appli- 


Standard Irons . . . the exclusive, patented AIRDROME ances that sell and satisfy. 
Smokeless Broiler ’n Cooker. 


Come tn and see fer Yourself! 


. why White Cross is America’s fastest growing line of electrical appliances. 





Manufactured by National Stamping and Electric Works, Inc., Chicago 24, Illinois 


Subsidiary of EUREKA WILLIAMS CORPORATION, Bloomington, Illinois 
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The THERMOSCOPE is a temperature-indicating | 
device. It shows on its dial in fabric markings — 
rayon, silk, wool, cotton, linen — the operating temper- 
ature of the working surface of this electric iron. It 
is of decided advantage to the user in providing a 
reliable guide in the choice of the proper heat for 
the work at hand. It helps to make this iron a better 


and more efficient household labor-saving device. 


That is just another reason why this latest Ameri- 


can Beauty adjustable - automatic electric iron is so 
frequently preferred by users everywhere. | 


ESTABLI SHEDS 


AMERICAN ELECTRICAL HEATER COMPANY 
DETROIT 2, MICHIGAN 








PAGE 184 





SOUTH ATLANTIC 





(25.2% ) ; 4,000 water heaters (25%) ; 
500 home freezers; 1,500 automatic and 


2,000 conventional washers (32%); 
250 ironers (339): 12,000 radios 
(95° ): 1,000 vacuum cleaners (42%) 


and 600 roasters. 

the three South Atlantic 
utilities which has not perceived any 
consumer price resistance, is the Tampa 
Electric Co., of which M. T. Anthony, 
sales manager, reports that the number 
of customers has grown from last year’s 
total of 56,473, to a present total of 
61,300, with an average of 1,450 kw. 
hrs. pet The 114 dealers in the 
than the 
and will be pri- 


One of 


year. 


area are considerable more 
pre-war total of 25, 
marily responsible for increasing the 
load of this non-merchandising utility. 
Average range wiring costs in the area 
Mr. Anthony at $60. 


ind saturation figures 


are juoted by 
Estimated sales 
mir 
table. 

Biggest of the utilities in the Penin- 
sula State is the Florida Power & Light 
Co., with 217,330 residential and rural 


customers who consume an 
1 


be found in the accompanying 


average oO! 
13 kw. hrs. a year. Last year, the 
sent bills to 190,359 cus- 


. 


ut‘lity only 
tomers Keele, assistant general 
sales manager, says in reference to our 
question on consumer resistance to ap- 
pliance prices, has not found 
any appreciable resistance to “preferred 


brand merchandise”. We asked Mr. 
Keele what his company was doing to 


that he 


reduce the average $50 range wiring 
cost for new homes. He said “The ag- 
gressive promotion of adequate wiring 
which will result in more wiring jobs 
with consequent lower cost per job. 
95% of all homes built in the Greater 
Miami area are equipped with 60 am 
pere service facilities.” 

1,500 dealers for business 
today in an area served prior to the 
var by 1,000. The utility will not 
merchandise in 1948 and will run no 


are open 
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campaigns on specific appliances until 
equipment becomes more plentiful. Mr. 
Keele estimates 1948 sales figures like 


this: 25,000 refrigerators, 12,000 
ranges, 10,000 water heaters, 4,000 


home freezers, 4,000 automatic wash- 
ers, 10,000 conventional washers, 4,000 
ironers, 50,000 radio sets and 8,000 
vacuum cleaners. 
re- 
; electric ranges, 30% ; 
water heaters, 18%; washers, 30%; 
ironers, 5%: vacuum cleaners, 40% 

Last of the companies to report from 
Florida is the Gulf Power Co. of Pen- 
sacola, which with a consumption rate 
of 1,776 kw. hrs. lists 32,360 domestic 
customers, a figure in excess of the 
28,703 served last year. Mr. L. T. 
Smith, Jr., sales promotion manager 
of the company, says that it will mer- 
chandise this year, and has 
planned specific campaigns for electric 
ranges and electric water heaters, cam- 
paigns which ~hould help the 60 dealers 
now serving the territory served before 
the war by 30 

Mr. Smith found that appliance de- 


Present saturation figures are: 
frigerators, 75% 


during 


liveries 


ire about normal on upright 
water heaters, vacuum cleaners, auto 
matic washers and ironers. He has 


discovered no return to normal, how- 


ever, on refrigerators, ranges, table 
top water heaters and conventional 
washers. He says that the plumbing 


trades have hampered the sale of elec 
heaters through electric 
channels, because “some plumbers will 
not give prompt service on installa- 
tions unless they make the sale”. Aver- 
age range wiring cost is $55. 

Mr. Smith estimates 1948 appliance 
sales and present saturation as follows: 
3,000 refrigerators (52%); 1,800 
ranges (209%): 600 water heaters 
(10°); 200 home freezers; 600 auto- 
matic and 800 conventional washers 
(100%): 100 (1%); 5,000 


radios (99°): cleaners (30%). 


tric water 


ironers 
600 
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“WHAT DO YOU HAVE THAT WILL GET US THROUGH THE OATMEAL IN THE MORNING!” 
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HOT BOY 








By BY PA By PA PA PA PA PA a PY ho 






















== 
Y 


HOT BOY offers you the greatest merchandising opportunity 


mE 


Model 60-A 
Manual 








today, Mr. Dealer. Low original cost and low operating cost 
make it the buy in modern heating today. This sensational gas 
heater is sold like other major appliances. There are no trade-in 
worries, no installation troubles to beat down your profit margin. 
Outstanding features distinguish and se// this fine, modern unit. 
For instance, an extra-heavy steel, streamlined tubular heat ex- 
changer is brazed instead of welded for super strength, and 
designed for maximum heat radiating surface. A large sixteen 







CLEVELAND 15 
OHIO 
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Model 60-B 
Fully Automatic 


A SUBSIDIARY OF THE COR-O-AIRE HEATER CORPORATION 
























DEALERS! 
You will want to sell 
the post-war HOT 
BOY. Here’s why! 
HOT BOY assures 


sales 52 weeks a year 





—a packaged major 
appliance for homes, 


apartments, and 


CVV yyy’ rv 9 


cottages as well as 
offices, shops, and 
business places of 
all types. 





FOR ALL TYPES 
OF GASES 


























inch slow speed high air volume delivery fan circulates warm 
filtered air, and there is an abundance of that air, clean air..... 
Thousands of HOT BOYS are today heating homes, apartments 
and business places of all kinds with unbelievable satisfaction. 
All the construction and performance features plus outstanding 
economy make HOT BOY a top item for the aggressive dealer. 


Your market is unlimited with HOT BOY. Tens of thousands 
of out-moded, inefficient heating systems are crying for replace- 
ment....and the gigantic new construction market is 


your opportunity. 


Delivery now —no waiting. HOT BOY is shipped complete in 
a package and installed as easily as a gas range with a minimum 
of service. Write for the complete story and merchandising plan 
on HOT BOY. Don't miss this double-take on profit. Get set 
with HOT BOY. 


CLEVELAND 15, OHIO 
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HERE’S A HOT ONE FOR 


The New General 


Nothing like it ever warmed the American bed! 

There's nothing that can ruin a guy’s sleep like his own 
cold feet. 

Nothing, that is—unless it’s the cold feet of his wife. 

Our ancestors used warming pans. took hot bricks to 
bed. invented the hot water bottle. They got only tempo- 
rary comfort at best. 

But now there’s a new way —an automatic way —to take 


the shiver out of sleep. 


It’s the new General Electric Footwarmer— the first 


appliance of its kind, 





PAGE 





186 


General Electric Footwarmer. 


blue. or green. 
















In pastel shades of rose, 





We 


WARM RECEPTION GUARANTEED! 


How many people are actually kept awake by cold 
: feet? Are there enough customers to make this a 
really profitable item? 


Read the replies to our special consumer survey 


—and see for yourself! 


7 out of every 10 said one or more family mem- 


bers were troubled by cold feet. 


7 out of every 10 expressed a definite favorable 


interest in an electric footwarmer. 


It's a brand-new untapped market—a market 


with big possibilities! 





rT OUST 





JANUARY 


COLD FACTS ON COLD FEET 


Doctors, scientists, physiologists agree that 
cold feet are one of the most common causes 
of discomfort—one of the chief reasons for 
restless sleep. Here's what they say: 


Feet are usually the first part of the body 
to become cold. Poor circulation, low tem- 
peratures, chilly sheets, and drafts restrict 
the flow of blood. 

Cold feet usually don’t warm up by them- 
selves. They require outside help. W ar time 
sleeping bag tests proved this need. 

If a person’s feet are really cold, it is al- 
most impossible for him to get to sleep. 

If a person’s feet are warm, he is usually 
warm all over. 


(Some good points to point out to your 
customers!) 
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COLD-WEATHER SALES— 


Electric KFootwarmer! 


Here it is! 


The most efficient, the lowest- 
priced method ever devised for 
nightlong sleeping comfort. And 
here’s how it works: 


1. Long and lightweight —a beautifully de- 
signed covering, 36 x 17 inches. Can be cen- 
tered over feet of one person, or spread over 
the feet of two. 


2. So convenient to use — just slip Footwarmer 
between top sheet and blanket above, and 
turn on the switch. 


3. Gives gentle, steady warmth—automatically 
controlled by 3 thermostats. Just right to 
keep feet snug and cozy without causing 
perspiration. 

4. Waterproof construction—electrical system 
completely sealed. 


5. Launders like a dream—material preshrunk, 
Directions included. 


6. Low purchase price. 


7. Low operating cost—averages about ¥¢ per 
night. 


8. Many extra uses—a warm shawl for grand- 
ma. A great comfort to arthritis sufferers. 


NO! IT’S NOT 
“JUST ANOTHER” HEATING PAD! 


A heating pad is designed to give concentrated heat for 
a short period of time. Even at lowest temperature, feet 
would perspire. It’s bulky and awkward for bedtime use. 

The new General Electric Footwarmer has a low oper- 
ating temperature. Extensive tests were made to deter- 
mine exactly the right degree of warmth to keep feet 
comfortable all night through. 

It’s more than three times as large as a heating pad. 
Less bulky because it contains no padding. And it uses 
much less current! 


ate 


General Electric Footwarmer “defrosts” cold toes—keeps feet snuggle-warm all night long. 





STOCK UP! STACK UP! SELL! NOW! 


Make hay while the snow flies! January, February and March 
are “cold-feet” months—perfect months for Footwarmer sales. 
Genial Art Linkletter on “The G-E House Party ™ is telling 
your customers about this new idea in sleeping comfort—telling 
them to buy now—from you! 
So set up a display of Footwarmers in a good traffic spot. 
Specification sheets—and consumer folders that will send cus- 
tomers hot-footing it to your store—are available on request. 
Contact your distributor today! Turn cold feet into cold cash 
with the new Footwarmer. General Electric Company, Appliance 
and Merchandise Department, Bridgeport 2, Conn. 


GENERAL @ ELECTRIC 
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A colorful display card comes with 
every carton of 6. And there’s a spe- 
cial sheet of helpful sales hints, too. 
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REPLACEMENT 


KITS NOW! 





The Monotube Replacement Kit (in 6-inch 
and 8-inch sizes) contains everything you 
need to replace a worn-out coil of almost 
any type—all in a single handy package 
(Note: Order pan-rings separately. They 
are not included in Replacement Kit pack- 
age.) Each kit includes: Coil assembly (with 
lead wires), clamp, removable triangular 
coil support, and fittings. 





The new Monotube |-piece pan-ring sim- 
plifies your replacement job... takes less 
time to install gives a neater job... 
fits A-, B-, or C-type openings. Equipped 
with exclusive divider spring clips for wider 
adaptability ond snugger fit. Available in 
oll popular sizes. 
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The Ideal Replacement Unit 


» The sensational Thermo-Kleen Monotube made range history in 1947— 
its first year. Now is the time to plan your biggest replacement year for 1948. 
Electric range users everywhere are awake to the need for modernizing their 
present ranges with Monotube—the world’s fastest-heating surface unit. 


Only the Monotube has the single, free-end, nonwarping Monotube coil—only 
the Monotube has all the features that have put it in a class by itself. 


Order stocks of Monotube Replacement Kits and Adaptor-Rings now and 
cash in on the tremendous replacement modernization market in your own 
locality. We have just issued a new Replacement Unit Manual which makes 
ordering as easy as ABC. Send for a copy today. 


TUTTLE & KIFT, Inc. 


Manufacturers: Domestic and Industrial Heating Units—Switches— Controls 
1823 North Monitor Avenue, Chicago 39, Illinois — Cable Address: TUTTLE KIFT 
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World-Wide Distribution: BRITISH ISLES—Ferro Enamels, Ltd., Ounsdale Road, Wombourne, Wolverhampton, England... SCANDINAVIA AND EUROPE 
(Except France)—Ferro Enameling Corp. of Holland, V. Helmonstratt Voltastraat, Rotterdam (West), Holland... AUSTRALASIA—Ferro Enamels (Australia 


Pty., Ltd.), Bourke Road, Alexandrie N. S. W., Australia . 


.. FRANCE AND POSSESSIONS—Societe Anonyme Pour L'exploitation des Procedes Ferro, 3 Rue 


Saint Georges, Paris 9 e, France... SOUTH AFRICA —Ferro Enamels (Pty.), Ltd., Johannesburg, South Africa... BRAZIL—Ferro Enamel S. A., Caixe Postal 


2948, Sao Paulo, Brazil 


.. ARGENTINA, URUGUAY, CHILE AND PERU—Ferro Enamel S. A., Gibralter 1365, Avellaneda F.C. S., Argentina... MEXICO 


—Ferro Enamel de Mexico S. A., Edificio C. |. B. A, Guerrero No. 2, Desp. 309-310, Mexico, D. F. . .. CANADA — Ferro Enamels Canada Limited, 


Oakville. Ontario, Canada 


ALL OTHER COUNTRIES —Ferro Enamel Corporation, International Division. Cleveland. Ohio. 
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KENTUCKY 





region, comprising the states of 
Kentucky, Tennessee, Alabama TENNESSEE : We 4250 
and Mississippi, 10 utility companies, | 
serving 930,126 domestic electric cus- 
tomers, compared to 833,709 customers x 
the year previous, reported on estim- —acapets oe + ee 225 
ated 1948 appliance sales in their ter- : 
ritories, the number of dealers in : i 
business and their merchandising plans. MISSISSIPPI ve 4 Pit”. 


Piso the East South Central 








ESTIMATED 1948 SALES 


Probable sales volume for 1948 in 
the South Atlantic region shows the 
following : 

On refrigerators, nine companies, 
serving 877,126 domestic customers, bs ¥ ie 4150 
estimate that a total of 92,825 refrigera- 
tors will be sold in their territories, or 
106 refrigerators per 1,000 customers. a | 
On electric ranges, the same nine com- ¢ OF nari ER Se RR i SE ' ——4 (25 
panies estimate that 26,460 units will 
be sold, or 30 ranges per 1,000 cus- 


GE East South Central Income 
- gm U.S. Income 














ALABAMA 



































| 
tomers. The same companies estimate ‘ | | 
i | 
water heater sales at 16,910 units, or : 100 
19 per 1,000 customers. Estimates on 1939 i940 —s 1941 1942 1943 1944 1945 1946 1947 


home freezers are supplied by only 
seven companies, serving 590,469 cus- 





























tomers and show probable ’48 sales of soe 
7,300 freezers, or 12 per 1,000 cus- 13g per 1,000 customers and vacuum their own merchandising plans. Six on the subject of consumer resistance 
tomers. ight companies, serving 822,- cleaners at 27,650 units, or 34 per of the ten companies will sell appli- to prices—it’s definitely here. 
994 customers reported on washing 1.000 customers. inces ; four will not. Specific campaign 
machines. They felt that automatics plans call for electric range promo- INDIVIDUAL COMPANIES 
would account for 28,000 units and DEALERS SERVING TERRITORY  ‘'0" by five companies out of seven 
conventional machines for 47,400 units reporting on the question ; water heater Kentucky 
—a total of 75,400 washers, or 92 per There were 887 electrical appliance drives by six of the seven and home 
1,000 customers. The same eight com- retailers serving the East South Cen- freezer activity by four utilities. Three Kentucky utility companies 
panies estimated that 6,220 ironing tral region before the war, according \ll ten of the reporting utilities in contributed to the survey this year. To- 
machines would be sold, or eight per to estimates of nine utilities. Today, the area agree that appliance deliveries gether they serve 306,819 of the Blue 
1,000 customers. Radio sets are figured _ the figure stands at 2,085. The utilities are far from normal at the present TASS state’s residential customers, 
by eight companies at 113,500 sets, or themselves are about evenly divided on — time and the same unanimity is shown (Continued on page 190) 
ELECTRICAL APPLIANCE MARKET DATA—EAST SOUTH CENTRAL 
| 
| Aver. | DO You 
NUMBER OF | Kw.-Hr.| NUMBER |PLAN TO 
CUSTOMERS | Con. | ae 
| (Urben & Rural) an | PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1948 SERVING CHAN 
x 
| thon ey | DISE? 
| bel | 
| Electric | Washers | 
Refrig- Elec- Water Redio Vacuum) Refris- Weter Home -  -— ——_- Redio Vecuum 
Dec. 31, Dec. 31, | 1947 | erators tric Heet- Wash- lroners Sets Cleaners) erators Renges Heaters Freezers Auto- Conven- lroners Sets Cleaners’ Pre- Jan. | Yes No 
1947 1918 Renges = ers ers matic _ tional wee 1948 
% % % % % % % | (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) 
| ~| il 
KENTUCKY 
Kentucky & W. Ve. Pwr. 
pie wsaxens a 72,209 45,842 937 , - : . ; ‘ 8,000 2,000 750 500 3,000 17,000 500 5,000 1,500 20 233 
Lowisville Ges & Elec. Co.| 108,000 105,500 | 1,339 70 20 15 60 10 98 = | 12,500 2000 1,500 2,500 2000 8,000 750 20,000 7,000 125 275 | 220 
Kentucky Utilities Co.....| 126,610 114,385 | 1,165 | 70 14 5 68 25 89 55 9000 3,000 2,000 1,200 6,000 1000 15,000 2000 310 562... x 
| 
| 
TENNESSEE 
Knoxville Utilities Board 53,000 50,397 | 3,300 89 ac 23 . . ; é , ; 43 82 » 8 
Memphis Lt, Ges & 

Water Div... .. ; 84,000 73,753 1,402 70 5 1 45 2 95 65 15,000 1,000 1,000 750 41,750 2250 1,250 17,500 1800 172 283 x dud 
Nashville Elec. Service 63,700 59,969 3,350 77 52 29 ‘ , 7,500 5,000 3,000 500 3,500 6,000 850 15,000 3,500 34 «181 | - 8 
Elec. Power Board of 

bs 48,950 45,443 | 3,659 78 60 29 50 5 95 60 700 5,000 3600 1,000 3,000 5,000 600 7,000 5,000 = Ui... 8 
| 

ALABAMA 

Alabama Power Co.. | 232,525 203,730 | 1,719 53.8 18.6 8.8 : 16,500 4,000 3,400 5,750 270 14,000 850 500 x 
Birmingham Electric Co. 87,000 83,789 1,325 75 11.5 2.1 40 3 95 30 12,125 2460 860 850 3,000 9,150 1,000 20,000 6000 125 175 x 
MISSISSIPPI 

Mississippi Power Co. | 54,132 50,701 1,300 47 8.8 3.6 . : ° : 5,250 2,000 800 26 167 . 
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LECTRICAL 
APPLIANCES 


FOR A QUARTER OF A CENTURY 
THIS TRADE MARK HAS STOOD FOR 
“QUALITY AT POPULAR PRICES” 


Famous “Never-Boil” EMPIRE 
Electric PERCO-DRIP 


method of coffee-making 
extracts only the desirable 
oils to produce clear, rich 
coffee of truly distinctive 
flavor. Starts percolating in 





60 seconds. Attractive, 
modern design, polished 
seamless aluminum with EMPIRE 
cool ebonized handle, PERCO-DRIP 


scratchproof feet, patented  “'**t""* “oter-Maker 


heavy-duty direct-heat immersion element and 
insulated valveless pump. In 9-cup size at 
present. 





Smartly modern chrome finished 
EMPIRE ELECTRIC TOASTER 


offers outstanding 
convenience features. 
Handles two large 
bread slices, turns 
them by a flip of the 
door. Has large flat 
top for toast-warming. 
Extra large Nichrome 
heating element offers 
large heating area for 
uniform toasting. Durable construction, black 
enameled base, scratchproof feet, large cool 
handles. A quality toaster at popular prices. 


EMPIRE FOCAL-RAY 
ELECTRIC LANTERN 





is the favorite of sportsmen, 
farmers, motorists—all who 
need handy, dependable, 
versatile night - lighting. 
Changes from wide-spread- 
ing floodlight to a powerful 
spot at a quick turn of the 
lens head. All-position pivot 
base turns the beam in any 
desired direction. 








THE METAL WARE CORPORATION 


NEW YORK 
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TWO RIVERS, WISCONSIN 


CHICAG 


EAST SOUTH CENTRAL 





compared to 265,727 customers the 
year previous. 

At Lexington, the Kentucky Utili- 
ties Co., which serves 126,610 domestic 
and rural customers with an average 
annual consumption of 1,165 kw.-hr., 
does not plan to merchandise in 1948, 
according to O. R. Williamson, man- 


| ager of residential service for the com- 


pany. He estimates that 1948 sales 
will amount to the following in K.U. 
territory: Refrigerators, 9,000; ranges, 
3,000; water heaters, 2,000; home 
freezers, 1,200; washers (automatic 
and conventional) 6,000;  ironers, 
1,000; radio sets, 15,000 and vac- 
uum cleaners 2,000. Company cam- 
paigns are scheduled for electric water 
heaters. There are 562 dealers serving 
the territory today, Mr. Williamson 
estimates, compared to 310 before the 
war. Present saturation is figured at 
70% for refrigerators, 14% for ranges, 
5% for water heaters, 68% for wash- 
ers, 25% for irons, 89% for radios and 
55% for cleaners. Range wiring costs 
in the area average $45 and the com- 








nuixers 


pany is not planning anything to reduce 


them. Deliveries leave a lot to be de- 
sired, Mr. Williamson indicated, and 
added that, in some cases, price re- 


sistance was evident. 

Louisville Gas & Electric Co. serves 
108,000 domestic and rural customers 
compared to 105,500 last year, accord- 
ing to J. R. Ramage, manager of elec- 
tric sales for the company. Average 
annual kw.-hr. consumption is now 
1,339 kw.-hr. While the company is 
planning not to merchandise in 1948, 
sales for the area are estimated as 
follows: Refrigerators, 12,500; ranges, 
2,000; water heaters, 1,500; home 

2,500; automatic washers, 
conventional washers 8,000; 
ironers, 750; radio sets 20,000 and 
vacuum cleaners 7,000. Small appli- 
ance estimates include irons at 20,000, 
at 4,000 and toasters at 5,000. 


freezers, 
2.000: 
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About 125 dealers served the area be- 
fore the war while today the number 
has grown to 275. Range wiring costs 
vary from $75 to $100 in the territory 
and plumbers are hampering the sale 
of water heaters, Mr. Ramage in- 
dicated. Deliveries, he said, were not 
normal yet, while resistance to present 
price levels was evident. Saturation 
in the Louisville area shows refrigera- 
tors at 70%; ranges at 20%; water 
heaters at 15%; washers at 60%, 
ironers at 10%; radios at 98% and 
cleaners at 75%. 

At Ashland, the Kentucky & West 
Virginia Power Co., Inc. which serves 
72,209 domestic customers compared 
to 45,842 last year, with an annual 
average consumption of 937 kw.-hr., 
plans to merchandise in 1948. From 
the 20 dealers serving the territory be- 
fore the war, it is now estimated that 
233 are battling for the business. The 
business for 1948 is estimated at 8,000 
refrigerators, 2,000 ranges, 750 water 
heaters, 500 home freezers, 3,000 auto- 
matic washers, 7,000 conventional 
washers, 500 ironers, 5,000 radio sets 
and 1,500 vacuum cleaners. Campaigns 
are planned on ranges, water heaters 
and home freezers. Range wiring costs 
in the area run around $35. Appli- 
ance deliveries are not normal yet and, 
to some extent, there is customer resist- 
ance to prices. 


Tennessee 


Down in the lively TVA area, one of 
the livelier cities—Chattanooga, which 
now calls itself the “Electrical Center 
of the South’—is looking for a good 
year in 1948. Bert Osborne, sales man- 
ager of the Electric Power Board (and 
one of the first men in the South to 
have a heat pump installed in his own 
home) reports that the Board now 
serves 48,950 domestic and rural cus- 

(Continued on page 192) 
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If you're in the mood to lock horns with a few 
appetite-whetting statistics, consider this: In 1948, 
the more than 3,000,000 women who read Woman's 
Day will have at their disposal $11,637,000,000 
with which to satisfy the needs of the 11,400,000 
individuals who comprise their collective families: 
$4,462,000,000 for Food and Tobacco 
$1,459,000,000 for Household Operations 
$1,795,000,000 for Clothing, Accessories, Jewelry 


$ 140,000,000 for Drugs and Appliances 
$ 188,000,000 for Toiletries and Beauty Parlors 


In Woman's Day, you tap this gold mine at 
the lowest page rate per thousand of any 
women’s service magazine. You hitch 
your advertising to editorial ingerest that gives 
Woman's Day the greatest single copy sale of any 
magazine in existence; that has provoked (without 
advertising influence) over 600,000 reader letters, 
over 700,000 requests for instructions in a year .. . from the greatest concentration of 
price-conscious, economy-minded women in these United States . . . and 71% of them in 


cities of 10,000 and over. Advertisers who count costs court women who count pennies. 


FOUND MONEY—One of America’s leading advertisers* 
ran identical copy in four women’s service magazines. Woman's 
Day, lowest in cost of ad, was highest in number of in- 
quiries, with cost per inquiry ranging from $3.20 for magazine 
“X”, $2.71 for magazine “Y”, $2.50 for magazine “Z”, down 
to a low of $1.04 for Woman's Day. *Name upon request. 






because buying is a woman’s business: 


a WomansDay is never done selling! 
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Here's good news! Coming 
your way is the Cadillac 
**600."" We believe it is 
the most efficient cylinder 
type cleaner ever offered 
to the American home- 
maker. 
o 


streamlined .. . super- 

powered — so simple 
to operate that even a 
child can boss it around 

with ease. Here is a cleaner 
with advantages women can appreciate quickly. Style-conscious cus- 
tomers will be stopped by its beauty alone! What really sells them, of 
course, is a demonstration of Cadillac's fast, thorough cleaning, plus 
a new sense of freedom for the user. The tubular extension wand is 
now made of phantom-weight “Etho-Cell.”” Light? Right! . . . and it's 
guaranteed never to crack, dent, or “get out of round.” Many other 
features make the new “600” easier to use—easier fo sell. 





We look forward to seeing you in 


CHICAGO 


at these two great shows: 


HOUSEWARES MARKET 
' and 


APPLIANCE SHOW 
FURNITURE MART.—Jan. 5-17 


sooth no. 1769A 


NATIONAL HOUSEWARES 
and 
MAJOR APPLIANCE SHOW 


New International Amphitheater 


Jan. 15-22 


BOOTH NO. 41 5 


LADIES’ HOME JOURNAL * AMERICAN HOME © FARM JOURNAL 
BETTER HOMES and GARDENS © SATURDAY EVENING POST 




















YATIONALLY 
ADVERTISED 


TRUE STORY * COUNTRY GENTLEMAN © AMERICAN MAGAZINE 









SINCE 1911 
Sold only through 


reliable dealers 


and distributors 


PAGE 


192 


EAST SOUTH CENTRAL 








CONTINUED FROM PAGE 190 


tomers, compared to 45,443 last year. 
The Board also points with pride to 
the fact that average annual consump- 
tion per domestic customer has now 
reached 3,659 kw.-hr.—about three 
times the national average. As usual, 
the Board will do no merchandising, 
but the 129 dealers serving the territory 
(pre-war figures: 32) will sell in 1948 
an estimated 7,000 refrigerators, 5,000 
electric ranges, 3,600 water heaters, 
1,000 home freezers, 3,000 automatic 
washers, 5,000 conventional washers, 
600 ironers, 7,000 radio sets, and 5,000 
cleaners. Only home freezers are 
scheduled for campaigning by the 
Board. Range wiring costs in the ter- 
ritory average $41.73, Mr. Osborne 
said, adding that everything possible 
was being done to hold them down. 
Saturation shows refrigerators at 78% ; 
ranges at 60%, water heaters 29%, 
washers 50%, ironers 5%, radios 95% 
and cleaners 60%. There is growing 
evidence of consumer price resistance, 
Mr. Osborne pointed out, and said also 
that deliveries were far from normal. 

Clyde O. Carpenter, commercial 
manager of the Knoxville Utilities 
Board, reports that 53,000 domestic and 
rural customers are now being served, 
compared with 50,397 last year and 
that annual average consumption has 
now reached 3,300 kw.-hr. No esti- 
mate of probable 1948 sales are given, 
but dealers will do all the merchandis- 
ing in the territory as usual. The 
number of dealers today is listed as 82 
compared to 43 pre-war. Refrigerator 
saturation is now at 89%, ranges 40%, 
and water heaters 23%, Mr. Carpenter 
reports. Range wiring costs in the 
territory average about $45 and the 
Knoxville Board plans to subsidize in- 
stallations to the extent of $15 in 1948 

a practice that was followed in pre- 
war days. Water heater sales through 
the electrical trade have been somewhat 
hampered by the plumbing fraternity, 
Mr. Carpenter said, but this has not 
materially hurt over-all sales and pro- 
motion. Both dealers and distributors 
feel that the Knoxville area is not re- 
ceiving its proper allotment of appli- 
ances, based on present day markets. 
This is particularly borne out by the 
appearance of name brands being sold 
by non-franchised dealers at high 
prices, Mr. Carpenter said. Consumer 
resistance to price is evident on deluxe 
ranges, automatic washers and laundry 
equipment, in that order. 

The Nashville Electric Service divi- 
sion of the Electric Power Board serves 
63,700 domestic and rural customers, 
compared to 59,969 a year ago and has 
an annual average consumption of 
3,350 kw.-hr., according to William D. 
Hall, sales promotion manager. As 
in the case of Chattanooga and Knox- 
ville, no merchandising is done by the 
Board, but the 181 dealers serving the 
territory (pre-war figure: 34) are ex- 
pected to account for the sale of 7,500 
refrigerators, 5,000 ranges, 3,000 water 
heaters, 500 home freezers, 3,500 auto- 
matic washers, 6,000 conventional 
washers, 850 ironers, 15,000 radio sets 
and 3,500 cleaners in the year 1948. 
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The Board itself, Mr. Hall said, plans 


specific promotional campaigns on 
ranges, water heaters and home 
freezers. Range wiring costs in the 


area average about $35 and the Board 
allows $15 of the range installation 
charge. Present saturation, or public 
acceptance of major appliances shows 
refrigerators at 77%, ranges at 52%, 
water heaters at 29%. Deliveries are 
not normal and consumer resistance 
to prices is evident, Mr. Hall in- 
dicated. 

Over at Memphis, the Light Gas & 
Water Division of the city serves 84,- 
000 residential and rural customers, 
compared to the 73,753 served a year 
ago. Annual average consumption is 
placed at 1,402 kw.-hr. The utility is 
virtually out of the merchandising 
business and will handle traffic appli- 
ances only. But the 283 dealers in the 
area (there were 172 before the war) 
are expected to account for the sale of 
the following major appliances in the 
year 1948: Refrigerators, 15,000: 
ranges, 1,000; water heaters, 1,000; 
home freezers, 750; automatic washers, 
1,750; conventional washers, 2,250; 
ironers, 1,250; radio sets, 17,500 and 
vacuum cleaners 1,800. They are also 
expected to sell 4,000 attic and window 
fans and 250 dishwashers. No cam- 
paigns are planned by the Division, 
according to R. S. Diggs, director of 
the commercial division, who says that 
deliveries are not normal yet. Satura- 
tion in the Memphis area shows re- 
frigerators at 70%; ranges at 5%; 
water heaters at 1%; washers at 45%, 
ironers at 2%, radios at 95% and 
cleaners at 65%. 


Alabama 


The Alabama Power Co., with head- 
quarters at Birmingham, serves 235,- 
525 urban and residential customers 
with an average annual consumption 
of 2,076 kw.-hr. for the urban and 
1,719 kw.-hr. for the residential, ac- 
cording to a company official. They 
plan to merchandise appliances in 1948 
and, with the dealers serving the terri- 
tory, it is estimated that sales will be 
about as follows: Refrigerators, 16,- 
500; ranges, 4.000; water heaters, 
3,400; washers, 5,750 (both types) 
ironers, 270; radio sets 14,000, cleaners 
850, dishwashers, 200; pumps, 1,400; 
and ventilating fans, 1,575. No specific 
campaigns on any of these items are 
planned. Present saturation shows re- 
frigerators at 53.8%, ranges at 18.6%, 
water heaters at 8.8%. Range wiring 
costs average about $50 and Alabama 
Power are furnishing material and se- 
curing bids on jobs in an effort to 
reduce them. The sale of water heaters 
through electrical channels has been 
hampered to some extent by the plumb- 
ing trade, the company reports. Many 
of the plumbers refuse to install water 
heaters unless they sell them, which 
results in a delay getting those heaters 
sold by the company and the dealers 
installed. Deliveries of appliances are 
sub-normal and price resistance evi- 
dent, the company official said. 

(Continued on page 194) 
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The New, Practical Way of Dishwashing! 


Dishmaster Way! 


... A NATURAL COMPANION FOR 
MODERN KITCHEN INSTALLATIONS 























es PRICED ) any 
ee HE DISHMASTER is a permanent kitchen sink fix- 
: TO SELL ture —as easily installed as a new set of faucets. 
HOW THE DISHMASTER 


Styled to enhance any sink, it makes a natural com- 
OPERATES 





Top—Turn on hot water faucet... water panion-item for modern kitchen installations. Two 
flows through swing spout. 


models — wall and sink type — are available. 
Center — Pick up spray handle, lift diverter 


valve which directs water through the ITs FAST--Turn on the DISHMASTER, spray 
sprayer. , : : 
* ee Resulting soft spray is directed dishes, pots, pans and silverware with hot suds... 
» 8 Ss 8 . § , 
on article to be washed. Pressing red but- y then clear rinse by instant finger tip control. 
ton on handle produces hot suds. Release a : 
for clear rinse. Diverter valve drops auto- IT’S HANDY A dishwasher at the turn of a 
matically when faucet is turned off, convert- ; 
ing for normal faucet use. faucet...compact and does not interfere with faucet 
TO CHARGE THE DISHMASTER use. A big selling point, eliminates dishpan, dish- 


Remove cover, pour into tank | or 2 table- 
spoonsful of any well known “soapless” 
detergent. Fill tank with water, DISHMASTER IT’S SANITARY 

is ready to use. 


rag and drying towels. No more “dishpan hands”! 


Each dish is washed in a fresh 


flow of suds and a clear hot rinse. Dishes dry spark- 





EASY AS 
TURNING 
ON A 
FAUCET! 


ling bright without wiping. 

Distributors and dealers— write for informa- 
tion on available territories! 

See us at Booth 417, National Housewares 


and Appliance Show, International Amphi- 








theatre, Chicago, January 15-22 


DISHMASTER CORPORATION 
823 FISHER BUILDING DETROIT, MICHIGAN 
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NATIONALLY 
ADVERTISED 
SATURDAY EVENING POST 


GOOD HOUSEKEEPING al | 
LADIES’ HOME JOURNAL | le-Stroke 
| del JK-30 


SEE JUICE KING 
BOOTH 1211-1213 


Notional Housewares Show “PA RTNER IN AMERI A’S 


Chicago, Ilinois NUMBER ONE BREAKFAST?” 
Jan. 15-22 





- 


By overwhelming preference housewives have 
voted JUICE KING a “Partner In America's 
Number One Breakfast.”’ 


They know the magic ease of JUICE KING'S 
unique Single-Stroke operation...the sparkling 
beauty of its smart, modern design. 





They rely upon JUICE KING as an integral part 
of that familiar breakfast scene — orange juice, 
toast and coffee. 


Feature JUICE KING—a household name for the 
finest in home juicers. 





NATIONAL DIE CASTING CO. 


TOUHY AVENUE AT LAWNDALE e CHICAGO 45, ILLINOIS 
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The city of Birmingham, Ala. itself 
is served by the Birmingham Electric 
Co. which has 87,000 residential cus- 
tomers on its books, compared to 83,- 
789 a year ago. Average annual con- 
sumption is now at 1,325 kw.-hr., 
according to Roy H. Knox, sales pro- 
motion and advertising manager of 
the company. The company will 
merchandise small appliances only, 
but dealers are expected to sell 12,125 
refrigerators, 2,460 ranges, 860 water 
heaters, 850 home freezers, 3,000 auto- 
matic washers, 9,159 conventional 
washers, 1,000 ironers, 20,000 radios 
and 6,000 cleaners in the year 1948. 
There are 75 dealers in the area of Bir- 
mingham today compared to 125 before 
the war. Range and water heater cam- 
paigns are scheduled by the utility, 
which reports that range installation 
costs average about $40 and that some 
difficulty has been experienced in get- 
ting water heaters installed when sales 
were not made by plumbers. Appliance 
deliveries are not sufficiently ample to 
meet demands, Mr. Knox said, and 
consumer resistance to present price 
levels is evident. Saturation in Birm- 
ingham shows refrigerators at 75%, 
ranges at 11.5%, water heaters at 2.1%, 
washers at 40, ironers at 3, radios at 
95 and vacuum cleaners at 30%. 


Mississippi 


Only reporting utility in the state of 
Mississippi this year was the Missis- 
sippi Power Co. at Gulfport. The 
company serves 54,132 domestic and 
rural customers with an annual average 
consumption of 1,300 kw.-hr. The 
company plans to merchandise in 1948, 
according to L. H. Crowell, secretary 
and treasurer of the company, who re- 
ports that 167 dealers serve the ter- 
ritory today compared to 26 before the 
war. Sales of 5,200 refrigerators, 2,000 
ranges and 800 water heaters are an- 
ticipated in 1948, but no estimate is 
furnished on other appliances. Range 
and water heater campaigns are 
scheduled. Range wiring costs average 
$40 and the company is doing some- 
thing to bring them down, Mr. Crowell 
said. No trouble has been encountered 
with the plumbing trade in connection 
with water heater sales. Saturation is 
now computed at 47.3% for refrigera- 
tors, 8.8% for ranges, 3.6% for water 
heaters. 








“ABOUT THAT OVERHEAD FAN YOU SOLD ME 
LAST WEEK—” 
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OEE! BIGGER! BIGGER / 


GENERAL ELECTRIC RADIO AND TELEVISION ADVERTISING 
IN 1948...TO SELL ’EM 


(ASTER PASTERS FASTER/ 
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homa, and Texas, the four states 

comprising the West South Cen- 
tral region 17 companies answered our 
survey question this year. All together 
they serve 1,774,748 wired homes, an 
increase over last year’s 1,643,011. The 
number of dealers in the region has 
taken a startling jump up from a pre- 
war total of 3,946 to 7,193. 

Only six of the utilities will mer- 
chandise this All but one of 
them feel that appliance deliveries are 
not yet normal. Six will run campaigns 
promoting three promoting 
electric water heaters, and four pro- 
moting home freezers. In contrast to 
many regions, only seven out of the 17 
concerns have encountered consumer 
price resistance to present appliance 
prices. Range wiring costs run any- 
where from a low of $15 to a high of 
$100, but the average is $51.67, less 
than the national average of $54.35. 
None of these utilities have reported 


JP vce Arkansas, Louisiana, Okla- 


year. 


ranges, 

































TEXAS 


GM West South Central Income 
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ge ite : , " 100 
any hindrance in electric water heater 
sales through the activities of plumb- 1939 1941 1942 1943 1944 1945 1946 1947 
ing tades. 
(Continued on page 198) 
ELECTRICAL APPLIANCE MARKET DATA—WEST SOUTH CENTRAL 
Aver. DO YOU 
NUMBER OF Kw.-Hr. NUMBER PLAN TO 
CUSTOMERS | C | A | 5an 
(Peon PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1948 SERVING # 
(Urban & Rural) | sump- TERRITORY CHAN- 
tion DISE? 
Electric Washers 
Refrig- Elec- Water Radio Vacuum) Refrig- Water Home Radio Vacuum 
Dec. 31, Dec. 31, 1947 erators tric Heat- Wash- lroners Sets Cleaners! erators Ranges Heaters Freezers Auto- Conven- lroners Sets Cleaners Pre- Jar Yes No 
1947 1946 Renges = ers ers | matic tional wer 1948 
% (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) 
ARKANSAS 
Arkansas Pwr. & Lt. Co. 152,100 133,125 1,070 50 10 10 25 5 75 25 60,000 10,000 4,000 4,000 8,000 16,000 1,600 80,000 10,000 850 1,500 x 
LOUISIANA 
Louisiana Pwr, & Lt. Co. 88,000 78,653 850 469 650 x 
New Orleans Publ. Service 

Inc. 119,400 116,800 | 1,133 60 52 1 99 22 15,000 150 25 1,600 5,500 12,500 1,800 30,000 4,000 150 225 x 
Southwestern Gas & Elec. 

Co. 102,100 93,518 | 1,050 40 15 5 30 15 80 60 17,000 1,600 300 2,550 5,000 9,000 2,000 6,000 300 568 x 
Gulf Public Service Co. 

Inc. . 900 200 x 

OKLAHOMA 

Oklahoma Gas & Elec. 

Co. 184,800 178,600 1,005 78 2.6 1 12,000 2,000 500 1,500 1,650 4,000 1,500 525 650 x 
Public Service Co. of 

Okla. . want as 125,500 118,200 | 1,027 50 20 1 40 30 50 50 2,500 1,000 10 200 1,000 1,500 300 2,500 1,000 x 
Oklahoma Pwr. & Water 

a... 7,950 7,496 750 45 1 60 2 90 55 400 25 5 50 100 250 25 350 100 15 25 x 

TEXAS 
Houston Lighting & Power 

Co. 208,000 191,586 1,335 72 2.5 4 33 4 101 43 13,000 1,400 250 2,500 5,000 7,000 1,200 25,000 6,000 175 500 x 
Central Power & Light Co. 100,700 93,180 1,025 60 10 3.5 25 45 95 15,000 4,000 1,000 3,000 3,500 7,000 2,000 20,000 4500 200 500 x 
City Public Service Board 88,707 86,037 1,068 80 1 1 50 2 85 75 12,000 300 100 300 1,000 4,000 200 10,000 2,500 35 45 x 
El Paso Electric Co. 37,424 34,638 | 1,610 72 22.8 15.7 4,800 1,200 900 400 175 450 75 6,000 585 16 120 x 
Southwestern Publ. Serv. 

Co.. 76,176 66,026 | 1,360 49.7 1.2 1 50 8 719.6 50 8,000 1,000 750 750 4,000 2,500 10,000 2,500 148 400 x 
Texas Elec. Service Co. 130,101 119,630 | 1,255 65 2 5 50 2 85 60 800 1,500 x 
Dallas Power & Light Co.. 111,790 106,204 | 1,476 73 1.6 28 174 42 15,000 1,200 75 500 6,000 10,000 2,500 20,000 6,000 238 480 x 
Gulf States Utilities Co. 133,000 118,950 1,300 53 10 4 35 8,000 1,500 500 2,000 1,000 15,000 100 500 x 
West Texas Utilities Co. 62,000 57,544 | 1,200 2,800 1,400 300 65 900 300 120 800 100 30 x 
Community Publ. Service 

Co. 47,000 42,824 | 1,000 75 20 5 75 10 1,000 200 25 100 250 50 100 50 x 
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Don’t Miss the SHOW | 
of the Chicago Show! 


REGINA 
APPLIANCES 


with the new look, new performance 





ie 


REGINA ELECTRIKBROOM 


The most t development 
in vacuum Cleaner history 










. 


/ 
REGINA ELECTRIC FLOOR POLISHER 
Lowest in priate, the best domestic- 
type polisher a amy price 


REGINA SMOOTHCUT CAM OPENER 
Presenting the new look, superb per- | 


formance in a deluxe Can opener | 





Hear how sales result from the © 
"short demonstration” 


Learn about the 1948 national 
advertising plans 


Hear the story of the new dealer advertising 
program available through your distributor 


Visit Regina Exhibit at the 
International Amphitheater 
Booth 441-443 + January 15-22 


© 


THE REG | N A CORPORATION, Rahway 2, New Jersey 
WESTERN OFFICE: 520 West 7th St., Los Angeles 14, Calif. | 
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ESTIMATED 1948 APPLIANCE 
SALES 


A total of 1,556,647 customers are 
on the lines of the 15 companies who 
estimated 1948 sales of refrigerators, 
ranges, water heaters, home freezers, 
and ironers. They expect that 186,500 
refrigerators, or 120 per 1,000 cus- 
tomers, will be sold during the year. 
Only 26,975 ranges, or 17 per 1,000 
customers, will find their way into con- 
sumers’ homes and even less water 
heaters, 8,740, or six per 1,000 cus- 
tomers, will be sold. Home freezers 
will total 19,515, or 13 per 1,000 cus- 
tomers, and 16,920 ironers, or 11 per 
1,000 customers, will move off sales 
floors. 

Fourteen companies estimate that 
among their 1,423,647 power users 
42,075 automatic washers, 30 per 1,000 
customers, will be sold. The 1,347,471 
customers of the 13 utilities predicting 
conventional washer sales will buy 
72,050 units, or 53 per 1,000 customers. 
Twelve companies report that they ex- 
pect to see radio sales total 218,900, or 
181 per 1,000 customers, among their 
1,207,747 bill payers. Another 12 con- 
cerns look forward to sales among their 
1,191,847 customers of 43,985 vacuum 
cleaners, or 37 per 1,000 customers. 


INDIVIDUAL COMPANIES 
Arkansas 


The one company representing our 
survey from Arkansas is the Arkansas 
Power and Light Co., Pine Bluff, 
which has 152,100 domestic customers 
who use an average of 1,070 kw.-hrs. 
per year. Last year the company had 
133,125 customers on its lines. 

Paul F. Denson, dealer coordinator 
for the company, reports that it will not 
merchandise in 1948 and does not plan 
campaigns for specific appliances. So 
far he hasn’t found any consumer price 
resistance, but says, “It is tightening 
up gradually. The mad scramble should 
be over by 1949.” He also says that 
although appliance deliveries are not 
being made in quantity sufficient to 
satisfy demand, “With the exception 
of refrigerators, ranges and automatic 
washers, appliances are not on the 
scarce list.” He declares that the pres- 
ent average range wiring cost is about 
$36 and adds that as far as reducing 
that cost goes, “Not much can be done 
at the present time. . . . It should be 
down around $25 by 1949.” The plumb- 
ing trades have not given appreciable 
trouble to dealer sales of electric water 
heaters, he says, but, “the automatic 
washer has been hampered some due 
to the high cost of installation.” 

Before the war there were 850 deal- 
ers of both major and minor appli- 
ances; today there are 1,500. In pre- 
Pearl Harbor days there were 650 
dealers of major appliances only ; today 
that figure has grown to 1,200. 

Mr. Denson’s estimates of 1948 ap- 
pliance sales are: 60,000 refrigerators, 
10,000 ranges, 4,000 water heaters, 
4,000 home freezers, 8,000 automatic 
and 16,000 conventional washers, 1,600 
ironers, 80,000 radio sets, and 10,000 


vacuum cleaners. 
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Saturation at present is as follows 
refrigerators, 50%; ranges, 10% ; elec- 
tric water heaters, 10%; washers, 
25%; ironers, 5%; radios, 75%; and 
cleaners, 25%. 


Louisiana 


Nearly a 10,000 gain in the number 
of domestic customers has been re. 
corded by the Louisiana Power & Light 
Co., New Orleans, during the past 
year, bringing the total to 88,000 from 
last year’s figure of 78,653. Average 
annual kw.-hr. consumption is 850. The 
company does not merchandise, leay- 
ing the selling of appliances to the 65) 
dealers who now do business in an area 
served pre-war by 469. Average range 
wiring cost is $50. No figures are avail- 
able on saturation or anticipated 1948 
sales. No consumer price resistance 
has been encountered. 

The New Orleans Public Service 
Co. shoots power over its wires to 
119,400 domestic customers, an in- 
crease over last year’s total of 116,800 
They burn an average of 1,133 kw.- 
hrs. per year. 

This utility is the only one of the 
four reporting from Louisiana which 
plans to merchandise this year, accord- 
ing to E. N. Avegno, manager of th: 
dealer division. But this merchandis- 
ing will be done on a restricted basis— 
only traffic appliances. Mr. Avegno 
has found no consumer resistance to 
prices and plans some promotional 
activity on home freezers. His esti- 
mates of 1948 appliance sales are: 
15,000 refrigerators, 150 ranges, 25 
water heaters, 1,600 home freezers, 
5,500 automatic and 12,500 conven- 
tional washers, 1,800 ironers, 30,000 
radios, and 4,000 vacuum cleaners. 
Present saturation is 60% for refrig- 
erators, 52% for washers, 1% for 


ironers, 999% for radios, and 22% for F 


vacuum cleaners. 


The 102,100 domestic customers of 


the Southwestern Gas and Electric Co., 
Shreveport, annually consume 1,50 
kw.-hrs. Last year the company had 
93,518 customers. Joseph E. Elliott, 


general commercial manager, has found ff 


no price resistance. He says that the 
utility has several tentative plans for 
reducing the present $80 range wir- 
ing fee, but has none in operation at 
present. The utility will not merchan- 
dise in 1948. The number of dealers 
568, way ahead of the pre-war figure 
of 300, will do all the selling, though 
the company plans promotions on 
ranges, water heaters and freezers. 

Mr. Elliott expects that 1948 appli- 
ance sales will reach these figures 
17,000 refrigerators, 1,600 ranges, 304 
water heaters, 2,550 home freezers 
5,000 automatic and 9,000 conventiona’ 
washers, 2,000 ironers, and 6,000 clean- 
ers. Present saturation in the territory 
is 40% for refrigerators, 15% for 
ranges, 5% for water heaters, 30% for 
washers, 15% for ironers, 80% 
radios, and 60% for cleaners. 

Because of a recent merger of tlie 
former Louisiana Public Utilities Co 
with the Gulf Public Service Co. into 


(Continued on page 200) 
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MAGNESIUM ANODES 
PREVENT CORROSION 


A GREAT NEW DOW DEVELOPMENT 


—ELIMINATE RUSTY WATER 


A simple, inexpensive Magnesium rod is 
making water heater history! The Magne- 
sium anode developed by Dow is the 
modern scientific answer to destructive 
corrosion in domestic water heaters—the 
proved answer—as evidenced by tests con- 
ducted by Dow for many years. 

Red water and leaky water tanks are 
now obsolete. Corrosion can be stopped— 
stopped cheaply and economically with 
Magnesium anodes. That's because this 


low cost anode absorbs the brunt of the 
corrosive attack instead of the tank. The 
most inexpensive tank is almost completely 
free from corrosion after years of service. 
Tests prove that standard galvanized steel 
tanks equipped with Magnesium anodes 
easily last four to ten years longer. That's 
why Magnesium anodes are big news in 
water heaters today—they give maximum 
corrosion protection at little increase in 
cost. 





MAGNESIUM DIVISION «+ THE DOW CHEMICAL COMPANY + MIDLAND, MICHIGAN 


New York «© Boston «+ Philadelphia + Washington + Cleveland + Detroit « Chicago + St. lowis + Houston «+ San Francisco 
les Angeles + Seattle 
Dow Chemical of Canada, Limited, Toronto, Caneda 


You'll Find Them in the Finest Heaters 


Foremost manufacturers are now equipping their heaters with 
Magnesium anodes. They're taking advantage of this low cost D OV 
method to give their customers a superior product—plus real 


protection against water heater failure. It's a profitable oppor- 
tunity for you too. Get the facts—write to Dow today. 
CHEMICALS INDISPENSABLE 


TO INDUSTRY AND AGRICULTURE 
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Telehome 


HOME INTERCOMMUNICATION 


Opens a New Market 


A COMPLETE PACKAGE MASTER UNIT AND 
SPEAKER UNIT AT A MODERATE PRICE 





@ Intercommunication Systems invade the home with the 
same high quality units that are available for commercial use. 


This opens up the opportunity to sell to retail outlets and the 
widespread consumer market. 


Designed and built specially for home use, it is set up to be 
sold as a package consisting of a master unit and one speaker 
unit with connecting wire at a moderate price. 


The new “Telehome”™ is also available as a complete line. how- 
ever. as additional units are available for those who want them. 
In addition, a special door speaker incorporates a bell push- 
button. Another unit is provided for kitchen modernization 
and new homes, and is constructed as a built-in for kitchen 


cabinet or wall. 


Complete promotion material is available to back up their 
sale with advertising in the Saturday [Evening Post to tell the 


story to millions ol consumers. 


If you haven't already had the complete story, write to the 
Webster Electric, Racine, Wisconsin for complete details. 


WEBSTER \, 


RACINE [ert 


Established 1909 


-orporated, ¢ 


1 
WEBSTER ELECTRIC 


ifals 





Oils 


HOME INTERCOMMUNICATION 


Master Station, 
Speaker unit and 
100 feet of wire... 
complete in one 


package. . .$49.50 
Extra speaker 
Waswnaes 9.50 


Door speaker.. 7.75 


Prices slightly higher 
west of the Rockies 


Illustration shows one of 
several ads from Satur- 
day Evening Post ad- 
vertising ''Telehome.” | 


rican Telephone and Telegraph Company 


ELECTRIC 


WISCONSIN 


Export Dept. 13 E. 40th Street, New York (16),N.Y. Cable Address “ARLAB” New York City 


‘''Where Quality is a 


Responsibility and 


Fair Dealing an 


TA MAR WANES OF 






Obligation’’ 
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en CONTINUED FROM PAGE 198 comms 


what is now known as the Gulf Pub 
Service Co., Inc., 


( 


for specific campaigns. 


Le Gendre. 
is $30. 


Oklahoma 


None of the three companies re- 


porting from Oklahoma plan to met 


chandise this year and the Oklahoma 


Oklahoma City, 


Gas & Electric Co., 
with 184,800 customers and an averag 


annual consumption of 1,005 kw.-hrs., 
\ year ago the com- 
pany had 178,600 domestic customers. 


is no exception. 


Prior to the war, says W. A. Darden, 
general sales manager, there were 
dealers ; now there are about 650. 


= 


utility plans campaigns on ranges and 
freezers this year, perhaps partly to 
overcome the growing price resistance 


which Mr. Darden reports. The aver 


age range installation cost in the area 
is $42.50, which Mr. Darden explains 
} 


as follows: “We have across-the-boa 


flat price agreements with dealers for 
range installations. The company pays 
$20, the customer the balance. The 
highest installation cost is $55, the 


lowest is $25.” 


Estimated 1948 appliance sales and 
present saturation are estimated by 
Mr. Darden as follows: 12,000 refrig- 
erators (78%): 2,000 ranges (2.6%); 
500 water heaters (1%); 1,500 home 
freezers; 1,650 automatic and 4,000 


conventional 
ironers. 
C. H. Rawson, commercial cookin 


Co. of Oklahoma, reports that his util- 
ity has a list of 125,500 domestic el 

tric customers, and an average annual 
consumption of 
year the company had 118,200 cus 
tomers. He says that the utility will 
not merchandise. has found some con- 


sumer resistance to radio prices. and 
will promote 
(Continued on page 202) 























“WELL, WELL, OUR FRIEND AND NEIGHBOR—A 
' BULB-SNATCHER!”’ 


. 1948—ELECTRICAL MERCHANDISING 


complete data are 
not available, says L. J. LeGendre, 
manager of residential and commercia 
sales. However, he estimates that there 
are probably 200 dealers in the area 
today. The company does not plan to 
merchandise this year and has no plans 
No price re- 
sistance is being encountered, says Mr. 
Average range wiring cost 


5 





washers; and 1,500 


r 


representative for the Public Service 


1,027 kw.-hrs. Last 





ranges and freezers 
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10 One-Speed COOLSPOT 


Offer yout customets 
quality - moderate 


pices - dependable 


performance 


No. P-1251 


Pedestal Model 16” SIGNAL 
Three-Speed Oscillator Fan 


No. 562 


12” Three-Speed COOLSPOT 
Oscillator Fan 


No. P-562 


Pedestal Model 10” 
COOLSPOT One- 
Speed Oscillator Fan 


16” Three-Speed SIGNAL 


Colored, illustrated catalog 
folder showing fans available, 
upon request. 


SIGNAL ELECTRIC MFG. CO “aaa 
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FAN 
EQUIPMENT 
pRroFiTs 


g¢ ¢ ») 
VJ 

Meet the demand for quality fan 
equipment with FAN-PAC “Pack- 
aged Ventilation” and cash in on 2- 
WAY PROFITS! You profit when 
you sell FAN-PAC and you profit 
when vou install FAN-PAC. There's 
} a complete FAN-PAC line of sizes 
| for all homes, stores, buildings and 
offices. 


Only FAN-PAC offers ALL 
| these important features 


Non-Overloading Power 
teristic 





Charac- 









ee 
ATTIC FANS 


"Packaged" in sound- 
proofed housings ready 
for installation. 24”, 
_. =. a 
sizes. ‘V" belt motor 
driven. 


Certified Wind Tunnel Capacities 





Square Panel 
Installation 


Mounted for Easy 


Scientifically Correct Air Inlet 





Noiseless Operation due to Axial 
Fiow Design and Cushioned Motor 
Mountings 


Enclosed Motors 
Make 


of Recognized 


Nationally Advertised. Dealer 
Sales Helps 


Sold Through Regular Trade Chan- 
nels 


o98 6 989009 © 


FOR 20 YEARS, DE BOTHEZAT IN- 
DUSTRIAL FANS HAVE BEEN THE 
CHOICE OF VENTILATING ENG- 
INEERS ON JOBS WHERE EFFIC- 
JENCY AND ECONOMY COUNT 

MOST 


| DE BOTHEZAT FANS |PANEL FANS 





Direct or ‘V" belt 
Division of American Machine and Metals, Inc. motor driven 16”, 
18”, 20”, 24”, 30’, 36”, 

EAST MOLINE, ILLINOIS 42" 48” 


District Sales and Engineering Offices in 
Principal Cities 


= @@ MB MAIL TODAY for PROFITABLE RESULTS @ & 





Your Name 





’ 

i i 
i DeBothezat Fans Division, Dept. E, | 

American Machine and Metals, Inc., East Moline, Illinois 

' Without obligation, please rush latest FAN-PAC prices, discounts and ! 
' catalog. Also name of wholesaler in my territory. | 
] Firm Name i 
i Address ee Se 1 
I City Zone State l 
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through specific campaigns. The aver- 
age range costs $45 to install in the 
area, but some efforts are being made 
to reduce this price, he declares. 

Sales estimates for 1948 are as fol- 
lows: 2,500 refrigerators, 1,000 ranges, 
10 water heaters, 200 home freezers, 
1,000 automatic and 1,500 conventional 
washers, 300 ironers, 2,500 radio sets, 
and 1,000 vacuum cleaners. Saturation 
at present is 50% for refrigerators, 
20% for ranges, 1% for water heaters, 
40% for washers, 30% for ironers, 
50% for radios, and 50% for cleaners. 

Last of the Oklahoma utilities to be 
listed is the Oklahoma Power and 
Water Co. in Sand Springs with 7,959 


| domestic customers as compared with 


7,496 a year ago. Average kw.-hr. con- 


| sumption is 750. Some 25 dealers today 


operate in an area formerly served by 
15. No consumer price resistance has 
been bumped Estimated 1948 
appliance sales and present saturation 
are as follows: 400 refrigerators 
(45%); 25 ranges (1%); 5 
50 home freezers; 


into. 


water 
100 auto- 
washers 
(2%); 350 radios 
vacuum cleaners 


heaters ; 
matic and conventional 
(60%); 25 ironers 
(90%): 100 


(55%). 


250 


and 


Texas 

From the biggest state in the nation 
10 companies, providing the bulk ot 
the information from the West South 
Central Region, reported this vear. 
Together these 10 companies 
994,898 domestic customers as com- 
pared with 916,619 a year ago. The 
biggest number of these customers are 
on the lines of the Houston Lighting 
and which has 208,000 
meters now as compared with 191,586 
a year ago. Average annual kw.-hr. 
consumption is 1,335. Exactly half 
the ten companies in Texas do not plan 
to merchandise this year and Houston 
Lighting is one of them. Today there 
are 500 dealers in an area formerly 
occupied by 175. C. J. Blum, superin- 
tendent of sales promotion and re- 
search, says he has found some price 
resistance, but not on electric rejrig- 
erators. 


serve 


Power Co. 


He places the average range 
installation cost at $55 and says, “We 
are working with contractor builders 
to install range plug and range wiring 
when constructing a new home. We 
are also working with electrical con- 
tractors in trying to further reduce 


costs.” The utility has no plans for 
specific promotional campaigns, says 
Mr. Blum. 


Mr. Blum estimates that in 1948 ap- 
pliance sales in his territory may ap- 
proach these figures: 13,000 refrigera- 
tors, 1,400 ranges, 250 water heaters, 
2,500 home freezers, 5,000 automatic 
and 7,000 conventional washers, 1,200 
ironers, 25,000 radio receivers, 6,000 
vacuum cleaners, 8,000 attic fans, 500 
dish washers, and 500 clothes dryers. 

Present saturation is 72% for re- 
frigerators, 2.5% for electric ranges, 
0.4% for electric water heaters, 33% 


| for washers, 4% for ironers, 101% for 


radios, 43% for vacuum cleaners. 
The Central Power and Light Co. 
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in Corpus Christi has 100,700 rural 
and residential customers who get an- 
nual bills for 1,025 kw.-hrs. Last year 
there were only 93,180 customers of the 
utility. James M. Williams, merchan- 
dise manager, says that the utility will 
not merchandise this year, although it 
plans promotional campaigns on ranges 
and water heaters, but will leave that to 
the 500 dealers who do business today 
where 200 did it before the war. 

About deliveries, Mr. Williams says, 
“Deliveries have been very slow on all 
items, both major and small appliances; 
nothing like an adequate supply to 
take care of the demand.” About con- 
sumer resistance, he declares, it has 
been present to “a certain degree, but 
due to shortages and demand the effect 
is not so apparent.” Despite this re- 
sistance, he estimates that this vear 
“dealers will sell close to $10,000,000 
worth of 
territory.” 


electric appliances in our 


installing a 
range in the area is $48, but the utility 


pays any cost over $25 for all dealers. 


onns ° 
rhe average cost oft 


Appliances will be sold during 1948 
in quantities approximating these fig- 
ures, thinks Mr. Williams: 15,000 re- 
frigerators, 4,000 ranges, 1,000 water 
heaters, 3,000 freezers, 3,500 
automatic and 7,000 conventional wash- 
ers, 2,000 ironers, 20,000 radio sets, 
and 4,500 vacuum cleaners. 

Saturation at present is 60% for re- 
frigerators, 10% for ranges, 3.5% for 
water heaters, 25% for washers, 4.5% 
for ironers, 95% for radios. 

In San Antonio the City Public 
Service Board provides electricity for 
88,707 customers (last year there were 
86,037) who annually consume 1,068 
kw.-hrs. Forty-five dealers sell today 
in an area previously covered for the 
non-merchandising utility by 35. 

R. E. Sivley, commercial manager, 
quotes city range installation costs as 
$100 and rural as $40. “Some 
work is being done towards revising 
the city wiring ordinance,” says Mr. 


home 


costs 


Sivley. The company plans no specific 
campaigns, has encountered no price 
resistance. 

Mr. Sivley’s estimates of 1948 appli- 
ance sales and present saturation per- 
centages are as follows: 12,000 refrig- 
erators (18%) ; 300 ranges (1%); 100 
water heaters (1%); 300 home freez- 
ers; 1,000 automatic and 4,000 conven- 
tional washers (50%); 200 ironers 
(2%); 10,000 radios (85%); 
2,500 vacuum cleaners, (75%). 

The El Paso Electric Co., with 37,- 
424 customers today where a year ago 
it had 34,638, distributes an average of 
1,610 kw.-hrs. of electricity to each 
domestic meter. This merchandising 
utility, which does not plan specific 
promotions this year, is aided by the 
activities of 120 dealers in an area 
served before the war by 16. H. A. 
Walsh, the new-business manager, says 
that everything possible is being done 
to reduce the present range installation 
rate of $42.50. 

Estimated 1948 appliance sales and 
present saturation are as follows: 4,800 
refrigerators (72%); 1,200 ranges 


and 
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28+; ); 900 water heaters (15.7%) ; 
4) home freezers; 175 automatic and 
450 conventional washers; 75 ironers; 
‘000 radios; and 585 vacuum cleaners. 


Mr. Walsh feels that these totals will 
be achieved despite the fact that he 
rises Some CONnsumer price resistance. 


W, D. Knight, commercial manager 
oi the Southwestern Public Service 
Co, Amarillo, sums up the consumer 
resistance question with the 
trenchant remark, “Consumers are 
aware of high prices, but good, first- 
ine merchandise is absent from dealer’s 
sores.” Therefore, feels Mr. Knight, 
there can’t be any real price resistance. 
He says that deliveries are only normal 
on radios and off-brand merchandise. 
The current average fee for wiring an 
dectric range is $50, a figure which 
the utility would like to reduce and will 
reduce when the situation permits. 

The utility, with 76,176 customers 
today where there were 66,026 a year 
ago, does not merchandise and finds 
that the rural annual consumption of 
3056 kw.-hrs. greatly exceeds the 
yearly city average of 1,014 kw.-hrs. 
Promotional and advertising cam- 
paigns will help the 400 dealers in the 
territory (148 pre-war) sell ranges, 
electric water heaters and freezers. In 
uidition, the company has a one cent 

it water rate in part of its territory. 

n addition to its own customers, the 
tility provides power through the lines 

14 REA companies for approxi- 
mately 20,000 rural customers not listed 
above. 

Mr. Knight predicts that appliance 
les in his territory will approximate 
these totals in 1948: 8,000 refrigerators, 
1000 ranges, 750 water heaters, 750 
home 4,000 washers, 2,500 
ironers, 10,000 radio sets, 2,500 vacuum 
cleaners, and 100,000 traffic appliances. 

Present saturation is 49.7% for re- 
frigerators, 1.2% tor ranges, 1% for 
electric water heaters, 50% for wash- 
ers, 8% for ironers, 79.6% for radios, 
and 50% for vacuum cleaners. 


price 


Ireezers, 


Texas Electric Service Co. 


In Fort Worth the Texas Electric 
Service Co. has 1,500 dealers where 
once there were only 800, 130,100 do- 
mestic customers where last year there 
were 119,630, and an average annual 
kw.-hr. consumption of 1,255. The 
company will merchandise only traffic 
appliances during 1948, plans no spe- 
cific campaigns on major appliances. 
Present cost of installing electric range 
wiring in Fort Worth is about $85. 
There is consumer resistance to prices. 
Figures on estimated 1948 sales and 
present saturation can be found in the 
accompanying table. 


Dallas Power and Light 


The 480 dealers in the territory of 
the Dallas Power & Light Co. used to 
aumber only 238 before the war, but 
the results of their selling are apparent 
m the average annual 1,476 kw.-hrs. 
‘consumption figure attained among the 
111,790 domestic customers of the non- 
merchandising utility. A year ago 
there were 106,204 customers. 

H. M. Walne, residential sales man- 
ager, says there is no visible consumer 
'esistance to appliance prices and he 
adds that “There still exists an acute 
thortage of refrigerators; as a matter 
*f fact, no popular lines of appliances, 





both major and traffic, are available in 
any quantity.” He puts the average 
range wiring cost at $70 and says that 
nothing is being done at the present to 
reduce that figure. 

His estimates for 1948 appliance 
sales are: 15,000 refrigerators, 1,200 
ranges, 75 electric water heaters, 500 
home freezers, 6,000 automatic and 
10,000 conventional washers, 
ironers, 20,000 radio sets, 6,000 vacuum 
cleaners, 7,000 attic fans, 10,000 evapo- 
rative coolers. 

Present saturation in the territory is: 
refrigerators, 73%; electric ranges, 
1.6%; washers, 28%; radios, 174%; 
and cleaners, 42%. 


Gulf States Utilities Co. 


The Gulf States Utilities Co., with 
133,000 customers in its Beaumont area 
where last year it had 118,950, provides 
1,300 kw.-hrs. per domestic meter per 
year. L. F. Riegel, general sales man- 
ager of the company, says that the 
utility will merchandise this year, but 
will not conduct specific campaigns on 
ranges, electric water heaters or home 
freezers. He finds considerable con- 
sumer resistance and says, “Most elec- 

ranges are deluxe 
models and priced beyond the 
reach of the average family.” About 
appliance deliveries he says, “Some 
brands of automatic washers, electric 
water heaters and freezers are 
now available. Table appliances are in 
fair supply. Refrigerators and con- 
ventional washers are still scarce.” He 
estimates r wiring the 
area at $52.50 and says nothing is 
being done to reduce them. There are, 


tric being shown 


are 


home 


ange costs in 
> 


he believes, 500 dealers in the area. | 


3efore the war there were 100. 
His estimates of 1948 appliance sales 
and present saturation are: 8,000 re- 


irigerators (53%); 1,500 ranges 
(10%); 500 water heaters (4%); 
2,000 home freezers: 1,000 ironers; 


15,000 radio sets; washers (35%). 


Two More Utilities 


Soth J. G. Harris, 
manager of the Community Public 
Service Co., Fort Worth, and T. E. 
Kuykendall, merchandise manager of 
the West Utilities Co., agree 
that there is some consumier price re- 
sistance to current appliance prices. 
The former of these two companies 
serves 47,000 domestic meters (42,824 
last year) which consume an average 
of 1,000 kw.-hrs. per year and the latter 
firm provides current for 62,000 homes 
and farms (57,544 last year) which pay 
for 1,200 kw.-hrs. a year. Both com- 
panies plan to merchandise this year, 
but neither plans specific campaigns 
on water heaters or freezers. Com- 
munity Public Service will make an 
effort in behalf of electric ranges. West 
Texas Utilities estimates that there are 
only 30 dealers today in an area for- 
merly served by 100. Community Pub- 
lic Service made no estimate. There is 
some difference in the range wiring 
costs in the two areas. In West Texas’ 
area it costs $40 while in Community 
Public Service’s it costs about $15. 
The latter company furnishes materials 
free, 

Available figures on estimated 1948 
sales and present saturation for both 
companies can be found in the accom- 
panying table. 
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Ai America has acclaimed the 

wonderful Gill Electric Stove—but just wait until 
they see the handsome new 1948 model! A 
brand new “hammered” aluminum finish on 


the front and sides gives ita million-dollar look. 
The top is bright, practical stainless steel. 


Wherever the Gill Stove is used—in apartments’ 
—rumpus rooms—weekend cabins — 

trailers— barbecues—it does a big job in small 
space. No wonder Gill owners are so 
pleased!...and Gill dealers so enthusiastic! 
You will be too. Ask your jobber. 
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ELECTRIC STOVE 
GILL ELECTRIC MFG. CORP. 


CITRUS AVE REOLAWNC 


Manufacturers of 


quality electrical equipment since 1920 


o 


IT TURNS 


IT SWINGS 


IT SPINS 


* 
os. 


IT BENDS a 


D ae ———_ tT 


OSPLAYS, 60 CORD SETS STOPS KINKING, TWISTING, AND BREAKING 


* 
>» 































Attractive, permanent, quality- 
as 4 —* re wr ar 4 me TO SELL: Just place in a home-maker’s hand. Let her see and feel 
lrg nae the magic of the “WRIST ACTION” plug — it turns, it swings, it 
11 different types) each tagged bends, it spins — a free-floating action that leaves the cord itself 
with informative, self-selling la- smooth, untwisted. Let her choose from two smart models — styled 
bet. Was lerense cord set sates, by a leading industrial designer — at the price she wants to pay. Sold 


cut selling time. Occupies little wr OT RSS , eee : vag ; , ae 
ule anne —~ edly 30" by thru leading electrical and hardware stores. See your jobber — or write f 





20” by 8”. Write for full de- direct for complete details and prices. 


tails on ils offer. ATTRACTIVE SELF-SELLING DISPLAY HOLDS ONE NO-TRO “WRIST ACTION” CORD 


SET — ILLUSTRATES ITS ACTION. HERE'S A BIG PROFIT, BIG VOLUME ITEM» 


A COMPLETE LINE ape 
STOPS 95°% OF CORD TROUBLES of all electric iron troubles are due to sharp 


: bending and chaffing of the cord at the point 
Here's where the MAGIC comes in: where it enters the plug. “WRIST ACTION”, 
The “WRIST-ACTION” plug con- because it eliminates all strain at this point, is 
tains wo wire thereby eliminating pos- obvious proof of its own value. No other 


Davis builds a cord set for ibility f ire b : . 7 : - : 
sibility of wire burning off — this > > 7 : . 
evely diiiaoment need — ) = set like it. Write for discount schedules. 


ideieltien © complete prtes means no broken wires, no shocks, no 

range, finest quality, full burned out fuses, no time and temper cw BASS ConmescroRs 
market coverage, attrac- lost. “WRIST ACTION” eliminates, an cocoptades tor electric venase save 
tive display. Write for all strain on cord — assures that the electrical hook-up expenses. Features 


catal ivin de- . ° heavy construction, double opening for 
ce » py ro the cord set will last for the life of the ap- easy service from any angle, short-pre- 
complete cord set line. pliance. Housewives know that 95% aiken ee a aa 


ie. Bei oN 
4 Ms! DAVIS Gy 2stAPeis. Name. 
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T HAS not generally been recog- 
I nized that the Mountain States are 

among the areas which are increas- 
ng steadily in population. It is illum- 
nating therefore to note that the power 
ompanies of this region report a total 
increase in domestic customers which 
amounts to 8.1 percent during the past 
Arizona reports the phenomenal 
growth of 17.2 percent, Nevada 11.1 
percent and Idaho 9.2 percent. For the 
most part the increase has been greater 
among rural customers, where rural 
extensions have brought in blocks of 
customers, but the figure for cities 
alone is 6.8 percent. 


year. 


This entire ter- 
ritory, with one or two exceptions of 
immediate jobbing centers, feels that 
it is not receiving its due share of ap- 
pliances—perhaps the reason is that 
this growth is not entirely realized. 
The table of percentage increases by 
companies and states shows how this 
new population is distributed. 





t 


ountain Income 
<< 


Income 








MONTANA 


WYOMING 









































INCREASE IN DOMESTIC CUSTOMERS 1947 TO 1948 


Montana 
Montana Pwr. Co... ... 


Idaho 
Idaho Falls 


Idaho Power Co. 
Total Idaho 
Wyoming 
Cheyenne Lgt., G. & F. Co... . 
Sheridan Mont.-Dak. Utl.. . . 
West. Publ. Service... 
Total Wyoming 
Colorado 
Frontier Power Co. 
Publ. Service Co. of C... 
So. Colo. Pwr. Co... .. 
Total Colorado 


New Mexi-o 
Las Cruces (El Paso) ; 
Roswell (S. W. Publ. Serv.)......... 
Deming (Publ. Serv. of N. M.)...... 
Santa Fe (Publ. Serv. of N. M.)..... 
Total New Mexico. .............. 
Arizona 
pe 
CN I BIOs kc 0s oacoaaenws 
Salt River Valley................. 
The Tucson G. E. L. & P. Co........ 
Total Arizona. 
Utah 
Heber Municipal................. 
Provo Municipal.................. 
Telluride Power Co................ 
tak Pus. & Let, Co... 2. cccees 
Total Utah........... 


Nevada 
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. 100 
1939 1940 1941 1942 1943 1944 1945 1946 1947 

About one fifth of all the domestic cus- depends upon low rates, with no re- 
Increase tomers reported from this area are strictions as to use to build load. It 
Percentof Increase Increase in all . . P 26 ctr} 
“sitchis’ cantgmers customers cuutgmers aie sealed io ox a ak 
c GY, Y, id — cally = es PC- 

— ss o = Market Conditions trically heated in the winter. 
13.5 4.6 13.3 5.7 Market conditions everywhere are Increases during the year run from 
reported good or excellent, with the low figures to 1,300 kw.-hr. reported 

0 8.8 —— 8.8 modification made in several cases, that by Southern Nevada Power Company. 
30 9.7 8.1 9.2 they would be better if sufficient appli- The Salt River Valley use went up 600 
28.3 9.7 8.1 9.2 ances were available. Market esti- kw.-hr. per home. Idaho Power homes 

mates made at the close of the war are increased their annual use by 500 

3.5 1.6 9.4 1.8 reported to be standing up in most’ kw.-hr. These figures are reflected in 

- ~aeee — 11.0 cases, though Cheyenne, Denver, Pueb- the following table: 
me 5.4 36. 5.6 lo and Deming report that the lack of 
2.6 2.8 12.9 3.5 adequate supply of appliances has KILOWATT-HOUR USE—MT. STATES 
caused some of the figures to drop Aoesene 
nnual Increase 
13 3.5 6.9 4 down somewhat. On the other hand, we-hr. over 

6 54 14 5.2 Santa Fe and Sheridan, Wyo. says are eS 
9.6 4 5 8 performance is better than estimate Montana Power Co 1,472 172 
6.1 3.8 11.8 4.6 in several instances. Idaho Falls..... 5,600 —_— 

: Cheyenne L. F. & P. Co. 3,400 500 

6.7 14 15.6 19 Kilowatt-Hour Use Sheridian-Mont.-Dak. 

8 14.8 21 15.3 \s a whole the Intermountain states Util......... veseee 1,055 95 
13.7 12.5 12.9 12.6 are not quite up to the Pacific Coast West Publ. Serv.- Laramie 1,300 ‘an 
6.7 9 19.5 9.3 eRe arnt teal Frontier Power Co... ... 800 39 
88 19.9 19.1 19.7 in average annual kw.-hr. cOnSUMP- Publ, Serv. Co. of Colo.. 1,222 135 

tion, with several notable exceptions. $9 Colo. Power Co..... 1,375 5 
Idaho figures are on a level with those _ Pybl. Serv. Co. of N. M. 

0 2 2 of Washington and Oregon; the Salt Deming. .... 960 75 

= 13.7 River Valley farmers use an average Senta Fe............ mam — 
100 8.6 8.6 of 2,900 kw.-hr. annually, Utah Power Salt River Valley...... 2,900 600 
45 52 28 40.4 & Light Co. report 1.941 kw-h Tucson G.E.L.& P. Co. 1,560 120 
402 272 17 17.2 = tae Se. pees Se eee oe icipal 

Sierra Pacific 2,800 kw.-hr., while Heber Municipa =o 1,600 

Idaho Falls reports the very high [eve Musidpel....... —  ~ 

r) 42 42 a dhs: . J Telluride Power........ 1,000 —- 

0 99 92 figure of 5,600 kw.-hr. and the South- Utah Power & Let. Co... 1,941 234 
14.2 48 Q 44 ern Nevada Power Co., serving Las Ely Lgt. & Pwr.Co..... 892 — 
NAS cats 3.5 Vegas, Nevada probably has the high- Sierra Pacific Pwr. Co.... 2,800 280 

3.6 2 3.5 est average of the country with 6,800 So. Nevada Pwr. Co.... 6,800 1,300 
kw.-hr. per home. The Idaho Falls os 
08 1.7 0 1.7 figure is explained by the fact that it Asked if the inclusion of rural figures 
aaa aa prec a 12.8 has a high range saturation, plus the modified the report on kw.-hr, use, The 

0 8.5 ial 8.5 existence of a flat water heating rate, [daho Power Company indicated that 
— 7.4 — 11.1 which has resulted in a water heater their 3,400 kw.-hr. per home figure 
19.9 6.8 12.5 8.1 saturation of 58 percent. Las Vegas (Continued on page 206) 
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DO You 











Aver. NUM 
| NUMBER OF — Kw.-He deat: PLAN TO 
CUSTOMERS =| Cos PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1948 SERVING | (MER 
(Urban & Rural) sump- | TERRITORY | CHAN. 
tion DISE? 
Electric Washers 
Relrig- Elec- Woter Redio Vecuum| Refris- Water Home —- Redio Vecuum 
Dec. 31, Dec. 31, 1917 erstors tric Heat- Wesh- lroners Sets Cleaners) eretors Renges Heaters Freezers Auto- Conven- Ironers Sets Cleaners Pre- Jan. Yes No 
1947 1946 Renges en en tional 1948 
% % % % % % (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) | 
MONTANA 
The Montene Power Co 88,765 83,917 1472 72 30 6.3 DT CM ie.vas «auese septa -tebbatl wie |1,102 1,200 x 
| | 
IDAHO 
Idaho Falls Electric Light 
Dept 4,500 4100 5,600 75 55 58 85 20 85 90 25 65 x 
ideho Power Co 83,000 75,896 3,400 80 64 35 85 5 95 75 12,000 7,000 3,300 1,000 2000 8,000 1,000 16,000 3,500, 400 690 . 
WYOMING 
Cheyenne Lighting, Fuel 
& Power Co 7,530 7,390 1,500 55 25 10 75 20 86100 SO OF sasine.cexdes, Sexeeen Bebiee ccs decds co re S$ 35) 
Rawlins Electric Co 2,250 PL acm, «es See ate de -ee0, cab /D Smeiee aolsedw webaas. o0ekad, Stes Sismnas ; . x 
Sheriden Montane-Dekotes 
Util. Div 625 554 1,055 70 10 80 1 95 65 7 10 x 
West Pub. Service Co 
Laramie 3,525 3,335 1,300 40 7 1 40 4 90 70 300 100 20 40 150 250 75 1,000 300 8 11 x 
COLORADO 
Frontier Power Co 
Trinidad 6,670 6,410 890 60 10 2 80 5 we 0s was 'D cnnccta 406006 0n5e 465460 Kabawe seléees? saebem ‘edness 20 35 - 8 
Public Service Co. of 
Colorado 141,100 133,332 1,222 60 - 1.2 70 10 95 119 x 
Southern Colorado Power 
Co ee «TR GR ke kes tae. ae OD aveecwc Keaaed: cnedee -00sbke" R¥teee ROS eS 2 47. 
| 
NEW MEXICO 
Public Serv. Co. of N. M 
Albuquerque 23,449 20,809 1,000 : 
Deming 1,275 1,132 960 35 4 15 3 80 35 100 10 10 25 15 10 100 50 2 6 x 
Les Vegas 2,585 2,246 910 ‘ 
Sante Fe 5,900 5,350 780 65 5 80 2 . 10 250 15 8 50 150 250 25 450 250 7 15 . x 
ARIZONA 
Arizona Edison Co 14,700 BO samas EB cee cee 22806 week cee wee s66.'0. teas -exadds cecedk decce Seid hehe accuse Sennen : 50 ° x 
Centre! Arizona Light & 
Power Co 46,172 SE Lh sikte © cen <a idee amb Mab. “Sau 42%  wentké <-GRSe Genkeet -eemsek delewee -Seeene \ankeee 150 200 x 
Selt River Velley Weter 
Users Assn 14,500 eee, 0 lla (itil ti Oe ee Oe 6 OR (See. wiettee’ whee sebwees x 
Tweson Gas Elec. Lt. & 
Pwr. Co 29,100 20,725 1,560 78 i 4 4s 2.5 ee <<< © s8 @& @nbeb ~Gnbas. Sedeee: “Sebeee. ‘Badsnd SeURER: Goeeee 3% 50 x 
UTAH 
Heber Light & Power | 
Plant 1,400 1,340 1,600 e eee e-e ae we. ws Bot ate 2.45 <ab003n ob6006 BODES SbeRde eeeees “Seeeas , 5 6 x 
Provo Dept. of Public 
Utilities. :: 6,120 5,986 1,712 26.1 16.3 250 400 23 26 ° x 
Telluride Power Co 7,000 6,700 1,000 55 3.3 5 90 200 200 200 200 14 36 x 
Uteh Power & Light & 
Western Colorado Pwr 
Co. 132,103 127,596 1,941 75 40 144 87 3.5 100 75 *9,000 6,050 5,850 965 1,920 7,125 1,190 19,000 8450 800 1,581! ° x 
NEVADA 
Ely Light & Power Co. 1,261 1,240 892 60 7 7 80 70 60 a 10 . x 
Sierra Pacific Power Co 19,000 16,841 2,800 72 57 22 1,300 1,100 900 65 120 : x 
Southern Nevede Power 
Co 6,700 6,171 6,800 95 $65 85 93 6 85 97 700 560 600 150 200 700 80 650 400 5 23 x 
* Based on 10°) increase on estimate of 1947 from 8 month record. 
Includes 665 dealers handling small applience and lemps only 
$ 1946 figure. 
t opped to 3,20 10 rural 5,600 if apartments were left out. The home, also shows a 20 percent percent, water heaters 
nes were includ rontier Frontier Power would raise their aver- jump in saturation figures for water Utah Power & Light—40 percent, 
) ¥ Trinidad, Co owever, ige to 890 from 800 kw.-hr. without heaters and refrigerators. In Idaho ranges; 14.4 percent, water heaters 
vu] e their ficur to 890 kw.-h1 apartments Tucson, on the other the Idaho Power’s-saturation figure for Sierra Pacific Power Co.—57 per- 
) iT wintry fieure hand, would drop their est'mate to ramges is 4 per cent higher than last cent ranges, 22 percent, water heaters 
ere omitted. Tucson, Ariz. estimated 1,422 from 1,560 were apartment year’s, on water heaters, 5 percent. Southern Nevada Power Co.—does 
it the average, with rural use omitted figures omitted. Utah Power & Light Co. reports a 7.4 not give 1947 figure, but last vear the 
ould drop from 1,560 to 1,422 kw.-hr., 7 jump on water heaters. High satura- saturation on ranges was 65 percent: 
ae a yy Saturation . 7 - . Oa? é ‘ 
le the Telluride Power Co. of Ric tion figures of particular interest are 1947 figures on water heaters showed 
eld, Utah would raise their estimate *Saturation figures are tied in closely those reported from. an 85 percent saturation. 
rom 1,000 to 1,100 kw.-hr. if urban with kilowatt-hour use per home and, Vontana—30 percent, ranges; 5.3 Washers in this entire area run in the 


tome ilone were to he msidered 
\parti t house figures generally 
ower tl iverage Idaho Falls says 
their figure would be 5,800 instead of 
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is may be expected, are very high for 
certain areas, low for others The 
Southern Nevada Power Co., which 
reports the 1,300 kw.-hr. gain per 


percent, water heaters 

Idaho Power—64 epercent, ranges; 
35 percent, water heaters 

Idaho Falls—55 percent, ranges; 58 


JANUARY 1, 


neighborhood of 75 to 85 percent satu- 

ration. Ironers are high at 10 percent 

in Colorado, while Idaho Falls and 
(Continued on page 210) 
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ARE YOU A VICTIM OF “ORPHANITIS"? 


Are you “stuck” with heavy 
inventory on practically paralyzed 
heating units? Of course you have 
to turn these war-time “ghosts” into 
cash ... but don’t stake your repu- 
tation on them! Unload them on 
“price” buyers who expect grief 
with their “bargains.” BUT, be sure 
to stock Electresteem for the quality 
buyers who hold the key to your: 
continued success. That’s just good 
business! 








DEALERS WHO LOOK AHEAD WILL BE AHEAD 
WITH Slectresteem PORTABLE ELECTRIC STEAM RADIATORS! 


REG. U. S. PAT. OFF. 



















It pays to recommend and sell 
Electresteem. Sales-resistance is 


lowest because we have long been INSIST ON GENUINE 


one of the most aggressive national 
advertisers in the field. Proved per- 


formance and trouble-free operation El. f ay [ 
are the secret of Electresteem’s over- EC ZZ (ZA 1/1 
whelming popularity. In each Elec- REG. U.S. PA 


erent Sand ho a PORTABLE ELECTRIC STEAM RADIATORS 
with Patented Dual-Heating System! 





We'll be in Booths 
4l1l and 413 
National Housewares 


Show Amphitheatre 
CHICAGO 

















“ ESRC 


ELECTRIC STEAM RADIATOR CORPORATION, Paris, Kentucky 


IN CANADA: ELECTRIC STEAM RADIATOR COMPANY OF CANADA, LTD., WINDSOR 
ALSO MANUFACTURERS OF ELECTRESTEEM BABY CHEFS, 8 BABY-BOTTLE STERILIZERS, ELECTRIC SERVANTS AND VAPORIZERS 
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ARE YOU MAKING THE MOST OF 


THIS BIG SALES FORCE? 


It’s being used more and more by thousands of 
U. S. retailers! 


What is this big sales force? 

It’s LIFE—for LIFE today is a powerful force for 
imprinting an idea, a product, ora trade-mark upon 
the minds of the American people. The editorial 
excitement of LIFE’s word and picture journalism 
makes LIFE the most-read magazine in America 
each week, 

LIFE’s 26,000,000 readers each week are impor- 
tant buyers of the products they see advertised on 
its pages. 


So, let your customers know you have these famous 


products they read about in LIFE. 


When U.S. retailers feature these famous names 
in window, store, and counter displays, and in their 
local advertising, they use this big sales force by: 


1. Making it easier for people in their own neighbor- 
hoods to find and buy the products they learn 
about through LIFE’s advertising pages. 


2. Attracting to their stores the sales excitement 
that advertising in LIFE creates week after week 
in their towns. 


Here are some examples of the wide variety of ways 
retailers put this big sales force to work: 





4 p 
Me ? 
#: € 
4 ¢. = 3 a 2 
Paes hg e 
$ ° % é 4 + toad 4 4 s 
pe od GH - P ze he 
(6 le ee ; 
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215 products sold in food stores were advertised in LIFE during 1947. 788 department-store items were advertised in LIFE during 1947. And 


And thousands of food merchants used reprints of LIFE ads for food LIFE-advertised promotions stirred up aisle-filling sales excitement in 
products to put LIFE’s local selling power to work at their counters. Here, stores across the country. Here’s the crowd on the main floor at Joske’s 
Max Atlas points to a reprint of a LIFE ad for Shefford Chevel Cheese of Texas, San Antonio, during one day of this store’s week-long, store- 
used in a counter display in one of his 3 stores in Indianapolis, Ind. wide promotion, featuring 245 LIFE-advertised products. 
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415 drugstore products were advertised in LIFE during 1947. Bill Jessa- 
mine, Pasadena (Calif.) druggist, says: “This idea popped right out of a 
mailbag. When I saw how many copies of LIFE our postman delivers 
every week, I figured LIFE must be the most-read magazine among my 
customers. So I feature LIFE-advertised products regularly.” 


a ly a 


<4, | 


asa = 
| Stree Cte 
tas JF 


on al a és “ 


~ ~ 


217 appliance-store products were advertised in LIFE during 1947. Here’s 
how The Electrical Center, Ardmore, Pa., used LIFE display material to 
build up its reputation as headquarters for the national brands. Mrs. 
Dorothy Bayer, owner, finds that the use of actual advertisements 
from LIFE makes it easier to emphasize advantages of products she sells. 








216 products sold in men’s wear stores were advertised in LIFE during 
1947. And men’s wear retailers made the most of prospects created by 
LIFE in their communities. They featured LIFE-advertised men’s wear 
items throughout the year in windows like this one for MacGregor sports 
and leisure wear at Emery-Bird-Thayer Company, Kansas City. 








59 automotive products were advertised in LIFE during 1947. Jack Snyder, 
of Snyder-Lynch Motors, Inc., Burbank, Calif., used this display to 
dramatize the 1947 Ford. Says Mr. Snyder: “LIFE’s great and extremely 


responsive audience in Burbank is continually exposed to Ford’s ads. 
And | want that advertising to work even better for Ford and us.” 











26,000,000 alert, able-to-buy Americans read LIFE every week. 
Today, more people than ever before—right in your town—see 
the famous products you sell which are advertised in LIFE. And 
their enthusiasm for LIFE becomes buying enthusiasm for you 
when you stock and display LIFE-advertised products. 


IN 1948—52 weeks of extra-special sales opportunities 
for you! 


Start with the list on the next page. 
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Here is your advance list of products 
to be advertised in LIFE 


Get your share of the sales that LIFE is making in your town every 
week by planning your buying and promotions ahead of time. This 
list appears in Electrical Merchandising every issue. 


MAJOR APPLIANCES 
Jan. 5 Electromaster Electric Range—4 page 
Gill Electric Stove—¥ page 
12 Hotpoint Electric Range—page, color 
19 Bendix Home Appliances—page 
26 Kelvinator Refrigerator- 
Westinghouse Appliances—page, color 


SMALLER APPLIANCES 
AND HOUSEWARES 

. 12 Eveready Flashlight Batteries—Y2 

Pad— ly page 

Dexter Pencil Sharpener—28 lines 

26 Ray-O-Vac Batteries—l4 page, color 
Rex Cutlery—y page 

Dexter Pencil Sharpener 


Jan. 
Jan. 


Jan. spread, color 


page, ¢ 
Casco Heating 


Jan. 


28 lines 


HOME FURNISHINGS 
Jan. 5 Pacific Sheets—page, color 
Pepperell Sheets—page 
Vy page 
Jan. 19 Cannon Sheets—page, color 
Englander Mattresses—page, color 
Nashua Blankets—page, color 
Franklin Shockey Hope Chests—' page 
Pacific Crib-Fast Sheets—¥4 page 
Simmons Ace Springs—¥4 page 
Jan. 26 G-E Automatic Blanket—page, color 
Lane Cedar Hope Chest—page, color 


Pequot Sheets— 


RADIOS AND INSTRUMENTS 

Jan. 5 RCA Victor Instruments—page, color 

G-E Radios 

Jan. 12 Lester Piano 
Jan. 19 G-E Radios—page, color 

RCA Victor Instruments—page, color 

Philco Radios 

Jan. 26 Hammond Solovox—', page 


JEWELRY, CLOCKS AND WATCHES 
Jan. 5 Kelton Watch—'% page 
Jan. 12 Telechron Telalarm Jr. 
Jan. 19 G-E Clocks—¥4 page 
Keepsake Diamond Rings—'y page 
Kelton Watch—\% page 


SILVERWARE 
. 26 ommunity Silverplate- page, color 
1847 Rogers Bros.—page, color 


page 


Vy page 


page 


page, color 


CAMERA SUPPLIES 
- 26 Wollensak Camera Equipment— 4 page 
SPORTING GOODS 
12 Bristol Sporting Equipment—!4 page 
Chicago Roller Skates—l4 page 
19 Rollfast Roller Skates 
NOTE: 
1. Many of these LIFE advertisers have ordered LIFE merchandising helps sim- 


ilar to those that so many retailers have found effective. Ask your suppliers about | 
ADVERTISED IN LIFE merchandising aids! 


Jan. 


Jan. 56 lines 


2. Because of last-minute changes, some of the ads may appear in issues differ- 
ent from those listed above. 


ADVERTISED 


Oh: 


LIFE, 9 Rockefeller Plaza, New York 20, N.Y. 


NOW 26 MILLION AMERICANS READ LIFE 


PAGE 210 








MOUNTAIN 





Cheyenne estimate a 20 percent satura- 
tion. Vacuum cleaners run from 65 
to 97 percent in estimates. 


Prediction of 1948 Sales—Mountain 
States 


The uncertainty as to just what de- 
liveries can be counted upon for the 
coming year has limited somewhat the 


CONTINUED FROM PAGE 206 





number of estimates of 1948 sales made 
by individual companies. In order to 
make these figures more valuable, an 
index was prepared based on the per 
capita figures submitted and this ap- 
plied to the total number of customers 
among all companies reporting. These 
estimates for 1948 are given in the 
following table: 


ESTIMATED SALES 1948—BASED ON ALL POWER COMPANIES 





REPORTING 

Water Home Washer Vacuum 

Refrig. Range Heater Freezer ut. Conv. lrener Radice Cleaner 

Montene... 8,630 5,000 3,000 853 1,705 6,231 880 14,202 4,944 

rr 12,101 7,269 3,486 1,054 2,108 8,432 1,054 16,864 3,689 

Wyoming... 1,185 395 80 160 494 987 296 3,952 1,185 

ee. . 16,700 10,252 7,298 1,651 3,319 12,198 1,702 27,803 9,679 
ew 

Mexico.. 2,942 1,909 1,373 291 605 2,296 300 5,232 1,821 

Arizona.... 10,040 6,164 4,388 993 1,995 7,324 1,024 16,915 5,819 

Uteh..... . 9692 6,552 6,515 1,217 2,130 7,903 1,320 21,084 9,367 

Nevada.... 2,590 1,700 1,590 256 515 1,892 262 4,314 1,502 

as hay 63, 880 39, 241 27,730 6,475 12, 871 41, 31 3 6,838 110, 366 38,006 

tes 


In the Mountain States as a whole, 
96.1 refrigerators are expected to be 
sold per 1,000 customers, 59 electric 
ranges, 42 water heaters, 9.5 home 
freezers, 19.1 automatic washers, 70.2 
conventional washers, 9.8 ironers, 160 
radios and 155.7 vacuum cleaners. 
These estimates vary with the indi- 
vidual states, of course, which present 
widely divergent markets—and these 
differences are reflected so far as pos- 


sible in the figures which are presented. 
1947 Sale of Appliances 


A number of the power companies 
report 1947 sales, most of them based 
upon records submitted monthly by 
dealers. Quite a number of these 
figures, however, are estimates, based 
upon the best information available 
Those reporting are given in the fol- 
lowing table: 


SALES OF APPLIANCES BY COMPANIES—1947 (Units) 








Water 
Refrig. Range Heater 
Montana Pwr. Co. —— 4,000 2,200 
Idaho Pwr. Co... 5,000 6,000 3,000 
West. Publ. Serv. Co... .. 170 60 10 
So. Colo. Pwr. Co... . 1,500 420 411 
Publ. Serv.-Deming. .. . 30 s— 
Publ. Serv.-Senta Fe. ... 200 10 & 
Provo. ; ——- 185 332 
Telluride Power Ce... 200 200 200 
Uteh Pwr, & Lot. 8,183 5,500 5,319 
Sierra Pec. Pwr. Co..... 1,100 960 720 
So. Neveda Pwr. Co.. 600 420 450 
is hackbeeewess 16,983 17,766 12,650 


Comparing 1947 sales with 1948 pre- 
dictions by the same companies, this 
gives an estimate of the amount each 
type of business is expected to in- 
crease during the coming year over 
1947 sales. The figures for all com- 
panies in the Mountain State area 
which reported both is a 54 percent in- 
crease in refrigerator sales, 16.5 per- 
cent in ranges, 16.6 percent in water 
heaters, 30.3 percent in home freezers, 
43 percent in automatic washers and 
30.3 percent in sale of the conventional 
type, 40 percent increase in ironer sales, 
8.3 in radios and 16.1 percent in 
vacum cleaner sales. 


Replacement Sales 


Few of the power companies haz- 
arded a guess as to the percentage of 
sales which were replacements, al- 
though one or two expressed the opin- 
ion that such sales were probably 
minor. The Idaho Power Co. sug- 
gested 1 percent on ranges, 5 percent 
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Home Washer Vac 
Freez. Auto. Conv. lIroner Radio Clean 
700 1,000 5,000 500 15,000 3,500 
20 75 195 30 61,000 300 
166 380 861,732 178 3,944 —— 

6 13 9 3 50 50 

50 100 300 25 400 300 
ee 
877 1,475 6479 1,081 17,273 8,450 
100 175 600 60 600 400 
2,019 3,488 14,315 1,877 38,269 12,177 
on water heaters and 5 percent on re- 


frigerators as a possible percentage 
which replaced old equipment. The 
Western Public Service Co. of Lara- 
mie, Wyoming, thinks 10 percent of the 
ranges, no water heaters and 5 percent 
of the refrigerators were replacements. 
Deming, New Mexico, with few range 
and water heater sales, says none of 
these went into homes previously own- 
ing one, but that perhaps 50 percent 
of the refrigerators were replacements. 
El Paso suggests 1 percent for ranges, 
1.5 percent for water heaters and 4.3 
percent for refrigerators. Santa Fe, 
in much the same position as Deming, 
says 2 percent of the range sales may 
be replacements, and 50 percent of the 
refrigerators. The Telluride Power 
Co. suggests 10 percent on ranges, no 
water heaters and 20 percent on re- 
frigerators as replacement possibili- 
ties. The Utah Power and Light Co. 
gives a figure of 25 percent range sales 
(Continued on page 212) 
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AUTOMATIC, ELECTRIC 
FOOD WASTE DISPOSER! 


The Scientific Marvel that Eliminates 
ALL Food Waste in Every Home.... 





NOW you can offer your customers the most sensational advance- 
ment in the major appliance field...the ingeniously designed, 
home-tested AUTOMATIC WASTE KING PULVERATOR that 
swirls away ALL food waste that is put down the drain including 
bones, parings, fruit pits, shells, and cornhusks. It’s that simple! 


HERE’S GREATEST SALES OPPORTUNITY IN 25 YEARS! 
The WASTE KING PULVERATOR opens up a new sales horizon 
unparalleled in the major appliance field. There is no market 
saturation in sight for years to come...33 million homes need a 
disposer...the sky is the limit! All your efforts to make a sale are 
protected because you are not selling a product to someone who 
already has one. COMPARE market saturation with other appli- 
ances. You'll be convinced that selling a WASTE KING PULVER- 
ATOR is the best thing that has happened to you in 25 years. 


waste KING PULVERATO, 


Has ALL the Exclusive Features! 








/ 
















The WASTE KING PULVERATOR fits any 
sink with a standard 3%” diameter drain 
opening. NO BRACKETS ARE USED. The 
PULVERATOR is self supporting. Costs less 
to install than any other AUTOMATIC dis- 
poser on the market. Only one plumbing 
connection is required. 


SAFETY DRAIN-CONTROL TOP 
Locks in place during normal operation 
Covers shredder compartment for 
absolute safety. Used as a sink stopper 
by simply turning to “SEAL” position 
or conventional drain when turned to 
“DRAIN” position. This is the SAFETY 
FEATURE your customers ask for! 


Plus... PRE-GRIND 


CONICAL CUTTER SLEEVE 
Performs primary cutting action. Con- 
tains three secondary shredder blades 
that control the size of food waste par- 
ticles for the life of the unit. This is 
the heart of the unit that “pulverates” 
ALL hard, fibrous and bulk food waste. 
This is the DESIGN FEATURE your 
customers ask for. 


WATER FLO-CONTROL 
Automatically starts the PULVERATOR 
only after a sufficient flow of water 
passes through the unit. Prevents the 
PULVERATOR from starting without 
water—therefore protects the sewer 
plumbing from clogging. This is the 
“mechanical brain” that offers trouble- 
free service your customers ask for! 


WATER FLOW PROTECTS PLUMBING! 















white enamel. 





The WASTE KING PULVERATOR 


compact, self-contained unit in Dulux 


is a 


NIRA 


This exclusive feature makes the WASTE KING PULVERATOR the LEADER....years ahead in design 
and performance. The PULVERATOR is scientifically designed to operate only when water flows 
through the unit. This means that before the first particles of food waste pass through the trap, they are 
in maximum suspension in water....the sewer plumbing is protected and cannot clog. Compare this 


important exclusive feature! 
WRITE FOR OUR DEALERSHIP and SALES PROMOTIONAL PLAN! 


WASTE KING PULVERATOR, Dept. EM1 
Given Manufacturing Company 

3855 Santa Fe Avenue 

Los Angeles 11, California 





| 

! 

! 

! 

| 

! 

| 
Gentlemen: Please send me further information about dealer- 
ship franchises for the WASTE KING PULVERATOR. | 
| 

! 

| 

| 

| 

j 

! 

| 
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Company Name_ 


Address 2 
City 2 = State e 
A PRODUCT BY GIVEN Your Name a __ Title 


SEE IT IN ACTION! AMERICAN FURNITURE MART — 17th Floor, Space 126 Lo ce eee es cas ee eee ee > ee ee ee ee oe oe oe oe ee ee ee ee ee ewe ewan 
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MOUNTAIN 


The Duchess f 
makes one pr t 
—wash ng mact es 





as replacements, and adds that in their 
opinion at least one half of the old 
ranges have been reconditioned and 
sold again and are now in use on their 
lines. They estimate 3 percent replace- 
ment sales for wate! lhe titers, 25 per 
cent for refrigerators. The Sierra 
Pacific gives a figure of 18 percent re- 


placements among range sales, 5 per- 


DUCHESS’ 


SPECIALIZATION 


Assures You— 


cent water heaters, and 15 percent re- 
frigerators. From the Southern Nevada 
Power Co. comes the estimate of 5 
percent range replacements, 4 percent 
water heaters and 5 percent refrigera- 
tors. 





Promotions Planned 


In reporting on promotions planned, 
several of the power companies state 
that they will start as soon as appli- 
ances are available in abundance. Those 
giving more concrete information make 
the following comments: 


Hf Better Product 


Better Profits 


Montana Power Co.—Ranges, water heaters 
and dealer sales training are scheduled 
for attention. 

Idaho Power Co.—Ranges, water heaters, 
home freezers, blankets, sunheat lamps, 
home air conditioning, foot warmers will 
be promoted. 

Cheyenne L. F. & Pwr. Co.—Ranges, water 


It’s sound reasoning to expect greater perfection from a specialist. 


That's why the Duchess is your best buy in washing machines. 


Every workman and every machine has but one function —to heaters, home freezers, blankets. 
build the finest possible washer at the lowest possible price. All Western Publ. Serv. Co.—Ranges, water 
; ; heaters. 

‘ngineering af 58 4 ate @ — : ifi 

engineering and research is concentrated on washers — nothing Publ. Serv. Co. of Colo.—Certified lamps, 

else. The plant is engineered for mass production of washing blankets and comforters. Ranges, water 
: . F a heaters, and home freezers are not in 

machines — nothing else It's logical, too, that such specializa- 


adequate supply. 

So. Colorado Pwr. Co—Ranges, water heat- 

discounts. That's money in your pocket. The Duchess is a big ers, home freezers, automatic home 
laundry and electric kitchens. 

Roswell (SW. Publ. Service Co.)—General pro- 
motion of major items. 

ro Las Cruces (El Paso Electric) —Ranges, water 

P heaters, home freezers. 

Arizona Edison Co.—Ranges, water heaters, 
home freezers, roasters. 

Central Ariz. Lot. & Pwer Co.—Ranges, 
water heaters, limited promotion on home 
freezers, refrigerators, coolers, and lighting. 

Salt River Valley Water Users — Home 
freezers and room heating. 

Telluride Power Co.—Ranges, water heaters, 
commercial lighting. 

Utah Power & Lot. Co.—No serious promo- 
tions until there is a better supply. 

Sierra Pacific Pwr. Co. — Ranges, water 
heaters, home freezers, air conditioning. 
All these promotions are made in coopera- 
tion with dealers 


tion returns manufacturing economies that result in better dealer 


package—a big value for you and for your customers. 


L™ 


THE DUCHESS 
BIG VALUE 


PACKAGE 
afpeatls fa 
WOMEN BUYERS 


Merchandising Plans 





There is a wide variety in the replies 
as to merchandising plans of the vari- 
ous utilities. The Montana Power Co. 





ays no. Idaho Falls, a municipal plant, 

‘ savs no. The Idaho Power Co. has 

YOU CAN’T BUY A vithdrawn irom merchandising for all 

BETTER W ASHER r il purposes in those areas where 
oe a cle ilers ire doing an ace ate j t 

AT ANY PRICE loing an adequate job, but 


n rural areas, which make up an un- 
usually large percentage of its residen- 







tial load, there are sections where 
dealer coverage is inadequate. They 
tate their policy as “merchandising 


all major items in areas where needed.” 

From Wyoming, the Cheyenne com- 
W AS a t a . pany, which is a subsidiary of the Pub- 
lic Service Company of Colorado, 
merchandises all major lines. The 
Montana-Dakota Utilities Co. serving 
Sheridan, has not vet announced its 


APPLIANCE MANUFACTURING CO., ALLIANCE, OHIO 
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policy. This company was recently 
purchased by the Montana-Dakota 
company, which merchandises else- 
where, and the decision is eagerly 
awaited by local merchants. The Wes- 
tern Public Service Co., serving Lara- 
mie, merchandises, but says that it does 
not push sales in competition with 
dealers. The utility serving Rock 
Springs does no merchandising in the 
name of the power company, but does 
sell through the associated retail store 
which is managed by the same com- 
pany. Caspar, Wyoming, part of the 
Mt. States Power system, leaves mer- 
chandising to its dealers 

The Frontier Power Co. of Trini- 
dad, Colorado, does no merchandising 
The Public Service Co. of Colorado 
handles ranges, water heaters, dish 
washers, disposals, home freezers, 
ironers, certified lamps, — electric 
blankets and comforters. From Pueb- 
lo the Southern Colorado Power Co. 
reports that it sells major and new ap 
pliances. 

None of the New Mexico or Arizona 
power companies merchandise. The 
El Paso Electric Co., serving th 
Mesilla Valley area, does handle a 
complete line in El Paso, but in its 
New Mexico territory, it is still leav- 
ing merchandising to dealers, so long 
as they can effectively build load. 

The Telluride Power Company of 
Richfield is the only one of the Utah 
utilities which reports merchandising. 
It sells major appliance- 


Deliveries and Customer Resistance 


The power companies of this area 
are almost universal in their plea for 
more appliances. The only exception 
is the Telluride Power Co. of Rich- 
field, Utah, which says deliveries are 
“almost” normal. The Salt River Val- 
ley also sees no great lack of appliances 
in its area. In all other cases, the reply 
was a fervent “no”, when asked 
whether deliveries were normal. Such 
qualifications and emphasis were added 
as the following: 

Montana—Definitely not 

Idaho—On some items only 

Santa Fe—Far, far from normal. 
This territory is not getting its share. 

Phoenix—No, quotas are based on 
pre-war population and do not take into 
account the phenomenal growth of this 
area. 

Richfield—Yes, except for a few 
items such as mixers, toasters and 
waffle irons. 

Southern Nevada—No except for 
vacuum cleaners. 

Customer resistance to high prices 
is spotty. Montana thinks this will 
develop during 1948. Idaho Falls, say; 
there is some. Idaho Power says, no 
Cheyenne says, ves. Sheridan and 
Laramie report none. Trinidad, Colo. 
says, not vet. Public Service Co. of 
Colorado says, yes. Pueblo, some. 
Deming, no. El Paso, yes. Santa Fe 
says there is more developing every 
day. The Arizona Edison Co. reports 
some. Central Arizona of Phoenix as 
“To a slight extent.” Salt River Val- 

(Continued on page 214 
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New Low 
Prices! 






Drotecte 


fem American Metal Products Company 


os, discounts 
end eerritory 


— P.O. BOX 7037 © SYLVANIA STATION © FORT WORTH, TEXAS 





Improved,\restyled MARSALIS units offer extra value-features for extra sales this 
year! The aftgactive Window-Type Air Con itioner, with its streamlined exterior, 
is desixned to appeal to We discriminating homeow wey nentiowy of zinc-coated Bonderized 
heavy-gauge steel, moderately priced, economical to operate, this finer cooling unit will give 
your customers long and trouble-free service. Easy to install, with eXelusive non-rotating louvers 
for fingertip\control of diffused\circulation, the MARSALIS Window*[ype Air Conditioner 
has variable volume control, decorator styling and new baked-on velvet finish. Available in 


two sizes. +. 
*EVAPORAWVE TYPE 


arsalis AIR CIRCULA 


Here’s the MARSALIS Air Circulator for use in home, office, or any place where air 
circulation is needed. Easily moved into position on ball-bearing rubber casters. Not 
a 12-inch, nor a 14-inch, but a powerful 16-inch electronica balanced unit! Non-rotating 
event at top of unit give fingertip control to direct diffused circulation where and when 
desired. A MARSALIS exclusive for extra home-cooling In pedestal position, the Air 
Circulator may be used as an exhaust or bpmcnrigg fan. With diffusion louvers fully open, it 
expels hot air and draws cool air into any room. When not in use, the Air Circulator makes 
Pon ve console! Variable volume control and baked-on velvet finish are sales-making 
advantages! 


This new MARSAL IS unit is designed for use in homes with attic-fan installation. 
The MARSALIS Attic-Fan Air Conditioner “makes possible attic-fan cooling in the 
d aytime, as well as at night. Moving air is drawn through the cabihet, cooled and filtered by 
the evaporation principle. Co of installation is extremely low. StWed with attractive die- 
formed louvers inside, this M ARS: ALIS unit is decorative as well as efficient. The MARSALIS 
Attit-Fan Air Conditioner opens \y new and profitable market for the attic fan industry and 


proviles the opportunity to increas& sales of new attic fans. Available in two\gizes. 
\ "“EVAP ATIVE TYPE 


Marsalis ‘“CHUB 


Compact, powerful, economical! That’s the MARSALIS “Chubby”—the little brother 

to the Air Circulator! An all-purpose Air Circulator everyone can afford! Individually 
adjustable diffusion louvers (exclusive with MARSALIS) give you a controlled diffusion of 
cool, moving air where you want it. Equipped with a powerful 16-inch electronically balanced 
fan engineered to move a tremendous output of cooling air. Baked-on velvet finish. Variable 
volume control. Priced within the reach of everyone! ‘““Chubby” can be set on the floor or tilted 
to deliver circulation in hard-to-reach corners! Attached to the wall, “Chubby” covers wider 
areas. Manufactured by the American Metal Products Company, these MARSALIS units 
are backed by 32 years’ experience in the design, manufacture and installation of Air-treating 
and Air-handling equipment. They’re sold the world over! Feature the MARSALIS line and 
watch your home-cooling sales climb! 
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ra Hattie Irom. 











Trave} Iron, No. 1025 





ominion 


TRACE MARK 


A GOOD BUY! 


With each passing year, Dominion appliances 
enjoy increasing popularity... increasing volume. 





Each year more people are discovering 
that a Dominion appliance is a good buy! 
SEE THEM AT 
—— a 
National Housewares Show — Booths 1507-1509 
International Amphitheatre —Chicago— 
January 15-22, 1948 


DOMINION ELECTRIC CORPORATION 
Manstield, Ohio 











“Modern Mode’ icwie Stove, No, 1412 











Sandwich Toaster, No. 1210 
Extra waffle grids, No. 1299 





“Modern 
Mode” 
To ©. (Aut 
oSter— Warr, iron Sandwich 
°. 1208 


DISTRIBUTED By 
REPUTABLE JOBBERS ACROSS THE NATION 
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Tucson, 
Provo, yes. 


ley, yes. No. Heber, yes. 
Telluride Power, “Yes, 
Utah Power & Light Co., “Not 
extent.” Nevada 
resistance 


very bas 


to any great Phe 


companies say no customer 


there so far. 


Range Wiring Costs 


Range wiring costs are markedly 
lower in the Mountain area as com- 
pared with the Pacific Coast states. 


Power companies were asked for the 


average cost in their areas, and also 
whether or not this 
the sale of electric ranges. 

The 


of wiring average $60, which has not 


interfered with 


Montana Power Co. says costs 
vet interfered with the sale of ranges. 
No definite plans are being made for 
the future, although the matter is being 
considered. 

Idaho Falls costs average $40 which 
does not as vet interfere with the sale 
of ranges. Idaho Power Co. terrritory 
costs average $50, with no effect as vet 
on range sales. 

From Wyoming, Chevenne 


1 


to S60 wiring charges, whi 


savs $50 
h does not 
seem to bother the purchasers of ranges 
1 that 


are down to $30 and do not 


i area. Sheridan wiring costs 


interfere 
with range sales. rom Laramie comes 
the report of range costs which 


which ham- 


wiring 
were as high as $75 and 
pered greatly the sale of electric ranges. 
The Western Public Service Co., 
ing that area, took out a wiring license 
later 


contractors to bring the 


sery 


themselves and conterred with 


wiring price 


down to $50, of which the power com 
$25 


ANnV PAaAVS Qo 


The Frontier Power Co. at Trinidad, 


$40. From 


the territory of the Public Service Co. 


SAVS Wiring costs average 


of Colorado comes t] e reported aver- 


ve of $70 This does interfere with 


i 4 


the sale of ranges, but the matter is 


dormant at present, chiefly because 
supply is short. The Southern Colorado 
Power Co. savs costs there are between 
$50 and $75, which does interfere with 
ranges. An endeavor is 
stabilize so that 
the utility may participate in the costs 


of installation. 


the sale of 


being made to costs 


‘osts there are 
about $80, which does hinder the sale 
The utility is talk- 
ing about making some subsidy, pos- 
sibly as much of $30 or $40. Roswell 
wiring costs average around $50. F1 
Paso and its territory in New Mexico 
has wiring costs which average $42.50, 
the utility furnishes $35. 
Santa Fe savs wiring costs are from 


Deming says wiring 


of electric ranges. 


of which 


$70 to $80, hindering the sale of elec- 
tric ranges badly. The utility is con- 
sidering making a subsidy of perhaps 
as much as 25 percent. 

From Arizona, the Arizona Edison 
Co. says that wiring costs there are $50, 
which does interfere with the sale of 
electric ranges. A subsidy is being 
The Central Arizona Let. 
‘O. reports S60 WwW iring costs 
city limits, $100 inside. 
This hinders the sale of ranges “very 


considered 
and Power ( 
outside the 


much”, but as yet nothing is being done 
about it. 
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Heber, Utah says wiring costs ther: 
are $40, which have not bothered pur 
chasers much. also report a 
$40 average, but says this has inter 
fered with range sales 


Provo 


The city pay 
$25 on range wiring, $10 for a water 
heater and says, “A program should 
be inaugurated to curb this unsatis 
factory condition.” Telluride 
Co. says a $20 average does not mark 
edly interfere with the sale of ranges 
The Utah Power & Light Co., report 
ing $40 as an average gost, says they 


Power 


have not been able to observe that it 
has hindered the sale of ranges. 

ely, Nevada says $22 on the average 
will install a range in that area. Of 
this they pay $5 and the remainder does 
not interfere with the sale of electric 
equipment. The Sierra Pacific Power 
is $60, of 
which they pay $35. Prospective buyers 
have not seemed to mind the remain 
ing cost, 
Vegas, 
$30, 


Co. says the average ther: 


judging by sales In Las 
Nevada, the 

0, which has not intertered with the 
sale of electric ranges to any 


iverage Cost 1s 


extent 
Plumber Friction 


There has been some friction between 
electrical dealers and plumbers over 
the sale and installation of electric 
water heaters in areas ol the 
Mountain states, but in most 
has been minor, 
posals 


certain 
cases it 
Dishwashers and dis 
seem to be greater bones oi 
than heaters. For 
the most part, however, the answer to 


contention water 
the questions on this subject was “no” 
In Reno, Nevada a plumbers’ strike 
tied up the entire area for some time 
last year, but this was not a case of 
friction between dealers and plumber 
Everything is smooth in that area now 
Those reporting some friction are: 

The Montana Power Co 
limited extent. 

Idaho Falls—Yes. 


Chevenne—Yes. 


To averyv 


Laramie—Principal trouble because 
of sinks. 
Public Service Co. of Colo 
Southern Colorado 
Some, but not enough to interfere with 


Yes. 


Faas ~ 
Powe) LlOo— 


sales. 
Santa Fe 

disposals. 
Telluride Power Co.—Yes. 

All other reports are in the negative. 


Some on dishwashers and 








tv n 
Tone Eup 


“| GUESS WE SHOULDA SOFTENED UP PA’S 
SOCKS A LITTLE FIRST!” 
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GREAT LINE OF 





IN THE FIELD! 


EVANS is one of the world’s largest manufacturers of 
heating devices for the entire heating market . . . home, 
transportation and industry. Engineering by Evans is 
your assurance of a product 
designed and 
built to be the 
best! That’s why 
you can count on 
quick sales... 
more sales... 
and plenty of 
profits when you 
sell EVANS. 


THE BIG PROFIT OPPORTUNITY IS IN THE 
OIL-FIRED HOME HEATER MARKET! 





SPACE HEATER SALES FOR THE INDUSTRY 


1945 
1946 
1947 











EVANS} 


OIL-FIRED HOME HEATERS 
—THE MOST SALEABLE §& 




























AND HERE ARE SIX BIG 
REASONS WHY THEY SELL! 





1 All-Directional Fan Forced Floor- 
Level Heat — warmth where the cus- 
tomer wants it! 


2 Most Beautiful Heater Ever Designed — 
fits into any decorative style your 
customer has! 





3 Greater Heating Surfaces... Longer 
Flame Travel...Lower Stack Tem- 
peratures— mean “Bonus Heat”, 
greater economy of operation. 


4 Quick-Removing Burner Unit — means 
high-speed service, minutes not hours. 


5 High Quality, Rust-Resisting Steel Com- 
bustion Chamber... gives longer life, 
requires less service. 





6 Fireplace Effect... unique “open win- 
dow” feature shows flame in action, 
makes people want to sit in front of it! 


The home heater market is five times as great today as in 1945. 
No heater is winning consumer acceptance as quickly and as 
completely as the EVANS! 


THE COMPLETE EVANS LINE OF HOME HEATERS 


iets 





MODEL 158-D MODEL 168-D MODEL 188 MODEL 158 MODEL 148 —— — 
SUPER-DELUXE SUPER. DELUXE UNIT HEATER DELUXE DELUXE 
66,000 B.T.U 65,000 B.T.U. 86,000 B.T.U. 60,000 B.T.U. 42,000 B.T.U 1.000 BTU. 


Wationally Distributed by 
WESTINGHOUSE ELECTRIC SUPPLY CO. and LEADING INDEPENDENT DISTRIBUTORS 





fg. U.S. ery 
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FIRST IN PROFITS 


Sales make profits and Gem Dandy is the largest selling electric churn in the world. 


You make $7.46 on the deluxe model, $5.93 on the standard model. Every electrified 
farm wants a Gem Dandy Electric Churn, it saves so much time and hard work. 


Hundreds of thousands of enthusiastic owners testify to the high quality and fine 


performance of Gem Dandy Electric Churn. 


Gem Dandy Electric Churn is nationally advertised in FARM JOURNAL, CAPPER’S 
FARMER. PROGRESSIVE FARMER and SOUTHERN AGRICULTURIST reaching 


164 million prosperous farm readers. 


Order Gem Dandy Electric Churn and Duraglas Churn Jars from your distributor today. 
Mail coupon for free display material that “STOPS THEM AND SELLS THEM!” 


ALABAMA MANUFACTURING COMPANY 
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Birmingham 3, Alabama 
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Nationally advertised Gem Dandy De- 
luxe Electric Churn is a fast selling, 
quality product which gives complete 
customer satisfaction. It’s the last 
word in performance, appearance, sani- 
tation and ease of operation. 

* Slow-speed, long-life motor. 

* Bakelite handle. 


* Mounted on sanitary, aluminum base 
with four Neoprene covered supports. 


« Easy to clean. 

* Detachable, aluminum shaft. 
* Sanitary — white motor. 

* Adjustable, aluminum dasher. 


* Six ft. Neoprene cord with plug. Con- 
venient switch in cord. 


* 1 year warranty. 

Retail price $19.95. 

Recommended Dealer's Cost $12.49. 
Standard Model — Black Motor. 

Retail Price $16.95. 

Recommended Dealer’s Cost $11.02. 
Gem Dandy Electric Churn may be used with 
owner’s crock or with Gem Dandy Duraglas 
Churn Jars. These heavy duty churn jars 


are sold separately. 3-gal. retails about $1.95. 
5-gal. about $2.45. 


All prices slightly higher west of the Rockies. 


shit LES | ANCE 






MATERIAL 


Alabama Manufacturing Co., 


Dept. A-27, Birmingham 3, Ala. 


Gentlemen: Please ship today your free pack- 


age of Gem Dandy display material. 


PE cccvadticuridevrrnetaderesegenwadeqege 
PN PTC OCTET ENE TT ECT SE PCCET TE ee 
My distributor is: 

pO eT OPE Tee ee eT eT eT Te Tee TS ere eT 


PO TR PP en ne Ee eT 
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lr HAS estimated 
population of C 


that the 


ilifornia has in 


been 


creased by 40 percent in the past 
-and the other 
Pacific Coast States in almost as high 
It i 


re, to find the power companies re 


seven years that of 
a degree 
F 


porting 


not surprising, there 


their residence 
customers during the past year, though 
it indicates that the still 


One might have expected 


increases in 


growth is 
underway. 
the increase would be at a higher rate 
for the cities than for the rural dis 
tricts, but the contrary happens to be 


1 
the case. 


The figures show that in California. 
where rural domestic customers repre 
sent 12.5 percent of the total, there 
has been a 6 percent increase in city 
residential customers during 1947. 
11.5 percent in rural homes served 
Oregon. with 29.6 percent rural cus 
tomers, the report indicates that rural 
connections have increased by 7.7 pet 
cent, city by 6.5 percent \\ ishinet Di 
( mMpanic Ss report that 10) percent otf 

‘ istomers are rural, with a 9.3 
percent rural increase, 3.4 growth in 


the cities. Some of the rural growth, 
to the extension of 
rural lines, which has been a major 
item on the program of most western 
power companies. 


of c urse, is due 


Estimates Standing Up 


It is not surprising, in view of this 
population growth, to find that most 
districts report business “good,” or 
‘excellent’, The least enthusiastic 
omment comes from Anaheim and 
from the California-Oregon district, 
where business is said to be “fair”. 
The Anaheim comment lays the luke- 
—_ outieats to high prices, while 

northern California and southern 
Oregon area is dependent for its pros- 
perity on lumber and farm conditions. 
Practically all the comments are modi 
fied by statements to the effect that 
not enough appliances are available. 
Several comment on the 
population as a factor in keeping up 
One says, would 
be if the appliances were available.” 
\sked if estimates made at the close 
of the war were standing up under 
experience, most replies were in the 
affirmative. Pasadena says, “No, be- 
cause of ” The Pa- 
cific Power and Light Co., serving 
Washington and Oregon, on the other 
hand, says that estimates are being 
exceeded in numerous instances. Ta- 
coma reports that estimates are O.K., 
except in the case of home freezers. 
The housing shortage is cited as a 
factor here. 


increase in 


} . 
saies, ““Good—or 


slow deliveries”. 


Average Annual Kw.-hr. Consumption 


Outstanding are the increases re- 
ported in the average use of electricity 
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per home These figures are highest 
for the Pacific Northwest, tapering 


ff in California. Not only do the 


widespread use ol electricity for cook 
iter heating in Oregon and 
utstanding 


reported V 


ing and w 

Washington bring such 
iverages as 5,150 kw.-hr. 
the Puget Sound Power & Li 
or 5,000 for the City of 


ght Co., 
Tacoma, with 
domestic customers in 
the two states of Oregon and Wash 
ington using well over 3,000 kw.-hr., 
but these figures represent sizable 


practically all 
, 





i 
year. | 


creases during the present \ 
companies this shows up as accom 
panying a very large sale of ranges 
and water heaters during the past 
year. 

Saturation 


As indicated, saturation figures have 
increased for ranges and water heaters 
in those areas where average use has 
gone up. Pacific Power & Light (re 
porting also for the Northwestern 
Electric this year) shows an increase 
saturation of from 32 to 39. 
for 


in range 
Seattle 
gone up 7 
5.6 points up on ranges, 5.8 up on 
water heaters. Eugene, Ore., is 5 
points up on both ranges and water 
heaters. Highest 
heater saturation increase comes from 
Seattle, which reports a 10.5 increase 
last year, while the Puget Sound Co.’s 
heaters went 
Although 
figures are 


have also 


rept rts 


figures ranges 


points. Tacoma 


figures in water 


percentages for water 
up 10 per cent this last year 
the saturation 


given frankly as “enlightened guesses” 


some of 


others are based on samplings and 


1948 


have re ceived 


Appliance Sales 1947 and 1948 


Several of the western companies 


regulat reports from 


UNIT 1947 APPLIANCE SALES 
REPORTED BY POWER COMPANY TERRITORIES 


Co. reporting Refr. Range W.H. 
Cal. El. Pwr. Co. 600 800 400 
Cal. Pac. Util 1,374 1,167 1,828 
Coast Counties 250 450 250 
Glendale Mun 1,000 700 100 
Los Angeles 5,385 2,746 
Pac. Gas & El. 67,000 12,000 8,750 
Pasadena Mun 624 101 
San Diego G. & E. 11,000 2,800 2,000 
So. Cal. Edison 8,000 3,300 
Cal.-Ore. Co. 2,000 1,600 4,000 
Seattle Mun. . - 7,000 9,000 
Pug. Snd. L. & P. 25,100 20,500 13,900 
Wash. W.P. Co. 7,195 5,950 5,750 


*Dealer sales not included. 


surveys. 
Where the two types of washers were 
segregated in the reports, sales of auto- 
matics outnumbered conventional type 
washers better than 2.4 to 1. In addi- 
tion to the above, sales of air condi 
tioners reported by California 
Electric Power as 30 in the evapora- 


Was 


tive class, none of the refrigeration 
type. California Pacific Utilities es- 
timates 100 evaporative coolers 


that 
sold by dealers in their terri- 
the refrigeration type 
Coast Counties Gas & Electric reports 
20 evaporative, 10 refrigeration air 
Pacific Gas & Electric 


Says 17,000 evaporative coolers were 


were 
tories, 50 of 


conditioners. 


their dealers during 1947 o1 iles of 
all appliances Those reporting such 
sales are shown in the following table 
Home Vac. 
Frzr. Washers lroner Radio clean 
100 300 100 50 
150 1,775 900 
300 900 200 2,500 1,000 
6,250 75,000 12,000 140,000 36,000 
2,500 12,300 3,000 37,000 8,000 
1,010 7,035 880 14.400 3,470 
added to their lines last year, ihout 


300 of the refrigeration type air con- 
ditioners. San Diego Gas and Elec- 
tric gave 1946 figures which indicate 
as might be expected that sales of all 
appliances this vear were greatly above 


those of 1946 except in the case of 
radios. Here the sales of radios of 
all types had fallen off. last year’s 


total being only 68 per cent of the 
phenomenal 1946 level. 

It is interesting to 
power companies expect a marked in- 


1 — 
in sales of all 


note that most 
_ } ae 
crease appliances curing 
the 


1947 


Cc ming vear as comp ¢ vit 
California companies, how 
IIR, 


(Continued on pag 
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Aver DO You 
NUMBER OF Kw.-Hr | —— PLAN TC 
CUSTOMERS Con- PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1948 SERVING _MER- 
(Urben & Rural) sump- TERRITORY CHAN. 
tion DISE? 
Electric Washers 
Refrig- Elec- Water Redio Vecuum| Refrig- Weter Home Redio Vacuum 
Dec. 31, Dec. 31, 1947 erators tric Heat- Wesh- lroners Sets Cleaners) eretors Ranges Heaters Freezers Auto- Conven- lroners Sets Cleaners, Pre- Jan. | Yes No 
1947 1946 Ranges en en matic tional | wer 1948 
(Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) 
WASHINGTON | 
Pacific Power & Light 124,475 120,153 3,600 76 39 28 77 14 96 GH | twcuas: seeece seeccs s00eee seeeee eneces se000% 425 600 x 
Puget Sound Power & 
Light Co 242,000 231,174 5,150 65 45 30 SR GD cvcess cveuce nendqu snesies 300 717) =x 
Seattle City Lighting 93,400 91,120 4,570 72 34.5 8,000 10,000 100 500 x 
Tecoma City Lighting 42,000 40,781 5,000 62.6 51.8 ‘ "7 
The Washington Water 
Power Co 89,900 84.224 4446 5 40 35 60 8 93 B4 8985 7,500 7,190 1,345 {2900 (6,745 1,100 18,000 4240 290 360 1 
OREGON 
Californie-Oregon Power | 
Co 46,000 41,176 3,590 70 45 40 2,100 1,700 4,500 150 180 x 
Eugene Water Board 12,500 11,156 5,000 65 35 wget: @ateee. Saaund 30 60 x 
Mountain States Power Co 75,400 67,961 2,700 35 30 25 Bacece csucss covese cecos 175 225 1 
Portlend General Electric 
Co. 155,500 148,482 3,800 68 48 33 70 26 Oe 0s kta: | sesmen conan 0460066 Sandan acaede scape -aaeuss 200 400 x 
CALIFORNIA 
Alameda Bur. of Ei 12,560 12,421 2,625 40 22 2 40 4 70 70 300 140 10 30 6 12 60 700 861,000 4 7 x 
Ansheim Dept. Light 
Power & Water 5,100 4,624 800 - ~~ got seh ase sem & dwccew wetene <céeesd. wigied BadGas Shceee weaken . 
Burbank Public Service | 
Dept 21,500 19,750 1,550 60 15 2 40 10 80 Re 8 inverse Dreeeh CeECeR wehios, Kéncee. (45NCEe Dee. oneness 20 24) x 
"California Electric Power | 
Co 35,000 30,000 1,600 70 25 15 1,500 700 400 200 300 300 Ge csive 50 142 1 
California Pacific Utilities 
Co 18,245 15,200 2,120 70 36 24 89 5 96 70 1,700 1,500 1,900 200 250 2,500 1,500 63 «4113 x 
Coast Counties Gas 8 
Electric Co 28 400 Se MO. .sn kag hee och me 00 sc8 DL weeeek Shades wepaki Sobnne weeuee anced “aspaee cannes 57 122 7 
Glendale Public Service 
Dept 29,000 28,081 1,600 17 2 1,000 1,000 ee capers Keutéee éwesen coones 11 60 . 
imperial Irrigation Dis 
tributor 14,470 See Gee lL lcs0ClClwee Ct (itil Cl CtC«ti «Od Cmte eee «(KASD ORAS RbeeO «OREN GeebRS SSkeRe SaeON 35 x 
Los Angeles Dept. of 
Water & Power 497,000 479,032 1,470 75 6.7 3.1 11,000 5,600 180 800 1 
Modesto Irrigation Dis 
tributor 14,300 12,537 2,500 70 30 15 75 3 95 70 20 x 
Pacific Gas & Electric Co 890,000 636,408 1,555 72 10.5 6 71 11 97 66 94,500 14,000 10,000 7,000 30,000 60,000 17,000 125,000 35,000 1,321 2.030 ? 
Pasadena Light & Powe 
Dept 30,184 29,414 1,515 9 3 900 150 30 77 + 
Riverside Municipal Lot 
& Pwr. Dept 12,800 11,904 1,416 24 3.5 10 28 x 
Sen Diego Gas A Electric 
Co 122,500 114,934 1,550 250 450 x 
Southern California Edison 
Co 619.275 568,507 1,400 60 9 3.5 65 4 48,000 10,000 5,000 5,000 113,000 {27,000 10,000 75,000 75,000 400 1,450 x 
Vallejo Electric Light & 
Power Co 11,780 11,757 1,288 5 8 x 
BRITISH COLUMBIA 
B. C. Electric Railway Co 
(Vancouver) 129,750 122,050 1,525 25.6 15.4 46 62.7 2.8 95 64 6,500 3,500 1,800 150 2,000 8,000 900 20,000 5000 125 9285 x 
B. C. Electric Railway Cc 
(Victoria) 27,197 25.986 1,400 19.5 15.1 6.01 602 2.6 92 68 1,000 350 200 40 400 1,000 150 ?,500 750 16 101 x 
* Dealer sales not included 
t Includes figures given lest year under Northwestern Electric Co. 
Arbitrary division between types of washers 
Based upon total customers of all companies reporting. 
Automatic tank type only 
; 3) percent rerato VE TCE California, with Wash- 300 or so homes served. The ques 
1) it te gt hetween with an 8&8 percent tion was asked as to the number of 
| Angels es that ease Highest figure is reported stores opening during the past year, 
g ‘ mm Glendale, Calif., where the per- but was answered so variously that 
ib 2.5 perce entage of increase is 450. Los An- the replies have no real comparative 
it I ivs 2 pet geles now has better than 4 dealers, significance and have not been used. 
, i) D> eplace- vhere one grew betore the war. Seattle The number of failures during the 
me of the wat ers reports a 400 percent increase. year was also asked, and proves to be 
“A ] important is the rati of surprisingly sm The e “OT 
Number of Dealers Equa ly aaporaes | the : itio of urpri ingly small. The power com 
! ite present dealer numbers to the num- panies were asked to express a com- 
, wr ot dealers on the Pa- ber of residence customers in the ter- ment as to the soundness of the present 


has increased 


ir days. The 


ritory served. Under present condi- 


tions and with a few exceptions of 


situation in their territories. 
Several qualify their reports of “good”, 


dealer 


p 1 ions of the areas where dealer numbers have been by adding “so far”. One company 
as ste Cras Co rv » me 55.8 percent kept down, the present ratio is about says that most dealers handle other 
( Gas and | is a hig ease reported from egon to 126 of the order of one dealer to every (Continued on page 220) 
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than one sock 
to drive it home........ 
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Ever stop to think what makes a dealer plug your product? We mean 
really getting in there — punching all the time — proving to customers 
that your product is the best, has more features, does a better job 
or other points you've tried to put across. And doing it so well that 
time after time they drive home a sale. 


We believe that primarily it’s based on faith — both in you and in 
your product. Faith that has been built up by continually pounding 
home to them the exclusive features of your product — sales helps — 
new merchandising plans — help that made them feel that you are 


“partners in business.” 


To keep that faith and effort alive you must continually, month after 
month, feed them with new ideas, new product features — your entire 
story. A one-time shot won't do it. 


Best place for that message? Why "MERCH" of course — it’s been 
the dealers choice year after year for forty years, and month after 
month your dealers will see, read and use your ad for up-to-the-minute 
sales help. 


Sell your dealers month after month 
IN “‘MERCH,” THE PUBLICATION THAT COVERS 


APPLIANCE & RADIO STORES 
DEPARTMENT STORES _— FURNITURE STORES 
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HARDWARE STORES UTILITY MERCHANDISERS 
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NEW YORK 18, N.Y. 


MORE than one 


advertisement to 
keep dealers sold 






«ger OE wee eres or te 


PAGE 219 








In this field, the ability to move in 
fast with cash may mean bigger 
profits. Don’t let a large inven- 
tory put you at a cash disadvan- 
tage. You can have your cash and 
still render fast service to cus- 
tomers if you remember that all 
manufacturers and suppliers are 
practically “around the corner” 
with Air Express. 


Dest way ger 
supplies fast 


NOTE: 





Ai Express is the lastest possible wav to get 


the supplies and equipment vou need, That's 
because yout shipments go on every flight of 
all the Scheduled Airlines. No Waiting around, 
And Air Express packages are picked up and 
delivered right to vour door at no extra cost, 

This speedy service helps your business keep 
moving —lets you serve your customers better. 
Coast-to-coast delivery overnight is now rou- 
tine. And with low rates, there’s profit for you 
in Air Express. Use it regularly. 


Specify Air Express-Worlds Fastest Shipping Method 


@ Low rates — special pick-up and delivery in principal U. S. 
towns and cities at no ¢ Xtra cost 

@ Moves on all flights of all Scheduled Airlines 

@ Air-rail between 22,000 off-airline offices. 


@ Direct air service to and from scores of foreign countries. 


True case history: Electric switches located in Tulsa. Okla.. 
were wanted in Newark, N. J., to complete equipment and ful- 
fll contract date. 21%-lb. package picked up the 17th at 
9:05 P.M.. delivered 3:35 A.M. Distance, 1239 miles, Air 
Expre harge only $8.10. Other weights, any distance, 
similarly inexpensive and fast. Phone your local Air Express 
Division, Railway Express Agency for fast shipping action. 


ZSS 


GETS THERE FIRST 









t Rotes include pick-up and delivery door 
to door in all principal towns and cities 


= 7 1 


==> ’ 

AIR EXPRE A SERVICE = -, 
OF RAILWAY EXPRESS — 
AGENCY AND , 


tue scueouceo AIRLINES of rue united states 
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lines and hence are in good condition. 
Several comment on the shortage of 


CONTINUED FROM PAGE 218 





appliances as a chancy factor in es- 
timating the fate of dealers. 


DEALER SITUATION—PACIFIC COAST 


Percent Number of 
increase customers Failures Present 
overpre-war', per dealer in 1947 condition 
Pac. Pwr. & Lot... 41 207 - Good 
Puget Snd. L. & P... 139 337 - Good 
eee 400 187 Too Many 
Wash. Water Pwr... 24 250 3 Good 
Cal.-Ore. Pwr...... 20 255 0 Fair 
Eugene Wat. Bd. 100 204 - Too Many 
Mt. States Pwr... 29 334 0 Satisfactory 
Portl. Gen. El. 100 388 10 Very Good 
Alameda..... 75 1,794 1 Exceptionally good 
Burbank. .... 20 895 0 Good 
Cal. El. Pwr. -— 246 Not so good 
Cal. Pac. Util... 79 161 0 Good 
Coast Counties. . . 114 232 0 Satisfactory 
Glendale. ... 450 483 Not too good 
Imperial Irrig. : 412 - Fair 
Los Angeles. .. 344 621 29 Good 
Modesto. ... 50 416 - Fair 
Pac. Gas & El. 53 433 Very good 
Pasadena. . 156 391 0 Good 
Riverside. . 180 457 0 About 1 will survive 
San Diego G. & E. 80 272 20 Above average 
So. Cal. Edison 262 427 - 
Vallejo. ... 60 1,472 0 Good 
Merchandising Plans cepted the erchandising” policy, 
\ few Pacific Coast companies still - a — =. ae oe 
emain in the business of merchandis- S COndISiON _ — P — 
ing electric appliances, but the vast 
majority are out of it to stay. Of Appliance Deliveries 
those reporting a continued interest One or two of the companies on the 
in this field, the Seattle City Light pacific Coast answered the question 
Depart: ent and the Tacoma Light vhethe , ipp ice deliveries 
De partinent sell ranges and watet ire normal with a au ilified “ves” 
heaters. Seattle qualifies this, by stat-  \hich. however, was entered as a “no” 
ing that they sell water heaters only jy the table. because thev went on to 
the automatic type, with 50-gal state that this was only in the case 
tanks or up. Puget Sound Power and f such appliances as water heaters, 
Light sells only in Seattle where it is | many makes of which are manuiac 
in competition with the City Light tured on the Coast, or vacuum clean 
ind confines its sales to ranges and oer, Most appliances are definitely 
water heaters \lthough the Wash still short Phe California-Electric 
ington Water Power has given up power Co. feels that this situation is 


all forms of merchandising, it has 
premised the continuance of this policy 
upon the dealers demonstrating their 
ability to keep up load. In Oregon, 
where the power companies had given 
up merchandising even before the war, 
they have long since been convinced 
of the dealer’s ability to handle the 
situation and state that they have no 
intention of getting back into the 
merchandising picture. 

In California several companies re 
port some merchandising. The Cali 
fornia Electric Power handles a com- 
plete line of appliances, but maintains 
prices and terms on a_ competitive 
basis to give dealers a full chance. 
The Coast Counties Gas and Electric 
merchandises ranges and water heaters, 
refrigerators, home freezers and air 
heaters. The Pacific Gas and Elec 
tric, which has in the past sold a se- 
lected list of appliances in areas where 
it faced gas competition, has not been 
doing even this while appliances were 
short. Its whole policy is now under 


review. The City of Glendale reports 
that, although no appliances are now 
sold, it is not sure whether or not 
the policy permanent. Although 
the California Utilities Co. has ac- 


definitely endangering the success of 
the small dealer in its territory —and 
many of the power companies express 
concern about appliance shortages as 
t tactor in dealer success—this, in 
spite of the fact that range saturation 
has gone up markedly in many areas, 
showing that quite a number of this 
major appliance at least are being 
sold. Such comments are included as 
these: Seattle—“Shortage of all appli- 
ices except water heaters.” Mountain 
States Power Co.— “Water heaters, 
vacuum cleaners, radios and hand 
irons, yes: other appliances, no.” 
Portland General Electric Co.—* Not 
for ranges and refrigerators.” Cali- 
fornia Electric Power Co.—‘Yes, in 
quantity, but most of them are on 
allocation, which is not normal.” Los 
Angeles 
in short supply.” Pacific Gas and 


“No, a great many items are 


Electric Co—No, but progressive 
Improvement is noticeable; ranges, re- 
frigerators, automatic washers and 
dish washers still in short supply.” 
Southern California Edison Co.—‘No. 
The extraordinary growth of this ter- 


ritory has not been properly recog- 


nized.” 
(Continued on page 222 
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Look at your books 








before you come to the show 


o youR ledgers show profits in keeping with , 


the rosy pictures of radio retailing that 
were painted a few years ago? 

Or have they been chiseled away by price- 

fivhts. 


dumping. back-door peddling at your 


-ource of supply? 

If you're not making the profits you deserve, 
why not have a talk with us? 

Let us tell you about the SCMP 


Co-operative Merchandising Plan 


Sparton 


the system 


of radio distribution that takes the headache- 
out of retailing. Let us show you how Sparton’s 
of exclusive dealerships. 


policy factory -to- 


dealer shipments. and fair-play tacties can 
mean real profits for you. 

Drop in at the Sparton booth anytime during 
the January Furniture Market (Chicago. Jan. 
oth-1 7th) and talk over your problems with us. 

Maybe that visit will be the most profitable 
call you've made in your life! 
THE SPARKS -WITHINGTON 

JACKSON, MICHIGAN 


COMPANY 


RADIO'S RICHEST FRANCHISE 





_ LOOK US UP 


One SPARTON dealer in each community 


We'll be at 
BOOTH 509-B, 
January 
Furniture Market, 
Chicago, 
Jan. 5th to 17th 
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e One exclusive dealer in each 
community 


e Direct factory-to-dealer 
shipment 


| e Low consumer prices 
. . 

| e National advertising 
} 


', 


Check these profit-increasing features 


e Factory prepared and dis- 
tributed promotion helps 


e Seasonal promotions 
e Uniform retail prices 


e Products styled by outstand- 
ing designers 


WHY NOT write us today and ask whether the Sparton 
franchise is still available in your community? 


1948 







MODEL L010. Automatic radio-phono 
built-in Gi, 
closed dust-proof back. vacuum-lift lid. 
Mahogany 


Sparton winner 


graph = with ntenna. en- 


j 
stvling. 
finish. Another 


(,orgeous veneer 





MODEL 1037, Tilt-front cabinet with 
three wave bands. Built-in antennas. 
10” speaker, automatic record changer. 
In rich mahogany veneer (shown) or 
modern blonde finish (Model 1035). 





MODEL 
radio-phonograph with FM. “Roll out” 
phonograph drawer, 10” speaker. 
Finished in 
walnut) veneers, 


10-BM-76-PA. 


Automatic 


choicest) mahogany ot 
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NOT NOW 
WITH FAST SELLING... 











| POP-OUT 
VY AT FINGER PRESSURE 


@ in individual UNBREAKABLE cups made of Polyethylene plastic 
thot actually 


ice cubes can be made 


pop-ouvt’ at finger pressure just press the dimple on the bottom of the cup 


No need to pry ovt cubes, douse them under water, or even touch the ice. Each cup is 
removable and sets in a tray of lightweight aluminum attractively finished in Plastray blue 


USE ONLY ONE CUBE OR A TRAYFUL 


@ Also available 
er giant ice cubes! 


JIFFY DESSERT MOLDS to fit both tray models. Ideal for frozen desserts 








A” Tray 12 Cups $1.95 
B Tray 8 Cups $1) 49 
Individual Cups — 1 Doz $1.00 
Jiffy Dessert Molds 6 Molds $1.00 





*Patented and Potent. "ending 
Trade Mark Registered 
Copyright 1947 by Plastray 
Corporation 


AT CHICAGO JANUARY SHOWS 
Visit 

SPACE 17-49 FURNITURE MART 

SPACE 446 HOUSEWARES SHOW 


Plastray 


Sen 2 20k 2 SGnen, | 


ROOM 822 — DEPT. EM-5 * 


FISHER BLDG. — DETROIT 2 
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Ice Was A Problem! 





Consumer Resistance to Prices 


The general feeling seems to be 
that consumers are beginning to show 
resistance to high prices, although this 
has not partly 
hecause appliances in short supply are 
still sold to waiting lists. Here are 


become serious yet, 


replies to this question: 


Alameda Dept of Utilities—Not noticeable 
yet. 

Anaheim Dept. Lgt. Wat. & Pwr.—Yes. 

Burbank Publ. Serv. Dept.—Yes. 

Col. El. Pwr. Co.—Yes. 

Cal. Pac. Utilities Co.—Yes, increasing. 

Coast Counties Gas & Electric Co.—Slight. 

Glendale Publ. Serv. Dept.—Yes and no. 

Imperial Irrig. Distr —Yes 

Los Angeles Dept. Wat. & Pwr.—No. 

Modesto Irrig. Distr.—No. 

Pacific Gas & Electric Co.—Yes. 

Pasadena Lot. & Pwr. Dept.—No. 

Riverside El. Lgt. Dept.—In a small way. 

San Diego Gas & El. Co.—No. 

So. Cal. Edison Co.—No buyer's strike 
here. 

Vallejo El. Lgt. & Pwr. Co.—No. 

The Cal.-Ore. Pwr. Co.—Yes. 

Eugene Water Bd—No, they still buy 
them. 

Mt. States Power Co.—Not in the case 
of appliances in short supply; others, 
yes. 

Portland Gen. El. Co.—To some extent. 

Pac. Pwr. & Lot. Co.—Becoming so. 

Pug. Sound Pwr. & Lot. Co—Yes. 

Seattle City Light—Yes. 

Tacoma City Light—Yes. 

The Washington Wat. Pwr. Co.—Becoming 
evident. 


Range Wiring Costs 


In some areas of the Pacitic Coast, 
where costs of range wiring average 
inything from $25 to $200, the entire 
electrical industry is concerned about 
what to do to bring down this barrier 
to range sales. A question as to av- 
erage costs brought out some interest- 
ing contrasts. The entire Coast shows 
a high average of cost in this item. 

Krom Washington, the Pacific 
Power and Light Co. says that range 
wiring costs in its territory average 
about $44, but have not interfered with 
range sales so far. They plan to make 
a study of the situation, however, in 
the early months of 1948. They give 
no wiring subsidy. 


CONTINUED FROM PAGE 220 








In the territory of the Puget Sow 
Co. the cost of range wiring varies 
between $80 and $90. It is felt that 
this will definitely interfere with the 
sale of ranges, as soon as the pressur: 
demand dies down. The utility give 
no subsidy and thus far nothing pa 
ticular has been done about bringi 
down costs. 

Seattle City Light says that cost 
in that city average about $70, whi 
does interfere with the sale of rang 
The City makes no contributio: 
toward wiring costs and contemplati 
no change in this program for th 
present. 

Tacoma City Light 
costs there average $65, and that inas 
much as about 99 percent or more ot 
all new homes are being wired for 
cooking and water heating, 
apparently the cost has not been a 
factor so far. They give no subsidy. 

The Washington Water Power Co. 
reports a wiring cost of about $70 in 
its territory, which does hinder the 


says wiring 


electric 


sale of ranges to some extent. The 
utility gives no subsidy, but correc- 
tive educational steps are being taken 
through the local dealers’ association 
to bring wiring costs to a legitimat 
profit level. 

In Oregon costs vary as elsewhere. 
The California-Oregon Power Co. savs 
range wiring there averages $47.50 
which does interfere with range sales 
to some extent. The utility gives no 
subsidy and has no corrective plans 
as yet. 

Eugene, Oregon, range wiring costs 
run from $75 to $100, but the Water 
Board, plagued with a load which 
makes present power supply inade- 
quate, remarks drily, when asked if 
this interferes with the sale of ranges, 
“Apparently not.” They contribute 
nothing toward wiring cost. 

Mt. States Power Co., serving ter- 
ritories in Oregon and Wyoming, re- 
ports an average wiring cost of $60, 
which has not interfered with the sale 
of electric ranges. The utility’s pol- 
icy of installing range wiring gratis 
was abandoned several years ago and 
no change is contemplated. 

(Continued on page 224) 
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“WELL, | KNOW — BUT IT’LL GIVE A LOT OF PEOPLE PAUSE!” 
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Waring Us RAgensiy® 





Here’s how Better Homes and Gardens sells with you 


These titles are a sample of the ground 
Better Homes & Gardens covers for 
electrical dealers. 


Every article is full of facts, full of 
practical help for choosing and using 
electrical appliances. 


We have the advantage of selling the 
customer right in her own home, showing 
her how every appliance can save time 
and work and do a better job. 


That’s why BH&G readers are pre-sold 
before they even walk into your store. 
That’s why they’re able to ask so many 
intelligent questions. That’s why 
they’re eager to listen to your 
opinions and facts. They know enough 
to realize that they need an expert 
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to put the finishing touches to their 
final decision. 


No wonder BH&G rates so high, both among 
customers and among dealers and 
manufacturers! 


beller Homes 


and Gardens 


CIRC UC A. oveR km elere) 009 


Antitiis Fiat Sore Magarine 
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EE THE COMPLETE line of Kitchen-Kraft steel sinks 
S and floor cabinets with the new Kustomized Top. 
David Chapman, one of the nation’s leading 
industrial designers, the Kustomized Top’s new sleek beauty 
s today’s modern kitchen appliances. It offers more serv- 
urfaces, gives a one-piece custom-built effect and 
adds immeasurably to the attractiveness of the most important 


Designed by 


matche 
iceable work 


room in the house. 


s!s NO SHARP EDGES: 





All sharp edges have been eliminated 
tside edge beveled for ease of 
cleanir 4 neater appearance. Stain- 
€ teel tri ped into place and 
grips the counter top material with a 
watery f al. The raised lip gives bet- 
ter drainage and encloses work surfaces 


Announcing the new 


KUSTOMIZED TOP 


Ys ] for 





fe 


STEEL SINKS and CABINETS 


TWEEN CABINETS: 
nitary cracks between 
eliminated with the 
istomized Tops. This 
tops together makes 
crumbproof, grease- 
Kustomized Tops offer 
f custom-built counter 








Ps ROLLER EDGE BACK SPLASH: 


Instead of a straight, square-cut back 
splash, the new Kustomized back splash 
is concave, similar to the roller edge fit 
of floor Sharp dirt-catching 
corners are eliminated and work surfaces 
are easily cleaned 


linoleum 








. .) 

+ “? 

_ 

a 

+ 4 VI 

Write { complete information orf 
$ plan that protects dealers 

‘ 
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«!+ PRESSURE-BONDED TOPS: 


Heavy gauge linoleum 


grade obtainable is cemented to steel 
ind cabinet tops under pressure 
rhe bond i © complete that when sub- 
ted to rigid test Kustomized tops 

t warp, crack or curl 


“Sell Kitchen-Kraft for: 









MIDWEST MFG. COMPANY, GALESBURG, ILLINOIS 


224 


of the finest 









Over 


Construction feotures 
cs 


The 
AMERIC 
H 


Farm Journal ¢ 





sig SMART, STREAMLINED STYLING: 


Unlike the conventional, squared, 
box-type cabinet tops, the new Kustom- 
ized Top will add grace and style to any 
kitchen, large or small. Excellent work- 
manship earned Kitchen-Kraft a 
nationwide reputation for quality. 


Khan 


APVERTiseD ave 


3 
0 million families Gre be Dou: 
"9 told a) 
# Kitchen Kratt uni , 


has 


NALLy 


ts the SUP er ior 
the pages of 


Better Homes 


and Care 


UMP | 


00D HOU SEK EEpIy¢ 
SUCCESSFUL FARMING a 


PACIFIC COAST 





Portland General Electric Co. 
wiring costs average $45 in its 


not interfere 


Savs 
range 
does 


territory, which 


with the active sale of electric ranges. 
In California, costs as a whole run 
Alameda says $69 is 


relatively high. 


the average in that city—and the Bu- 
reau of Electricity pays $40 toward 
this cost Costs are kept down, they 


state, by getting more than one bid 
from electrical contractors on each 
ib 
Burbank reports an average wiring 
cost of $45, toward which the City 
contributes $30. The resulting net 
st does not interfere with the sale 
) ranges 
The California Electric Power Co., 
erving the southeastern area of Cali- 
ornia, says range costs average $60 
1 do definitely interfere with the 
le of electric ranges. They are try 
ng to secure permission to reduce rigid 
lu lirements and to install 
kk ( ervice e! nce equipment 
c e of the original connection. 
( nia Pacific Utilities Co. re- 
verage of $75, which they 
lect — Dealers in t te 
\ ire b yy Gg yressure to bear 
ct \ linge elect ins 
( ( inties G & Elect Co 
$65 n ge wiring cost, 
ae — © Rtialinies acl 
le ranges that area 
e Citv of Glendal wes a $18 
toward \ re wiring 
t S50 it te ry 
In the territory the Imperial | 
g nm District average wiring costs 


re $75. which do with the 
ile of electric ranges. Nothing has 
done about it so far. 

The Los 


Angeles Dept. of 


finds that range 


interfere 


Water 
wiring costs 


$60 to $200 


’ 
wer! 


there Vary from about 


The 


situation is one which does mili- 
ite against the sale of electric ranges 
The Department contributes $35 
toward the first iob and $10 


range or water added 


wiring 
heater are 
later to complete the pair. 
‘ Fie! Aggy , 
Range wiring costs in the territory 
he M tion District av 


desto Irri 











erage about S75, which does interfere 
vith the sale of electric ranges to 
me extent No subsidy is made. 
Range wiring costs in northern 
California are rep irted by the Pacific 
Gas & Electric Con pany as averaging 
ihout $75 to $110. The utility gives 
1 ibsidy, but an attempt has been 
ide to channel work through se- 
lected dealers and wirine contractors 
t lume business will enable 
he to bring down the costs on in- 
lual 1ODs 
: cle t has the sv tem of installing 
1e wiring itself. This equipment is 


en loaned to the customer, remaining 


he property of the Municipal Light 


& Power Dept 
lhe City of Riverside pays all costs 
g on ranges and water heaters, 
which in that city average about $25. 
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San Diego Gas & Electric Co Say 
$60 is about the average cost of rang: 
wiring in that area. 


fere to some 


This does inter 
with the 
rhe utility offers no 


extent sale of 
electric ranges. 
subsidy. 
Southern California Edison Co. says 
that the cost of range wiring in its 
territory is from $65 up, which does 
interfere in some degree with the sale 
of electric The utility gives 
no subsidy. Wiremen in areas 
have been induced to quote flat prices 
so that the seller may quote installed 


ranges. 


some 


prices. 

In Vallejo average range wiring 
costs are about $65, but so far this 
has not seemed to interfere with the 
sale of electric ranges. The utility 


gives no subsidy. 
Plumber-Appliance Dealer Friction 


Fron some areas of the country 


have come reports of friction between 


plumbers and electrical merchants over 


the sale of electric water heaters, sinks 


ind dishwashers. This does not seem 


to be serious on the Pacific Coast. In 
Portland, where the dealers ybjected 
) plun eT entering this field, the 
trouble yr ( st part has been 
ned out. Seattle rts a “‘little” 
trouble Some trouble ilso port l 
1 t rv of the Washington 
Wate Po Co 1 from that of 
Pacilic Powe 1 Light Co \ 

ttl tion is reported from Eu- 
gene, Ore nd from the territory of 
the California-Oregon Power Co. 
From California, San Diego s ivs there 
was some small amount of friction. 
The Pasadena City department says 
“No trouble, but lack of interest” 


No other difficulties were reported. 
In Los Angeles, on the 
have bec 


contrary, 


where plumbers 


portant 


me an im- 
ele etric 


seems to be no 


factor in the sale of 
heaters, there 
friction at all Each 


water 
division per- 
forms its own function and finds suffi- 
cient activity without trespass on the 
other. 


Province +} 
province 1 the 
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Lathes 


Made by 
the makers of 
the world-famous 


HOOVER 


Y4 horsepower and up a 
eaners 


iw HOOVER 


YOUR CUSTOMERS KNOW “HOOVER” MEANS QUALITY 


You can be sure of giving your customers the 
finest in fractional horsepower motors when the 
name “Hoover” appears on the name plate. 


These great new motors are built with the 
same engineering skill and dependability that 
go into the world-famous Hoover Cleaners. 
Compact, precision made, they deliver their 
power with work horse stamina. 


A Hoover fractional horsepower motor will 
give your customers years of efficient, trouble- 
free service. 


USERS LIKE THESE HOOVER MOTOR FEATURES 


Induction run... single phase... 60 cycles... dual voltage 
—110/220... 1725 R.P.M. 

Capacitor stort... more than 300°; full load starting 
torque with minimum current flow. 

No vibration or “shift”. . . integral feet, carefully ma- 
chined to give solid mounting and quiet operation. 
Low temperature . . . electrical and mechanical design 
for low-temperature operation. Ventilated open type. 
40° C. Rise. 

Laminated steel rotor . . . carefully ground and bal- 
anced for maximum efficiency. 
Centrifugal starting switch . . . designed and built for 
years of trouble-free operation. 

High-grade ball bearings . . . sealed against dust and 
grit, give smooth performance and long wear. 
Rotation . . . clock or counterclockwise. 


Sold only through retail outlets 
THE HOOVER COMPANY, Electric Motor Division * North Canton, Ohio 


Hamilton, Ontario, Canada 
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DURING 
JANUARY SHOW 


IN CHICAGO 
















ae 
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PAKA WAY 


dweorsvenco? 


HOME FREEZERS 


Bre 


ay’ 


ad 


3 SIZES 
6-12-18 CUBIC FEET 


Nineteen years experience and modern 
plant facilities assure satisfactory per- 
formance. 


Planned selling. 
Outstanding features. 
Strong promotions. 
Dealer advertising plan. 
Liberal discounts. 
Prompt shipments. 


SCHAEFER, INC. 
MINNEAPOLIS 1, MINN. 


FILL IN— 
DETACH— 
MAIL 


ship—distributorship—for Pak-A-Way 


COUPON ” _ 
See us Addres: 


IN CHICAGO! City 


State 





deliveries 


Please send us complete details regarding dealer- 








PAGE 226 





BRITISH COLUMBIA 


The B. C. Electric Railway Co., Ltd., 


Reports on the 


Oh igeohagany Columbia is closely al- 
5 lied in its interests and develop- 
ent with that portion of the United 
which 
nd like the 


. considerable population growth since 


States is on the Pacific Coast, 
\merican area, has shown 


le wa Figures of 1947 residence 
ustome of the B. C. Electric Rail- 
way Co., Ltd., serving this area, are 


21,543 urban and 5,654 rural, or a total 
of 27,197 for the Island 
division, and 100,000 electrical urban 
ind 29,750 rural or a total of 129,750 
or the mainland area. 


Vancouver 


These figures 
‘ompare with 1946 totals of combined 
urban and rural, of 122,050 for the 
nainland and 25,986 for Vancouver 
Island. The growth shown 
6 percent for the year 


is about 
—about 14.6 
percent for rural areas and better than 


+ percent for cities. In the company 


is a whole the rural domestic cus 
mers make up about 20 percent 
l umbe r 


Kilowatt-Hour Use 


Che average annual use of electricity 


residence customer during 1947 
given as 1,400 kw.-hr. for the Vic- 
toria division of the company and 
1.525 kw.-hr. for the mainland, an 


ff 100 kw.-hr. for Vancouver 


Island and of 155 kw.-hr. for the 
inland. Saturations are up this 
veal such articles as refriger itors, 
washers and radio, but not as high as 
rht be expected, due to shortage of 


Saturation percentages for 


the Vancouver division are given as: 


refrigerators, 25.6; electric ranges, 
15.4: water heaters, 4.6: washers, 
62.7; ironers, 2.8: radios, 95: and 
vacuun leaners, 64 percent For 
Vi ) t these vary slightly : refrig- 
erators, 19.5; ranges, 15.1; water 
heaters, 6.01: washers, 60.2: ironers, 
2.6; rad 9? vacuum cleaners, 
OHS pe 


Sale of Appliances 


, 1 regular] 

AC] egulariy If 

7 1 

ile I ¢ the sale of majo 
it S ) ible to 


tne past 


Year's Activities 
\s in the States, it is expected that 
sale of radios will fall off slightly dur- 


and vacuum 
\ll other items are up. None 


conventional washers 
cleaners. 
f the major appliance sales are pre 


uned to be replacement sales. 


NUMBER OF DEALERS 


The number of dealers is given as: 


Prewar 1947 
Vancouver 125 285 
Victoria 16 101 
Total B. C. i 141 386 


his increase of 173 
percent and leaves the territory with 


’ 
one dealer to 


represents an 


about every 406 cus- 


tomers. Victoria reports an increase 
of about 25 dealers on the Island dur- 
ing 1947 and no failures; Vancouver 
had no increases and 2 failures. In 
general the condition of dealers on 
the mainland is said to be good, chiefly 
because they carry a wide variety of 


other lines in addition to their elec- 
trical wares. “About 75 _ percent 
sound” is the verdict as to Vancouver 
Island dealers 
Merchandising Plans 
The company adheres to its plan 


adopted during the past few 
leaving 


vears of 
all merchandising to the deal- 
ers. Both divisions maintain a dealer 
‘ooperative program, with advertis- 
and advertising allowance 
based on sale of major appliances, 
dealer field 1 en, window display help, 
home service assistance, sales training 


ing help 


and business management conferences 
ind help with the service department. 
No special promotions are planned, 
but normal advertising activity will be 
carried on to promote ranges and 
Victoria. “Planned 
the theme of a pro- 


gram contemplated by the 


home freezers in 


lighting” is to be 
Vancouve r 
livision. 


Appliance Deliveries 


Appliance deliveries as reported 
from both areas are far below 


ranges, 


normal, 
refrigerators and 
lhe Vancouver division says 


espe cially 
washers. 
all appliances are short “except water 
heaters, radios and vacuum cleaners.” 
(Continued on page 228) 


SALE OF APPLIANCES—BRITISH COLUMBIA, 
1947 and 1948 (estimated) 


ir as s to predict a program 
r 1948 bulation is given 
\\ 
Vancouver 
1947 19. 
Refrigerator 5,500 6,500 
Range 2,100 3,500 
Water heaters. . 1,250 1,800 
Home freezers 60 150 
Washers-autom. 1,300 2,000 
Washers-conv. 7,800 8,000 
lroners. . 450 900 
Radio sets 25,000 20,000 
Vacuum cleaners 5,000 5,000 


JANUARY 1, 


Victoria Total B. C. 
1947 1948 1947 1948 

879 1,000 6,379 17,50C 
286 350 2,386 3,850 
165 200 1,415 2,000 
21 40 81 190 
672 400 1,972 2,400 
1,515 1,000 9,315 9,000 
115 150 565 1,050 
4,902 3,500 29,902 23,500 
1,017 750 6,017 5,750 
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MASS IN THE MIDWEST IS CLASS 
IN THE NATION... 





A mass market means more readers per dollar. A class market FF F Sug 
| | re, PURE gy (Ciay  SCRig 
means more income per prospect. Putting the two together ona —— by Us CE ER 
; : ; ‘ Where °* vit " 
gives you the ideal setup for selling—a heavy concentration of Beattie Se bas , ‘ATI9 NSus 
° ur, rm 70s Mfor 
prospects with a heavy concentration of cash. Here’s the un- Sty, ™ + nay wet born are. ae” folly 4, 
, , , clus, YU Palit 

usual combination offered to advertisers by the local farm R nT Copy Conse 


papers which make up the Midwest Farm Paper Unit. 
Each paper has top readership and acceptance in its 
own section. Combined, these five papers offer a cir- 
culation of over 1,200,000 (ABC) blanketing the 
world’s richest farming area. All five can be bought on 
a money-saving basis, with a single purchase order, a 
single plate. Farm incomes are at all-time levels. Get 


full details from your nearest office now. 





NEBRASKA FARMER * WALLACES’ FARMER and IOWA HOMESTEAD + PRAIRIE FARMER + WISCONSIN AGRICULTURIST and FARMER + THE FARMER 
Midwest offices at: 250 Park Ave., New York + 59 E. Madison St., Chicago - 542 New Center Building, Detroit - Russ Building, San Francisco + 645 S. Flower St., Los Angeles 
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_ BRITISH COLUMBIA 


| eee CONTINUED FROM PAGE 226 mms 
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There is but little consumer resistance 

to high prices as yet, chiefly because 
| of the shortages, which have placed 
| an enhanced value on articles “ha 
to-get”, 
| 























MODEL 260 
VOLT-OHM-MILLIAMMETER 


20,000 Ohms per Volt D.C. 
1,000 Ohms per Volt A.C. 


Range Wiring Costs 

The average cost of wiring elect 
ranges on the mainland is about $75 
which to date has not interfered with 


Volts, A.C. ond D.C.: 2.5, 10,50, | the sale of ranges, chiefly becaus: 
250, 1000, 5000. | few of these can be obtained. \ lo 


Milliamperes, D.C.: 10, 100, 500. industry-wide committee is studying 

this situation, looking forward to the 
time when competitive selling will 
change this picture. 


Microamperes, D.C.: 100. 
Amperes, D.C.: 10. 
Decibels (5 ranges): —10to52D.B. 
Ohms: 0-2000 (12 ohms center). 
0-200,000 (1200 ohms center). 
0-20 megohms (120,000 ohms 
center). | 


Vancouver Island range wirin 
costs are in the neighborhood of $8 
which has not interfered as yet with 
range sales, but may in the future. 
The company plans to have wiring 
Model 260—Size 54” x7" x3%" | financed as a possible solution. 

$38.95 
Model 260 in Roll Top Safety Case Plumber-Dealer Friction 


—Size 5%” x 9" x 4%". $43.75 There has been some slight friction 
Both complete with test leads and between plumbers and dealers over 

32-poge Operator's Manual* the sale and installation of those ap- 
YOUR JOBBER pliances which require both plumbing 


and electrical installations, but the Vic- 





| toria division savs “nothing serious” 





and the Vancouver reply says, “Slight 
|} this is a situation that is being 
watched.” 
Home Service 
The Victoria vision of the cot 
pany employs 3 home service girls 
and the Vancouver division 6. Their 
major prograt consists of group 
meetings, dealer appliance demonstra 
tions, home call-, work with educa- 
tional authorities. and kitchen and 
| laundry planning 
| Market Conditions 
In general the market conditions 
of this area are reported as “Good.” 
Employment remains high, but the 
cost of liv iving uch less 
noney f penditure ’ 
the indivi mtemplate | 
eft cha ‘ of t irke 
ere i r ‘ ha ind ¢ 
Is supp I ict 
For what it buys in sensitivity, precision, and useful ranges, the price of Model 260 ligh range w t : | 
to affect t é 


has always purchased value far beyond that of even remotely similar test instruments. Today 


this famous volt-ohm-milliammeter is a finer instrument than ever, with added 





ranges and with a new sub-assembly construction unmatched anywhere in strength and 
functional design. The price is the same. That means, of course, that your investment 
today buys even more in utility and the staying accuracy that distinguish this 


most popular high-sensitivity set tester in the world. 


*N cher make f rest t ents provides anything to 
ach the completene f the pocket-size 32-page Operator's 


Manual thar a mpanies Simpson Model 260 


—, Illustrated with 12 circuit and schematic diagrams 
tough map paper to withstand constant usage 
‘ { { 
UU | itt ) VK I SIMPSON ELECTRIC COMPANY © 5200-5218 W. Kinzie Street, Chicago 44, Illinois 
N THAT STAY A RATE 





In Canada, Bach-Simpson Ltd., London, Ont. 


“HELLO, ACE TELEVISION?” 
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ai the 


MERCHANDISE MART 
and 


514-B 
FURNITURE MART 


A Step-Up That Leads to 
VOLUME DOUBLE PROFIT SALES 


pEURERA 


B connie HOME CLEANING 


No competitive Cleaner can match its 
performance regardless of price! 


Sensational Introductory Price 
PROMOTION 


A great new model with performance no other 
make cleaner can match and low price for volume 
soles. Low, streamlined, lightweight beauty with 
exclusive double Disturbulator" action and a dar- 
ing performance guarantee. Introductory price in- 
cludes illustrated attachments and cleaning tools. 


+ America's most wanted sys- 
tem of home cleaning equip- 
ment. Dealers’ records prove 
it is big volume busi- 
ness today! 








DON'T MISS 


1475 





National advertising, editorial SYSTEM widespread accept- 
DON'T MISS support by leading women's ance. Dealers are finding that the 
95 magazines, word of mouth step-up from upright or tank to 

1475 praise by users have given the a double-profit System is easy. 


A LOW- PRICE, EASY-T0- INSTALL 
Garbage Disposal Unit 


EUREKA DISPOS- 0 MATIC 


Tk 


DOUBLE the PROFIT on Iron Sales 


with an exclusive product feature 








DOUBLE ELECTRIC IRON 
THE PROFIT 


of the average iron 









First really new development in 
irons in years. Completely fire 


DON’T MISS safe, no dangling cord, automatic 


Cuts ironing time up to 25 per cent. 
1475 


a 
DON’T MISS 


1475 


Automatic, electric, foolproof —Dispos-O-Matic is the 
most simplified and safest unit offered in this new high- 
potential market. It reduces waste food, even steak bones, 
to coffee-grounds consistency and flushes it down the 
drain under pressure. It's priced for big volume sales. 


PRODUCTS ENGINEERED, DESIGNED, PRICED AND MERCHANDISED FOR VOLUME PROFIT SALES 
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THE 


id 


GAS 4 


lell vour 


customers to stop their dreaming 





RANGE 


the new Universal 


Gsas Ranges entirely new from the fluorescent lamp to the cove 


base, is h 


sersal Gas Range 


here' New with features that are exclusive on the Uni- 


improvements that make this completely 


different range the outstanding merchandising value in the 


country 
the country's leading national 


tising program ever offered by 


And we are telling it to many millions of readers in 


magazines in the largest adver- 


Cribben & Sexton 


Check these outstanding exclusive features: 


@ Whirlpool Broiler’ Pan 
@ "'Comfort-Touch" Ovens 


® New Monel Mesh Radiant 
Broiler-Oven Burners 


Also available in 


a 


WD Unive Ur 
: i (7 


LOU | 4A 


®@ Plate-Size Burner Bowls 


@ 6-Pointed Horizontal Simmer 
Burners 


@ 18” Ovens with Glass Windows 


“LP” Gas Models 
(2 i. 
“4 046 \I<om ge 


dns G of St 


CRIBBEN & SEXTON CO. 


700 N. SACRAMENTO BiVD 





wv 
> 
@ 
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~ 
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CHICAGO 12, ILLINOIS 





MI oe I mditions in the Ha- 


Islands are good and 
estimates tor electrical business made at 
the close of the war are standing up 
remarkably well. The great population 
increase in this area came during the 
war, but a steady growth since that 
do- 
mestic customers served bv the Ha- 
vanian [lectric Co. in 1947 was 51,000, 
$8,954 last 


time is reported. The number o 


ompared with year, an in- 


crease oO +] percent. lhe average 
innual kw.-hr. consumption per home 
was 2,100 kw.-hr. this year, as com- 
pared with 1,935 reported for 1946, an 
ncrease Oo! 165 kw hi 

Che utility is active in the mer- 
chandising field, carrying a complete 


line, but it is also very cooperative in 
\n electrical 


development advisory service for dis- 


ts relations with dealers. 


tributors, dealers and contractors is 
maintained through which assistance is 

ven wherever need appears. <A 
monthly dealer bulletin is published 


advertising help given, dealer field 
men are maintained, an active home 
service department helps in dealer sales 
training, as well as in customer in 
struction and follow-up work, and pro- 
motional campaigns from time to time 
unite all branches of the industry be 

nd some given drive 

Che number of dealers in the Islands 
has increased from 75 pre-war, to 204 
at the present time, an increase of 
173.3 percent. The present figure al- 
lows for one dealer to every 250 resi- 
dence customers of the power company. 
Dealers are organized under the name 
of the Appliance and Radio Dealers 
\ssociation of Oahu. 


Estimated Appliance Sales 


Istimates ot appliance sales during 
1947 and predictions for 1948 indicate 
that in spite of the shortage of appli- 
inces, a healthy business was done 
during the past year. 

The 1947 figures indicate that 157 
refrigerators were sold to every 1,000 
i s, 78 ranges, 88 wa- 


domestic custome oO wi 


ter heaters, 20 home freezers, 44 auto- 
matic washers, 132 conventional type 
washers, 11.7 ironers and 294 radios 
The predictions for 1948 suggest that 
this number will be increased by 25 
percent for electric refrigerators and 
ranges, by 11 percent ior water heaters, 
by 50 percent for home freezers, and 
by 133 percent for automatic washers 
Conventional type washers, on the 
other hand, it is believed may drop off 
by about 25 percent, bringing the sales 
of the two types nearer together. Ironer 
sales are expected to increase by 25 
percent, while radio sales will remain 
about the same. 

The present saturation of refriger- 
ators in this territory are 85 percent, of 
electric ranges 30 percent and of wa- 
ter heaters 20 percent. 

The company maintains an active 
home service department, with eight 
girls, who carry out a complete home 
service program, assisting in dealer 
training and other dealer helps. 


Cost of Range Wiring 


The cost of wiring a home for an 
electric range averages about S80 in 
the islands, a figure which it is felt 
militates decidedly against the purchase 
of an electric range. The situation 
is receiving constant study by all 
brancl 


that some improvement has already 


1es of the industry and it is felt 


been a hieved 
\ppliance deliveries are far from 
normal vet, and along with most other 
sections of the country, the Islands 
feel that they might be receiving a 
larger share of what is available 
Customer reststance to prices is al- 
ready quite evident. 
So far there ] 


] 


has been no friction be- 
tween electrical dealers and plumbers 
over the sale or installation of electric 
appliances. 

No major promotions are planned 
for the near future, but as soon as the 
supply of equipment is more abundant, 
the utility plans an active leadership 
in selling. 


ESTIMATED APPLIANCES SALES—HAWAII, 1947 AND 1948 


Refrigerators 

Electric Ranges 

Water Heaters 

Home Freezers 
Washers—Automatic 
Washers—Conventional 
lroners 


Radio Sets 


in Units 

1947 1948 
8,000 10,000 
4,000 5,000 
4,500 5,000 
1,000 1,500 
2,250 5,000 
6,750 5,000 
600 750 
15,000 15,000 
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Photograph by Beattie-Watts 


RES ULT 


Bigots were squelched 
...because women acted! 


TOLERANCE GAINED NEW SUPPORT when COMPANION article “How to Squelch A Bigot” told 
omen readers how they individually could fight prejudice. 62,869 reprint requests poured 


in from all over the country . 


national radio shows! 


1947 PARADE OF “HITS’’—A COM- 
PANION “hit” must get a higher “‘read 
all’’ rating than the highest average of 
any 680-line women’s magazine in 1944- 
1946. 45 “hits” in Ist half of °44 rose to 


87 ‘hits’ in Ist half of ’46—a 93% gain! 


WOMAN’S 


Neen > 
fer ie / 
MAGNET FOR YOUTH — Competitor’s 


study shows the COMPANION has the 
highest per cent of young readers (under 


34) in the field. This study and Starch 
figures put the COMPANION first in 
per cent of families with y 


HOME 


oung children! 


.. article was featured by newspaper syndicates, local and 


GOES WHERE THE DOLLARS ARE! In 
the 24 states that lead in income (89.45% 
of national total), and in retail sales 
83.19°.) — the COMPANION has a 
greater percentage of its circulation than 
any other women’s 


service magazine. 


COMPANION 


Average Monthly Circulation More Than 3,700,000 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 


ELECTRICAL 


MERCHANDISING—JANUARY |! 
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RESULTS IN ADVERTISING — 


COMPANION 
have a big advantage 
BER ONE editorial 
wonder dealers find it more profitable 
to display these Electrical products 


advertised products 


the NUM 


boost! IN¢ 


Bendix Automatic Washer 

Bendix Radio 

Durabilt Irons 

Easy Washer & lroner 

G-E Washer & lroners 

G-E Irons 

G-E Clocks 

Handyhot Appliances 

Launderall Automatic Washer 

Maytag Washer & lroners 

Nesco Automatic Electric Roaster 

Norge Refrigerator 

Philco Radios & Radio- 
Phonographs 

Philco Refrigerator 

Silex Coffee Maker 

Star-Glo Fluorescent Bed Lamp 

Sunbeam Coffeemaster 

Sunbeam Mixmaster 

Thor Automagic Gladiron 

Thor Automagic Washer 
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Other AoMwvod stars! 


YOU'VE FEATURED 'EM— 





5 

YOU'VE SOLD "EM— 
THEY'RE FAVORITES EVERYWHERE An 0 t h e r P 
J 


NEW BEAUTY , 










JOINS OUR 

J 

Aolliwmood tictRic BROILER FAMOUS LINE ' 
With on added grill plate. Broils, fries, 
cooks, and heats quickly, evenly .. . with 

out smoke, muss, or fuss. Its beauty graces ¢ 

the most formal table 
/ 
4 
> g 

m ELECTRIC TABLE GRILL in bright, mirror-like cast aluminum 

For eggs, 6 n, poncokes, hamburgers, 
sandwiches This brightly polished a 
. ° . ° 
D STINED TO BE a selling sensation, the HoLLiwoop Waffler is the | 
aoe ; : ( 
only waffle maker on the market made of highly polished, solid 
cast aluminum. It makes 8 waffle squares at a time . . . and makes | 
them perfectly to individual taste—light or dark and just the right degree | 


of rich, golden brown crispness. You'll find that the HOLLIwoop | 





THE GEM SIZZLE PLATTER Waffler will have that “oolden touch” for you, too! And il’s available 
A ible in two es. Its polish ati , 
Seite aac ahaa tenets toe tae for delivery right now! 
to housewives. Removable handles facili 
tate broiling in oven 


Ng, 


© YOu SELL a 


Holl ood You SELL Woe ba, 


Write for CATALOG SHEETS 
FINDERS MFG. CO., - 3669 s. MICHIGAN AVE., CHICAGO 15, ILL. 
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Scheduled Meetings 


CHICAGO JANUARY MARKETS 

Merchandise and Furniture Marts, 
Chicago, III 

January 5-17 


AMERICAN WASHER & IRONER 
MFRS. ASSN. 

Morrison Hotel, Chicago, III. 

January 6 


NATL. HOUSEWARES & MAJOR 
APPLIANCE EXHIBIT 

Int. Amphitheatre, Chicago, Ill. 

January 15-22 


NATL. ELECTRICAL RETAILERS 
ASSN. : 

Sheraton Hote!, Chicago, III 

January 19-21 


5TH ALL-INDUSTRY REFRIGERA- 
TION & AIR CONDITIONING 
EXPOSITION 

Cleveland Convention Hall, Cleveland, 
Ohio 


January 26-29 


LOS ANGELES WINTER MARKET 

Los Angeles Furniture Mart, Los An- 
geles, Calif 

January 26-30 


8TH INT. HEATING & VEN- 
TILATING EXPOSITION 

Grand Central Palace, New York, 
N.Y 

February 2-6 

American Soc. of Heating & Venti- 
lating Engineers 


48TH ANNUAL CONVENTION & 
HARDWARE SHOW 

Penna. & Atlantic Seaboard Hardware 
Assn. 

Convention Hall, Philadelphia, Pa. 

February 9-12 


CHICAGO STOKER EXPOSITION 

Commonwealth Edison Assembly Hall, 
140 South Dearborn St., Chicago, 
Hl. 

March 11-17, 1948 

Midwest and Chicago Stoker Assns. 


HARDWARE - HOUSEWARES - 
APPLIANCE SHOW 

Town Hall, Fargo, North Dakota 

March 23-25 

N. D. Retail Hardware Assn. 


SPRING NATL. MARKET WEEK 
St. Paul Auditorium, St. Paul, Minn. 
April 20-23 


NATL. 
ENCE 

Jetferson Hotel, St. Louis, Mo. 

March 11-12 

Domestic Distribution Dept., Chamber 
of Commerce of U. S 


MARKETING CONFER- 











Distributors See Millions 


In Western Appliance Market 


Potential in complete kitchens, home laun- 
dries and new construction analyzed by 
speakers at West Coast NEWA Convention. 


use le 
e the N 
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tility and banking 


West Coast market for appliances 


i ne i and lies during the next few years. 
lic’s demand fo \nalyzing the trends in home planning 
eating for dis vas Edgar H. Wileman, Home Bureau 
i rd t manager, Barker Brothers, Los An 
ke \\ t ele trends in n | 1 kitchen plan 
1 an 1 ere ce l 1 1iiu ited by 
ical WI irry Coen tril manage 
Z0 ( \ ican Central Mig. (¢ - the poten 
N 13-15 he | e laundry field was pre 
) rt] vy M Rod itilities sale 
( ila | ix | Appli inces 
t al ( t yn heatin 
era is an y W. I Cranst 
M D esident, Thermador | tric Mfg. Co 
\n econon ( e western 
200.000 ad tate by |] D. P } oO 
mine ve \meri 1, pre ede | i il eg und 
x] estimated ork for Mr. Dostal’s study of the 
s that would Pacific Coast Electrical Potential 
ke Cad 
Kitchen and Laundry Market 
“The electric kitchen is the biggest 
guests met for tential in the home”, Larry Coen 
n at which the told the distributors. “One factor is 
lectru laundry ind the large unit of sale.” However, he 
home building pro added, the very largeness of the sale 
illing on the pro more experienced and more thorough 
s from the East selling on the part of dealers and dis 


tributors. “There is a large market 


lowing picture of there,” he pointed out, using slides to 


WEST COAST DISTRIBUTORS pause for their picture enroute to early morn- 
ing session at NEWA’‘s Pacific Zone convention at Riverside, Calif. More than 200 
attended. 
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BIGGEST POTENTIAL for appliances 
in the home is the complete electric 
kitchen, said Larry Coen, above, of Ameri- 
can Central Mfg. Co., to the West Coast 
distributors. But it will take intensive 
selling to realize the full potenticl, he 
reminded them 


i 4 | 
i] 
‘ \1 { 1 
t $ ne 1 ) 1 i 
wrbell! 
| ing int tur M 
Rodget estimated washing machine 


sales at nearly $700,000,000 and elec 
tric clothes dryer sales at nearly $50 
000,000 in 1948. In his analysis of the 

| } 1 


} » Ila lr ' - o ] 1 real 
1iome laundry marKet, Ne oOKea Tea 


istically at the past sales record of 
electric ironers and asked “what 

wrong?” He concluded that the in 
dustry must “increase public accept 
ance of the ironing machine and must 
step up sales through a decided 1m 


11 


provement in selling techniques 


Karsten Re-elected 


KE. E. Karsten of Gough Industries, 
appliance and supply distributors in 
Los Angeles, was re-elected chairman 
of the Pacific Zone of NEWA. In 
charge of the meeting it Riverside 
were D. AL Smith, Graham-Reynolds, 
Los \ngeles, Who was onvention 
chairman, with Ross Hartley and F. ¢ 

Todt as assistants. Louis G. Berger 


chairman of the program commiutte¢ 

took charge of the opening general ses 
1, and | | Sta eat! f 

( i i th ited i ¢ en 


mecting | A. Phillips and J. E 


Bisset made arrangements tor t 
iuiternoons of competitive 
nearby cours Phe 1 iff 
rT mvent1 ‘ * ie, 
Banque yr membe and gu 
W. E. Cra ) ‘ dor | 
Mie. ¢ | \ 
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Never Belore a 
Range Like the 


xe! 


MODEL T41-1 
DELIVERED $189.75 


For the first time... 

* Deep Well Cooker. 

* Automatic Clock Controlled Oven. 

*% Cooking Table Lamp. 

* All Porcelain Finish—Acid-resistant Top. 
* Full Size Two Unit Oven. 

* Speed-O-Master Surface Units. 


All of these deluxe features of big 
ranges are packed into a small range 
that takes up space less than 2 feet 
square. 

Created and designed expressly for 
the compact modern kitchen of today. 


Ceeteamaxter Dec 


PAGE 
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Cost - of -Goods Ratio 
and Salaries Decline 


The upward trend of appliance 
dealers’ expenses and profits from 1946 
to the first quarter of 1947 appears to 
have continued into the second quarter 
of 1947, according to the third Cost 
Ratio Study of the Inland Empire 
Electrical Dealers Association. Aver- 


in< overhe id and selling expenses, Cx- 


cept occupancy expenses, continued to 


ise during April, May and June, the 
report showed The amount of in 
crease 1 expenses Was more than 
mpensated tor by a talling cost ot 
goods ratio, so net profit in this second 
quarter was slightly higher than in the 


“High” pront dealers enjoved anothe 


material 3.1 percent drop in cost of 
mds sold in the second quarter. As 
in the case of the reduction in cost of 
goods from 1946 to the first quarter 
1947, this drop probably resulted 
mm more selective buying and greater 
emphasis on items providing better dis 
ounts Cost of goods ot the “low” 
profit dealers was 2.1] percent higher 
than that of ce “hig profit group 
Low” protit dealers had almost ex 
ictly t same cost of goods in the 
st d quart is they had in the first 
« wer-a iverage st of goods 1s 
. mor i ir percent higher 
i T it t I = ls ? ted 
1939 
Occupancy Costs Drop 
() ipan exper bot! ] 





decrease is not readily apparent. It 
cannot be accounted tor on the basis of 


increased volume reducing the ratio of 


a fixed expense, becaus iverage 
volume of sales per reporting dealer 
was slightly lower in the second quat 
ter than in the first 


Ga. Power's 60-Day 
Grosses $223,006, 


Program Moves 295 
Cleaners, 1,809 Irons 


Manpower and the will to get out 
and sell will move plenty of non-de- 
mand electrical appliances in the 
opinion of “Bip” Farnsworth manager 
of the merchandising 
via Power Co 


That this formula wil 


livision of Geor- 


1 


vork has beer 


demonstrated with the conclusion of 
i O-day “Blue Print for the Day” 
sales campaign in which a $151,308 
sales quota was exceeded by 147 per- 


ent when a total of $223,006 in sales 


were made. 
Sufficient volume 


£ refrigerators 
and electric ranges could not be ob- 
tained so the campaign was limited to 


the sale of vacuum cleaners, fans, 


pumps, water heaters and coolers, glare 
chasers, floor lamps, blankets, com- 
iorters and heating pads, irons, toasters, 
coffeemakers, shavers and clocks. <A 
total of 8,062 items were sold includ- 
ing 295 vacuum cleaners, 604 glare 
chasers, 742 floor lamps, 498 fans, 634 
water heaters, 1,424 shavers and clocks, 
847 blankets and comforters, 1.809 
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Dealer Expenses, Profits Rise 
Inland Empire Survey Reveals 


Proprieters’ salaries were lower 
the second quarter, both percentag 
wise and dollar-wise. Although + 
difference in the over-all average rati 
for the first and second quarters 
only 0.2 percent, the average ratio 
those reporting salaries in the secor 
quarter was 1.1 percent lower than t 
average of those reporting salaries 


the first quarter. Average mont! 
salary was $70 less in the seco 
quarter. Approximately half of 
porting dealers showed salary pa 
ments 


Selling Expenses Constant 


Increases in administrative and ge 
eral expense of “low” profit deale 
caused a rise of 1.2 percent in t 
average of all reports. However, 
ministrative expenses of dealers in 
“high” profit category were lowe: 

Selling expenses of “high and lo 
protit groups alike were higher in 
second quarter. Changes in individu 
types of expense (salesmen, adverti 
ing, etc.) were too small to be sis 
nificant, however 

Because of the drop m1 ccupan 
expense, total operating expense 
raised very little by second quarter 


creases in admunistrative and selling 


osts As a result, average net pr 
fit was increased one percent by the 
decrease in average cost of goods sold 
Actually, an analysis of “high ar 


low” profit groups separately shows 
large increase in net profits—3.9 per 
ent for “high” profit dealers and 3 
percent for “low” profit dealers. This 
sizable increase was not reflected in 
the average of all reports, howeve 


| | ] “ , 
eecause the average volume per “low 
profit dealer was nearly three times ; 
vreat as the average volume per “lig 


profit dealer in the second quarte: 


(“Low approximately $31,000 
“High”: approximately $11,000). In 
the tirst quarter, the average of the 
two groups wa irly the same. 


Sales Campaign 


14% Over Quota 


irons and 427 coffee makers 
Leaders in each division were awarded 
the choice of an electric blanket o 
comforter. Only one of the six divi 
sions of the company was under quota, 
and that was due to lack of manpower 
Mr. Farnsworth believes that appli 
ance salesmen can sell if they get out 
and meet the customers and use imag- 
ination, ingenuity, initiative and ideas 
The “Blue Print” campaign ended 
before Regulation W became history 
However, since November 1, the com 
pany has found an increasing number 
of customers who are taking advantage 
ot the longer terms. Georgia Power 
has revised its installment transac- 
tions with 20 percent down and 18 
months to pay, with minimum install 
ment of $5. For items under $30 the 
same terms apply, but the time is short 
ened to a maximum of six months. 
Mr. Farnsworth believes that a cash 
or short-term transaction is generally 
more satisfactory to both buyer and 
seller, and every effort is so directed. 
He recognizes special situations. For 
the most part, merchandising leaders 
see no great and immediate swing to 


long-tern MIVIng 








YG 


G-E Cooperative Ad Plan 
for Small Dealers 


Che little radio dealer who hereto- 
tore has been forced to advertise as an 
individual within the limits of a small 
budget or to see his name listed with 
hundreds of others in a largely in- 
effective cooperative ad is the object 
vf General Electric Co's. new spot 
light cooperative advertising plan for 
radio dealers 

Fred A. Parnell, advertising and 
sales promotion manager of the com 
pany’s receiver division, announced the 
new program after research conducted 
vith Maxon, Inc., N. Y., which re 
ealed that: (1) four out of five retail 
stores secure 90 percent of their 
volume from families in their own 
mmediate neighborhood; (2) there is 
little, if any, direct competition be 
tween dealers in different neighbor 

wds; (3) reader identification of a 
given dealer in multiple signature ad 
vertisements remains high up to a 
imit of 12 to 20 names per ad, and 
especially when the dealers spotlighted 
are all from different neighborhoods. 


Dealers Divide the Cost 


Che new program provides for large 
space advertisements signed by a 
maximum of 20 dealers who divide the 
normal dealer share of cost. The dis 
tributor selects the dealers to appear 
in each ad so that no two in any om 
eighborhood appear in the same ad 
In newspapers with split runs, the list 


f dealers in changed for ca 


RCA Holds One-Day Clinics 
For Record Distributors 


Sales, advertising and promotion 
plans for 1948 featured the recent one- 
day record sales clinic conducted by 
the record department of RCA for 
distributors as the first in a series. 

James W. Murray, vice-president in 
charge of the record department, pre 
sided over the first meeting and ex 
pressed optimism over the potential 
record of sales during the coming 
vear. [). J. Finn, sales manager, told 
distributors that despite increased de 
mand for records a return to normal 
business conditions will necessitate a 
greater selling job. Richard M. Field- 
ing, advertising manager, presented a 
review of advertising plans and dis 


played record fixtures and promotion 


material 


Bendix to Introduce 
No New Washer Models 


“Due to the continuing great de 
mand” for Bendix automatic washers, 
current models will be continued “for 
some time”, according to a recent an- 
nouncement by Judson S. Sayre, presi 
dent of Bendix Home Appliances, Inc 
lo add em] hasis, he declared that the 
company had decided to cancel a pro 
jected convention of all distributors in 
Chicago. It is felt that introduction of 
new models “in the foreseeable future 

would be unfair to our dealers 


and the publi 





Transvision Officials Form Sightmaster Television 


Dealers for a newcomer to the tele 
vision manufacturing field will have 
exclusive territorial franchises fo 
both sales and service, according to an 
announcement from Sightmaster Corp 
220 Fifth Ave., New York, a concern 
which grew out of Transvision, Inc., 
manufacturer of television kits 

The new company is headed by 
Herbert Suesholtz, who is also presi 
dent of Transvision, and _ includes 
Michael Kaplan as treasurer, Bernard 
Kaplan as_ vice-president, and F 
W. Minor as general sales manager. 

At least one out of four television 
sets in use today bear the name Trans 
vision, the company says, and demands 
for completed sets prompted forma- 
tion of the new concern, set up as an 





entirely separate organizatior Sales 
manager Minor has appointed 18 sales 
men, assigned them to contact dealers 

Company policy will be to give 
franchises onl to lealers yho are 


thoroughly experienced in_ television 


and who can satisfactorily install and 
service every Sightmastet set sold 
According to the unpany, production 
is in full swing 

The line of receivers includes FM 
1 almost all models, offers choices in 
abinets of mahogany. walnut or blonde 
finishes. It includes 10 inch, 12 inch 
and larger table models, consoles, com 
binations, and club models tor com 
mercial installations All sets will 


ll] he 
carry a one-year warranty and will be 


sold “at popular prices.” 








OFFICIALS of the newly-formed Sightmaster Corp., composed of executives of Trans- 
vision, Inc., hold a listening conference in their offices at 220 Fifth Ave., New York, 
preparatory to launching sales campaign for their new line of television recivers. Left 
to right: Herbert Suesholtz, president; Michael Kaplan, treasurer; F. Wakefield Minor, 
general sales manager; and Bernard Kaplan, vice-president. 
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The Only hange 


MODEL R84D 


BANQUET SUPERB DELIVERED $319.75 


OVEN EYE—a twin lens hermetically sealed for life against 
heat leakage, fogging, dirt, discoloration. Not ordinary 
glass but a type especially developed to resist heat. 
SELECTOR SWITCH—with three positions to provide auto- 
matic clock control of the oven, Vita-Miser Cooker, and 
Appliance Outlet. 


WARMING OVEN—big capacity—rolls in and out on 
bearing rollers. 


Massive styling by George Walker. Monotube Surface 
Units e Tower Type Lamp e 1200-W Cooker Unit « Double 
Duty Broiler Pan ¢ Large Storage Drawers 

Roller Bearings on Drawers ¢ Oven Control 

Clock ¢ Minute-Master e E-Z-to-C Signal 

Lights e Non-glare Oven Light « Appliance 

Outlet, and many more. 
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REA Survey Shows Farmer Wants 
Wide Variety of Appliances ¥ 3 


Each $1 Invested in Lines For example, farmers who buy ele 


Returns $4.50 in Purchases trical equipment must be assured 


Yue Peautisil Slew 











maintenance servicing which will et 
. ~ 1 , > , 
Appliance surveys by REA co-ops able them to keep the equipment in 
rive some idea of the wide variety use. The dealer who enters the rural 
f equipment which farmers want appliance field must be prepared to 
and are buying, according to Allyn give that maintenance service over a 
\. Walters of the Rural Electrifica- wide area 
tion Administration Two compara- Here are some of the ways that 
S made in Greene County. REA-financed electric systems 
lowa. one in 1945. when the co-op was help dealers and manufacturers 
ng 2,100 members and a later one electric equipment 
- 1 . , TT - > : a ’ 
May. 1947. when it served 2.600 Many REA co-ops have conduct 
show the steadv increase in the num appliance surveys which show the buy 


. : : mo . aft “ons rs arket 
er of electrical appliances purchased ing intentions consumers, mark 
saturation, and various applications of 
power-use for the farm home and for 


farm production. These surveys 


rural families. The surveys show 
that the number of co-op members 

) rators had increased “pony 1 } 
m 1,268 in 1945 to 1,567 in 1947 available to responsible business firms 
' ble in a lare 


During the same period the number of I play Space aVvalla 


tric ranges rose from 168 to 338: number of co-op othces tor use b 
vater heaters increased from 123 to dealers on a rotation basis This el 
311 and farm freezers from 0 to 50. The ables dealers who carry various lines 
1947 survey also showed substantial of established merchandise to take 
eains in a number of other items. in turn at displaying their products 

dling tool grinders. air compres Another — service which REA 
lat emery wheels, soldering financed lines often provide to repu 
I an ise eu clippers. table dealers in their area are lists of 
Ir d paint spravs their consumers, plans for new con 
Past o as shown thes struction and prospective dates 
il ted in expandine connecting new | 
‘ ‘ is stimulated 
t s S450 
Y 1 electrical a 


Westinghouse Lamp 
Production, Demand Soar 


Cn Display al the Show pansion of rural electric facilities = nse mp. Divi 





t nt Generally sneak than 14 milli amps of % types a 
JANUARY 5-17* CHICAGO ag soars Spree keel lay, says the division, and this reco 
YG . 11 its 
Yicom [490, Machandise Mart | sige nocthge structio , 
} rn 4} R \ ! - r 
« i 4 € a 
prese ite than 30 ercent 
Alabama. Oklahoma 1 
( . CG , | nessee. great t o> 4 
Vi id \f esinni 10on pea ) +1 = 
: } + , 
. . . the pected to 75 i nit t 
1 +} iders it irms i : y n 
t e rea ed 1 , ( “ r é r to 
Statistics on progress of rural elec- alienate ‘ 
inecation mn one r two states in dif 
erent sections of the country will 
rve to illustrate the sort of thing 
Y te Gaede aca ole : P m Two Years and $775,000,000 P 

i l aking place all over ne coi - 


ree eS 








On July Ist of this year, 38 percent 
the farms in Nebraska received 
entral station power as compared to 
ibout 7 percent in 1935. The first 
REA financed line was put into oper 
itor In Nebraska on By Cc 3 1936 
\s of Aug. 31 of this year, REA had 
approved more than $37,000,000 in 
loans in the state to 34 Nebraska bor 
rowers, including ten cooperatives and 
24 public power districts These bor 
rowers now operate nearly 16,000 
miles of lines serving more than 34,000 
iral consumers and the new loans 
ill enable them to serve a total of 
re than 62,000 farms and other 
SINCE 1870, MANUFACTURERS OF AMERICA’S FINEST rural establishments over 29,000 miles 








line. The average monthly farm 


Ss E WwW | N G M A Cc H I N E 5 mnsumptior ot electricity on Ne- 
¢ , — braska-REA financed lines has in- 
:| a i l frou 


reased from 68 kw.-hrs. in Decembe 
sed from 68 kw.-hr _in December, TELEVISION receiver sales will total 
; ~~ j 
oY ty } i , , 





7 ( . : 
ae to 119 kw.-hrs. in December, more than three-quarters of a billion dol- 
lars within the next two years, J. R. 
Poppele (at stand), president of the Tele- 
vision Broadcasters Assn., told personnel 












Special Problems 


ural market poses special of General Electric at a recent meeting 
problems and obligations along with at Electronics Park, Syracuse. Mr. Pop- 
the splendid opportunity for profit. It pele estimated that at last 2,000,000 
innot rightly be regarded as a mere telesets would be in use by December, 


1 


xtension of the city market. 1949, 
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_..an easy-to-show SEAL 


for hard-to-please customers! 









Point it out to identify America’s leading 
kitchen appliance finish. It helps 


sell customers... keeps them sold. 


CALL ATTENTION TO THE “‘DULUX” SEAL in your ENAMEL 
next sales demonstration! It’s a sales-clincher that has 


often made a customer out of a “difficult” prospect. To 








many careful buyers the seal means assurance of an out- 


2 ; seve! . lf your manufacturer i lyi 

standing finish . . . combining beauty, color retention, ee y rei ‘ ee ee 
J Dulux’’-finished appliances without the seal, 

and mar-resistance for years of service. That’s why it’s ask him to include it hereafter. It's a sales- 


: aid that makes your selling job easier! 
always good business to point the seal out . . . and to ? a 


mention, also, that “Dulux” is rigidly pre-tested! 


E. : du Pont de Nemours & Co. (Inc.), Finishes al DONT BETTER THINGS FOR BETTER LIVING 
— pet ce . » «THROUGH CHEMISTRY 
Division, Wilmington 98, Delaware. — 
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See us in our 
DISPLAY ROOMS 
SPACE 504 
American Furniture Mart 


COME ALONG 


aigiememoeaees 1) ° | m Ae) Tid | 


7 


PERSONALIZED HOME 









Beaecaeeeee 


i 
FLATWORK iS FUN...and Easy Too 


‘ELE Be Seon eked, Mucnek's Ss - 


7 WEEPING 
country; 


NEW 
BIG GEST 
DEVELOPMENT 


WW IRONER SALES 


ANOTHER 
CONLON 
=X¢ClUsivey+ 


FINISH 


Onder Yours “Joday—The Fastest Way to 
Demonstrate and Sell an lroner! 


7 


Acclaimed by dealers, home economists and housewives from coast to coast, the 
exclusive CONLON PERSONALIZED HOME INSTRUCTION COURSE, that 
teaches the woman in her home, is helping dealers hit the jackpot in ironer sales. 


Now you can demonstrate and sell Conlon Ironers easily and quickly... save 
the cost of women demonstrators . . . make each customer your “salesman” as 
she shows her neighbors how easy it is to use a Conlon Ironer. 


s 


Write today for complete information about this “see it and hear it’’ method 
... or even better, order the complete set of four 12” records and the illustrated 
picture portfolio for only $10.00 per set. You'll say it’s the best $10.00 invest- 
ment you ever made! (Lower price when three or more are ordered.) 





%COPYRIGHTED AND PATENT APPLIED FOR 


IF ITS A @QoSce |S STYLED AND ENGINEERED 


PAGE 238 JANUARY 1, 1948—ELECTRICAL MERCHANDISING E | 

























ITH 





we a es Megan's u 
ae look ° 


1948! 


Millions of Housewives in 48 will want 
C2rbor \roners and Washers 


A powerful national advertising campaign will appear this year in the leading 
women’s magazines ... Millions of advertising messages will help you sell more 


Conlon Ironers and Washers all through 1948. 


Only C2Lore has these Exclusive 
Features plus Hand-lroning Action 


Hand-Ironing action is an exclusive Conlon feature that gives 
extra sheen and smoothness—and sells Conlon Ironers for you! 
Only when you sell Conlon Ironers do you have all these out- 
standing features plus Hand-Ironing Action: NON-SAG ROLI, 
RUST-PROOF AND SCRATCH-PROOF IRONING SHOE, DOUBLE THER- 


MOSTATS, KNEE AND FINGER TIP CONTROL, CONCEALED MOTOR, 
TABLE TOP CABINET, LAP TRAY, TWO END SHELVES. And remem- 
ber every Conlon Ironer is backed bya 15-year Rebuilt Guaran- 
tee Policy! 


Lead Your Locality 

















in Washer Sales 


with Carbon 


Here’s the washer that will 
make your cash register ring. 
There is no bigger washer 
value on the market .. . It’s 





tops in design, features and 





performance, a quality washer 








that incorporates all the 
“know-how” of Conlon’s 35 

years experience. And remem- ( oa = 
ber, only Conlon Washers are 
backed by a 15-year rebuild 
guarantee policy! Come along 
with Conlon in ’48. 


(S99 = 
GUARANTEED QUALITY : | 


—— 


ya a > Ac, 
—| WASHERS AND IRONERS an 
| Y Conlon Division, 1824 S. 52nd Ave., Chicago 50, Illinois Z 


Conlon-Moore Corporation 


FOR LEADERSHIP IN SALES AND SERVICE 
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Appliance 










































Small series universal 

motor parts specially de- 

signed for food-mixers 
and sewing machines. 


Compactly designed tur- 

bine. . . driven by a high- 

speed series motor .. . 

particularly adaptable to 

connister type vacuum 
cleaner. 


Light-weight universal 
motor specially designed 
' for portable devices. 
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Look for 











Dealers : 


when motor-driven 
appliances are 
equipped with 





Home appliances are 
easier to sell when 
equipped with Lamb 
Electric motors be- 
cause customers know 
this name is their as- 
surance of thoroughly 
dependable motor 
operation. 


The good turn-over of 
Lamb Electric motor- 
driven appliances is 
one of the reasons 
why many leading 
dealers carry them. 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 


ssacuonss wonsvoune MROTORS 





DEFENSELESS R. L. Stone, Speed Queen Washer salesman, demonstrates commend- 
able fortitude in the face of extreme pressure from personnel of Gimbels appliance 
department in Milwaukee to increase the monthly allotment of washers and ironers. 
Barlow and Seelig points out that, although production records are being established 
almost daily, allocations will continue for at least another six months. 





Hotpoint Distributors Hear 
Plans for 114 Million Sales 


More Water Heaters, Dishwashers 
and Ranges to be Produced in ‘48 


\ ( iallenee slic | by James J 
Nance, president of Hotpoint, Inc., was 
accepted by Leonard C. Truesdell, vice 

of marketing, at the opening 

i Chicag eting of distributors, 

first of a series which will cover 

e country Mr. Nance stated that 
the $20 million expansion program 
vii is placed Hotpoint “in the 
big leagues of the appliance industry” 

titutes “a supreme challenge to 
pany s marketing organization 

and its distributors.” The challenge 
was picked up immediately by Mr 
Truesdell, who said the marketing 
groups “will be on the firing line to 


sell one million and a quarter Hotpoint 
major appliances in 1948 and increasing 


numbers in years to come.” 


“Here's How It Is” . 


Mr. Truesdell went on with a mes 
sage of direct concern to the 69 repre 
sentatives of 20 Hotpoint distributors’ 
houses attending the company’s first 
distributor business meeting since be- 
He outlined specific 
responsibilities at each marketing level, 


fore the war. 


showing how the company’s new in- 
vestments in plant facilities will affect 


| 
the distributors’ programs. Hotpoint’s 
1948 production schedules call for a 
budget approximately seven times as 
large as that of the company’s five 
year annual average before the war 
The new plans will be “just so much 
brick and mortar”, Mr. Truesdell 


pointed out, unless the goods are 


moved. Factory and distributor plans 
are all very well, but to have any value 
they must be accompanied by a dealer 


organization capable of keeping pace 
with the expanded product flow, 
Phe answer, he claimed, is clos« dis- 


tributor-dealer association, training in 
demonstrating and selling, hard work, 
and emphasis on the right dealers in 

iration for increasing competition 


JANUARY 1, 


:lectric water heaters will be produce: 


in three times the 1941 volume, dis 
washers more than 20 times the 1941 
volume; these were listed along with 
ranges as appliances which offer “thx 
greatest possibility for future market 
expansion.” 

He added that Disposalls, metal 
kitchen cabinets, automatic wash 
freezers, flatplate ironers and dryers 
“now have a good public acceptance 
such as experienced by the refrigera- 
tor during the early ’30’s.” 


What Others Had to Say 


Headquarters staff marketing man 
agers introduced by Mr. Truesdell 
were Edward R. Taylor, manager of 
merchandising, who informed the dis 
tributors that Hotpoint’s 1948 advertis 
ing expenditure would be the largest in 
the company’s history, and would be 
flexible to meet changing demands: 
Howard J. Scaife, manager of market 
levelopment, who termed 1948 “the 
last gasoline stop before the buyers’ 
market desert,” and warned that the 
retail organization must have enough 
“gasoline stored to get us through the 
desert and to the green valley beyond” ; 
William F. Ogden, manager of prod- 
uct planning, who outlined features of 
new products to be produced and de 
scribed manufacturing facilities; Eu- 
gene E. McEwen, manager of distribu- 
tion, who declared that the distributor 
and dealer training program “will have 
a greater bearing on your success than 
any other single activity”; and Hollis 
C. Doss, manager of kitchen sales, who 
said that last summer there were more 
than 76,000 dealers franchised to sell 
refrigerators and washers, compared 
with 40,000 in 1941, and asserted that 
the time had come for Hotpoint to 
determine whether Hotpoint dealers 
are being provided with a sufficient 
market. 
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pring 


THE NEW 


MODEL “23” 
iS BEING ' 
ANNOUNCED Mave you seen 


the new 
THIS MONTH IN PREMIER ?” 
SAT. EVENING POST-san. 31s: Sates 

AMERICAN WEEKLY -san. 18th : 


























PREMIER 
MODEL “23” 


es E : G 5 59-75 


FIRST LOW-PRICED 





THIS IS THE cen MO 
LOWER PRICED CE. SESS POST WAR PREMIER 


... AVAILABLE NOW 


PREMIER you have -j—et Cr IN LIMITED 





QUANTITY! 





been waiting for 











NOW PREMIER 
HAS 5 MODELS 


> 4 PREMIER DUPLEX “12” 
( Top floor model with many 
outstanding features, includ- 
ing the exclusive ‘‘RUG- 
METER.” $89.75 


Premier’s spring promotion is starting right now! Tie 
in with this strong campaign! 

Shown here is one of the first ads. It’s scheduled for 
seven leading magazines, reaching an audience of more 
than 28 million readers. 

For you, the keynote is—SELL UP. The new Premier 
Model ‘‘23”’ tells you how to do it. This newest Premier 
floor model has genuine Premier Vibra-Sweep Cleaning 


PREMIER “21” 

Popular medium-priced floor 
model with Vibra-Sweep 
Cleaning Action and exclusive 


Duo-Matic Nozzle. $74.75 


ps 


Action and other wanted Premier features. It makes PREMIER 23" 


New low-priced floor model 
with many top-quality fea- 
tures. $59.75 


real news in these days of high prices. 
Premier is putting more dollars behind this and other 
models in 1948 than ever before in all Premier’s 32 years. 


Acr Now / 


AD MATS, DISPLAY MATERIAL 
AVAILABLE ... get yours NOW 


See your Premier distributor for mats and display 
material on the Model “23”. Tie in with the an- 
nouncement ads on this newest Premier! 


PREMIER VAC-KIT ‘’71" 

Lightweight, powerful “part- 
ner” for bare floors and all the 
tedious above-the-floor clean- 


ing jobs. $44.75 


PREMIER AIRE-MATIC ‘80’ 
Full-size ('%2-hp) cylinder- 
type model for rugs, carpets, 
and above-the-floor cleaning, 
too. $74.95 


t+ + 


Premier 
Attach-a-tools $17.50 





me . qreee ow 


PREMIER VACUUM CLEANER DIVISION 
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“OUR BEST 
RURAL 
CUSTOMERS 
READ 
COUNTRY 
GENTLEMAN” 





r 





By a 66% lead 


electrical dealers voted Country Gentleman 
‘most effective in helping sell rural customers,”’ 
as reported by recent, impartial nationwide 


research. 
« *« * 


Advertisers know how to reach “The best 
people in the Country.’’ They invest more ad- 
vertising dollars in Country Gentleman than in 
any other farm magazine. 





No. 1 with Farmers 
Rural Dealers * Advertisers 









AMERICA'S 


FOREMOST RURAL MAG 








D. 


—* 
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RITZ Broiler 


Marlun Mfg. Co., Inc., 37 E. 
21st St., New York 10, N. Y. 


Device Ritz Coronet table broiler 

Selling Features: Concealed air vents 
completely air-circulate broiler, per- 
mitting free circulation of air and 
assuring perfect, even broil, elimi- 
nating shrinkage—no smoke or odor, 
the manufacturer says; removable 


WESTINGHOUSE Toaster ’ 


Westinghouse Electric Corp., 
Appliance Division, Mansfield, O. 








freezing compartment; three in. 
glass-wool insulation surrounds 
tresh-food section; 4 in. around 


ireezing compartment; no defrost 





\ 
\ 


QW 


Device: Model TO-71 automatic pop- 











up toaster. ing necessary, moisture condenses on 
Selling Features: Crumb tray hinged : retrigerated walls is automatically 
to bottom for easy cleaning; quiet * ill dissipated — freezing _compartment 
clock and thermostat control assures requires defrosting twice a year; 2 
toasting to any degree of pre-selected broiler top can be unhinged for easy 6-in. deep glass cov ered drawe rs ate 
brownness; no preheating necessary cleaning: glazed heat retaining. provided; a butter conditioner is 
as control automatically regulates shock-proot ceramic heating unit can 
toasting time and temperature; bus also be removed for thorough clean 
bar construction with no loose con ing; true-recording heat indicator Ss 
ductors; operates on 110-120 volts; eliminates guess-work ; dome heating og 
ac. or dc. 1000 watts; equipped unit 94 x 7) in. of black glazed 4 
with permanently attached 3000-cycl ceramic, 1200 watts, high, 450 watts i 
6-ft. cord with rubber plug low; high and low heat regulations ' 
Electrical Merchandising, Jan. 1, 1948. keeps even temperatu cavy gauge 
; aluminum drip pan; adjustable, full 
v size wire grill; molded Bakelite 7 
heat-resistant handles and base sup- 
ports ; rime metal with _ 
triple ome. finish. 
lectrical M randising, Jan. 1, 1948 


built into one wall of fresh food com 
partment; cabinet occupies no more 
floor space than usual 6 cu.-ft. box-30 
in. wide, 63 in. high; has 14.4 sq. it 
shelf area; l-piece steel outer shell 
finished in improved Glyptal baked 
enamel with fresh-food compartment 
in porcelain and freezing compart 





ment of corrosion-resistant alumi 
num 
MASTER CHEF Toaster Electrical Merchandising, Jan. 1, 1948. 
Carl J. Parham Inc., 1325 So. Main St., v 
Los Angeles, 15, Calif. 
LEWIS Hotplate 
Device: Master Chef dual automatic i 
pop-up toaster. Lewis ee —_ oe - E. 88th St., 
. - . evelan 4 
Se features: § s . & 
elling Features ilent. timer plu G-E Refrigerator 
thermostatic control; nichrome rib Device: Lewis 2-burner hotplate with 
bon elements 105-120 volts, a.c., 1000 General Electric Co., Bridgeport 2, Conn. built-in broiler, No. 643 
watts; toaster housing available in am Sg , 
two styles round or oblong—housing Model: NH-8 combination refrige Se oe 4 . catures Fac h bur ner con- 
can be dismantled and rebuilt in ator and home treezet pan Prony Re ~— a ) pres Dea 
a . . ° *.4 ( OC e 2 pe s cil; ste ‘ss 
space of few minutes and are inter Selling Features: Equipped with 2 aad top bralies drawer hey a 
changeable by removing 4 screws. separately refrigerated, completely and hinkenen oven et alia insu- 
Electrical Merchandising, Jan. 1, 1948. insulated compartments, each with lated with spun glass; total capacity 


its own door and its own control; 

upper compartment 1.5 cu. ft. ca 

pacity, maintains 0 degs. F. for a Se: ae cr a 

freezing and storage for as long as watts on broiler ; ne it unit and 
1 ns Gt om broiler unit cannot be used at the 

a year; lower compartment 6.7 ct ‘ Says 

ee . os rand . Same time 

ft. maintains about 38 degs. F. for 

normal fresh food storage; total Electrical Merchandising, Jan. 1, 1948. 

capacity 8 cu. fit; Freezing section 

is provided with separate door and 

an independently controlled refrig 

erating system—sealed-in-steel prim 


2700 watts—600 watts on left surface 
unit; 1050 watts on right and 1050 


ary system refrigerates freezer; 
hermetically sealed secondary sys- 
tem refrigerates walls of fresh-food 
compartment, maintains constant 
temperature regardless of load in 
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UNIVERSAL Waffle Maker 


Landers, Frary & Clark, 
New Britain, Conn 


Device Universal ‘Coronet” waffle 


make 

Selling Features: Chrome finish, de- 
signed as companion piece to Cof- 
feematic; handles and trim of heat 
resistant mottled mahogany: heat 
indicator tells when actual baking 
operations should be started; die 
cast mirror finished aluminum 
grids, 7} in. diam.; 6-ft. detachabk 
cord; a.c. or d.c.; 600 watts. 


Electrical Merchandising, Jan. 1, 1948. 





KIRBY Polisher Attachment 


The Scott & Fetzer Co., W. 114th and 
Locust Ave., Cleveland, 2, O 


Device: No. 1508 power polisher unit 
for attachment on No. 508 Kirby 
cleaner. 

Selling Features: Buffs and polishes: 
light weight, easily  carri 


stored; simple to attach to moto 
mit of No. 508 cleane 


Electrical Merchandising, Jan. 1, 1948. 
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ORONOQUE Water Heater 


Oronoque Co., Inc., Oronoque, 
(Stratford) Conn 


Device: Model SA 4300 electric sick 
arm water heater. 

Selling Features: Operates on 115 
volt, 25-60 cycle a.c.; automat 
thermoswitch provides constat 
water; easily installed on 30, 60 ar 
80 gal. tanks; thermostat may be 
used to shut off unit by setting indi 
cator hand at low end of scale below 


markings; uses copper and bronze 


where water comes in contact with 


chamber; low temperature copp¢ 
element 65 sq. in. in area, never at 
tains temperature of over 200 degs 

uses only 200 kw-.hrs. pet 


month; gunmetal gray alum 
outer case 


Electrical Merchandising, Jan. 1, 1948 
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Telechron presents 





E circular dial, 60-minute timer * €-3!, square dial, 30-minute timer 


Here is an easily mounted 


lectric switch timer that gives a 
e varie of appliances the ex- 
é pp of automati 
I e Telechron E-11.Thiscom- 
ete ‘ \ cine oft 1 
LS¢ ip} t I ) t ft 7 
lat ne An 
r i ble Varnin 
tr) ip r 
I. Be é he E-11 er 
) ) d ‘ é 
Simple design and positive oper- 


tion make the E-11 ideal for such 


products as convenience outlets on 
gas and electric ranges, sun lamps, 


kitchen timers, washing machines 
timers for sports, laboratories, and 


photographic idios, sterilizers, 


home past 


eurizers and many 
others. In fact, it can be used in 
any timing application requiring 


an interval switching to 60 min- 


see our 
CATALOG 
in 


SWeel 5 fue 
+ ROOM! BES cmnEy 





ites and a capacity of 15 amps., 
115 volts 

The E-11 has a quick-make and 
quick-break switch sets in 
either direction, has a “hold” posi- 
tion. One-point mounting makes 
t easy to install. Supplied without 
knobs or dial. The E-13 is identi- 


cal except that it is without audi- 


rhe famous accuracy of the pre- 

ion-built Telechronsynchronous 
motor—with the exclusive capil- 
lary oiling system—assures years 
of dependable service. Like all 
Telechron timers, the E-1ll and 
E-13 are Underwriters Laborato- 
ries approved under the re-exami- 
nation service. Wire or write 
today for full details on these new, 
versatile, low-cost timing switches. 
Industrial Sales Division, Depart- 
ment G, Telechron Inc., Ashland, 
Massachusetts. 


Celechwon 


CLOCK TIMERS 





ELECT 
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APPLIANCE 


NEW PRODUCTS 





MASTER CHEF Waffle Iron 


Carl J. Parham Inc., 1325 S. Main St., 
Los Angeles, 15, Calif. 


Device: Master Chef dual automatic 
waffle iron 

Selling Features Dual thermostat 
control and dual jewel lights; plas- 
tic handles and legs; cast aluminum 
grids, OU sq. in. waffle surface; in- 
sulated to retain heat; specially de- 
signed hinges; 800 watts, 105-120 
volts; Nichrome elements chrome 
plated finish. 

Verchandising, Jan. 1, 


~~ 


lectrica 
1948 
v 





GENERAL METALS 


Ventilator 
General Metals, Springdale, Conn. 
Kitchen ventilator No. 10 KV. 
lt in balance | 
i s¢ notor ; auto 
it erat it pening and 
1 | I idjustable 


1l-in., special sleeves 

nesses ; 600 cfm; flash 

h ventilator; no 

15 volts-60 cy 

le easily remoy 
mveniently 

baked-on white 


namel grille, 13} in. square, 11 in. 


lising, Jan. 1, 





HEAT KING Water Heater 


M & J Products Inc., 3730 N. Southport 
Ave., Chicago, 13, Ill. 
Device: Heat-King 5-gal. automatic 
water heater. 
Selling Features: Full 5-gal. capacity; 


easily installed; operates on 110-120 
volt a.c.; equipped with 2-500 watt 
band type heating elements—1000 
watt total capacity; 2-in thick min- 
eral wool insulation; extra heavy 
gauge steel tank; heavy gauge steel 
jacket and top and bottom pans 
finished in high gloss washable 
2-tone baked enamel; 21 in. high 
14 in. diam.; adjustable tempera- 
ture automatic thermostat for high 
or low temperatures; heats entire 
tank of water in an hr. 100 deg 
rise which means 12 to 15 gal 
usable hot water available at all 
times 

lectrica Verchandising, Jan. 1, 
1948 
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RICHFIELD Oil Burner 


Richfield Mfg. Corp., 


21 West 19th St., New York II, N. Y. 


Devices Richheld Flame Control oil 
burner 


Selling leaturs Newly designed 
Richfield flame ntrol turbulator 
ead designed to measure and meter 
amount of ai xing with oil and to 
correctly Vict ir so that 1t meets 


oil at noz ymmbustion cham 


er in corre wtions and proj 
rly ntreolie mes; capacities 
75 to 6 va ‘ ; 100 Ibs. pump 
essure: ». motor: 72 
a measure eter provides -”" 
‘ g trol; Torpe 
il separat itomaticall direct 
setered d secondary a 
the1 ( ‘ estinatiol Tu 
me turbuler 
and direction to p erly mix 
itomized oil. 
Electrical Merchandising, in ', 
1948 
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Tele-Heet TABLE STOVES 


Standard-Hygrade Electric Co., Inc., 
1372 39th St., Brooklyn 18, N. Y. 


Models: R-46, R-3 and R-1 table 
stoves 
Selling Features: R-46 2-burner stove 

has 6 heats: 900 watts R-46, 2- 

burner stove has 6 heats—high, low 

and medium on both burners; 900 

watts each burner; a.c. only; 2 
rotary switches; pilot light assembly 
controlled with switches. 

R-3 single burner model has 3- 
heats; rotary switch; 900 watts a.c 
only; and R-1, single burner stove 
has l-heat; 600 watts; a.c. and d.c. 

All models available for 110 or 

220 volts; enclosed bottom remov- 

able; baked white enamel or grey 

hammertone finish. 
Electrical Merchandising, Jan. 2 

1948. 
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FREE : MDT 5 


IT’S COMPACT—only 25” Jf J L = 4 
high x20" wide «15° P REPLACEMENT PARTS | 


Silex parts. 


IT’S STURDY—Well made of 
permanent materials— 

will stand up under every- 
day wear and tear. 


SAVES TIME—No more hunt- 
ing through piles of mer- 
chandise for items 
requested. 


BUILDS TRAFFIC—Establishes 
your store as headquarters 
for Silex parts. 






wine ‘ee 
re ae Lowen a 


Denlou! — — 


Act NOW to get the FREE DISPLAY and EXTRA PROFITS DEAL 


Double—yes, triple and quadruple your sales of | way, as the demand for replacement parts is con- 
Silex Replacement parts by using this easy- stant the year round. But act quickly _ it’s first 
selling Silex ‘‘Self-Merchandiser.” Check the ad- come, first served. Sit down now and fill out the 
vantages—-You’ll agree that this deal will put convenient order card — send it to your distribu- 
you in the replacement parts business in a big tor TODAY. 











PARIS DISPLAY 
SELIS REPLACEMENTS ON SiGe | 





















BINS STORE EXTRA STOCK 
—In back you keep 

extra merchandise in 

neat bins. 


IT LIGHTS UP 2 ways— 
illuminated by two tubular 
bulbs—spotlights the parts 
—features SILEX in red. 


IT’S COLORFUL— Attrac- 

tive blue lacquer—yellow 
silk screen printing—Red 
Silex Trademark. 


IT’S NEAT—Complete 
display is on the board. 
It comes mounted. 
Unpack and you're ready 
for business! 














| HERE'S WHAT YOU GET: ; 
| Quan. Description List Price Quan Description List Price Quan Description List Price Send This Coupon To Your Silex Distributor | 
| 3 Lower wide neck bowl, 8cup plain $4.35 2 Anyheet control cords $3.90 3 Flavor-Guard Filters $1.50 | 
t wide neck bowl, 8 cup plain 5.25 2 Heating elements 1.90 2 Pop-up handles, white 2.50 
| 3 Uppe PP | 
2 Lower wide neck bowl plat. dec., 8 cup 3.30 2 Chromium decanter covers 1.50 2 Plain molded handles, black 1.90 a ae a tl a i la 
| r wide neck bowl plat. dec., 8 cup 3.90 2 Molded decanter covers, black -60 4 Individual Boxes of 12 filter cloths 1.40 Replacement Parts Deal | 
2 Upper wide nec p , L 
lain 3.50 2 Molded covers, upper bowl, black .60 6 Rubber Plugs for wide neck 2.10 Enter my order at once for Catalog No. 5129-001 
| 3 tamatnawtedl bane : = Glass Filt 9.00 3 Rubber Plugs for narrow neck 75 $33.83. F.O.B. New Haven. C | 
N k 1,8cup plain 4.10 ox-in Glass Filters A P ew Have onn 
I . ee re Total $52.05 I understand that I will receive at the same time FREE | 
, the $15 Silex Illuminated Self-merchandiser Replace- 
List Price of Replacement Parts $52.05 ment Parts Board. | 
, + PLUS . . . FREE Self-Merchandiser Display 15.00 — R — : __ 
You Receive Total LIST VALUE $67.05 Siti ao 
: 1 | 
: | ‘the YOUR cosT —_ only = $33.83 City Ctate | 
1G THE SILEX COMPANY, HARTFORD 2, CONN. | 
0 0 ORDER THIS COMPLETE DEAL BY CAT. NO. 5129-001 LE , 7 
, ee Po 
} == @@ a ow Gm @m om ow @w @@ ow om ow ow oe om oe oe oe oe oe we es Os OS ese 
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LYON 62.2 


KITCHEN CABINETS 





THE PACKAGED LINE 


with * Gustom Bult BEAUTY 


This outstanding line gives your customers 


“Custom-built’ beauty, whether the kitchen is 
equipped complete, or a few units at a time 
Among the reasons for its popularity with women 
everywhere are such appealing features as 
Lyon's exclusive tap-o-matic handles, stream- 
lined rounded corners and beautiful finish over 
Bonderized metal. Full production awaits only 
sufficient steel to make full use of our modern 


kitchen cabinet plant. 


LYO 


METAL PRODUCTS, INCORPORATED 
121 Monroe Avenue, Aurora, Illinois 


APPROVED BY 


QUALITY 
TESTED 


STEEL : 
KITCHEN CABINET 
INSTITUTE 








Mew LY ON Ironing Vable 


Combines unusual strength 
with light weight. Opens and 
closes in one easy motion. 
Making a hit with house- 
wives everywhere it is 


displayed. 





* Shelving 

* Lockers 

* Wood Working Benches 
*Economy Locker Racks 
* Conveyors 

* Shop Boxes 


* Kitchen Cabinets 

* Display Equipment 
* Hanging Cabinets 
* Welding Benches 

* Bor Racks 

* Bin Units 


* Filing Cabinets 
* Cabinet Benches 
* Tool Stands 

* Service Carts 

* Hopper Bins 

* Parts Cases 





A PARTIAL LIST OF LYON PRODUCTS 


* Storage Cabinets 
* Folding Chairs 

* Drawing Tables 
* Flat Drawer Files 
* Tool Trays 

* Desks * Stools 


* Work Benches 

* Bench Drawers 
* Drawer Units 

* Tool Boxes 

* Sorting Files 

* Ironing Tables 
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NON-ELECTRIC PRODUCTS 





WATSON Iron-Cord Guide 


Lewatt Specialty Co., Hotel Tuller, 
Adams and Park, Detroit, 26, Mich. 


Device: Iron-Cord guide. 

Selling Features: Clips onto any style 
ironing board, can be used at either 
end or side of board; black plastic 
ring in top of wire bracket, 14 in 
diam. accommodates any size iron- 
cord plug; weight remains on cord 
after attached at proper position, and 
can be passed through ring attached 
to cord, but must be placed low 
enough so weight does not come up 
and strike guide when ironing at 
end of board; cord lays in recess in 
3 oz. weight and wire spring at each 
end of weight twists around weight 
and over cord to hold it firmly 
lectrical Merchandising, Jan. 1, 1948. 
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VENETIAN NO-DRAFT 
Ventilator 


Associated Venetian Blind Co., Inc., 
940 W. Roosevelt Rd., Chicago, 8, Ill. 


Device: No. 934 and No. 946 Vene- 
tian No-Draft Ventilators 
Selling Features: Compose f steel 


venetian blind slats, baked enamel 
finish ; end and middle brackets alum- 
inum with aluminum rivets; No. 934 
extends from 18 to 34 in. No. 946 
from 24 to 46 in.; standard color egg- 
shell, but available in white, blue, 
grey, peach and green as well; can be 
used in an upward or downward posi- 
tion by reversing ventilator in win- 
dow frame; can also be placed inside, 
outside or directly under window, 
and can be permanently affixed to 
window frame. 

Electrical Merchandising, lan. 1, 1948 


v 
SUPER FUN Soap-Thetic 


Essential Chemicals Co., 
744 N. Fourth St., Milwaukee, 3, Wis. 


Device: SoapThetic, combination soap, 
synthetic detergent and water condi- 
tioner. 

Selling Features: For use in auto- 


matic washers; packed in 74 lb. and 
25 lb. containers; no scum or lime 
scales even in hardest water, no 
grease balls or black specks; condi- 
tions and softens water; quick dis- 
solving powdered granules mean 
complete solubility in cold or hot 
water and instant action in hard or 
soft water; free rinsing—no undis- 
solved soap particles or minerals to 
grey or yellow laundry; controlled 
suds; lemon boquet adds freshness. 


Electrical Merchandising, Jan. 1, 1948. 
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ELECT APPLIANCE 


New Lighting Products 





STA-TITE Plugs 


The Sta-Tite Mfg. Co., 1016 Central St., 
Kansas City, Mo. 


Device: Nos, P-411-nlastic and R-211 
rubber Sta-Tite appliance plugs. 

Selling Features Easy to attach 
cord; blades and contact screws of 
solid brass; spring is formed in 
center of blade proper, leaving air 
space on either side of spring; plas 
tic plug will stand 500 lb. crush test; 
available in red, ivory or brown; 
green, pink, blue also available upon 
request; blades constructed so that 
they hold tight within receptacle 
giving utmost contact to female con 
nectors and cannot be disconnected 
by a slight pull on cord, will not 
arc from vibration 


Electrical Merchandising, Jan. 1, 1948. 
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MOE Light Fluorescent 
Pin-UP 


Moe Bros. Mfg. Co., 
Fort Atkinson, Wisconsin 

Device Portable fluorescent light 
which can be mounted vertically or 
horizontally 

Selling Features: Can be put up or 
moved at will; simple to hang; for 
use under kitchen cupboards; along- 
side vanity, in bathroom; with hall- 
way mirrors; over workshop bench, 
in small coves and closets; uses one 
15-watt T-12 fluorescent lamp; 6 ft. 
cord and plug; operates on a.c. only; 
1} in. wide; 24} in. long, 2 in. high; 
chromium or bonderized baked white 
enamel finish 


Electrical Merchandising, Jan. 1, 1948. 
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LIGHTOLIER Decoralite 


Lightolier Inc., Room 1267 Merchandise 
Mart, Chicago, Ill. 


Device: Decoralite—combination dec- 
orative picture for bedroom wall and 
glareless light for reading in bed. 

Selling Features: Hangs on wall like 
picture; plugs into any outlet; con- 
sists of a panel of glass or clear 
plastic decorated with hand-carved 
or screen-printed design framed in 
metal shadow-box; incandescent lu- 
miline tubes at top and bottom of 
frame cast soft light directly down- 
ward for reading in bed, and diffuse 
light upward from top of frame to 
illuminate remainder of room; wide 
choice of designs suitable for either 
period or modern rooms including 
floral sprays, wreaths, Chinese and 
Persian motifs, pastoral scenes; 
frames available in off-white, Chi- 
nese red and Chinese black. 


Electrical Merchandising, Jan. 1, 1948. 

































































It’s a smart dealer who remembers the 
selling power of Fiberglas*..and uses it! 


\ = 


A GOOD FEATURE 10 HAVE...A GOOD FEATURE 70 SELL! 














OR 6 See ON O° ae By a & 


ETT ON TLeR PRC «THERMAL INSULATION 





*Fiberglas is the trademark (Reg. U. S. Pat. Off.) for a variety of products made of or with glass fibers by Owens-Corning Fiberglas Corporation. 
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brings you four big 
Sales Sensations of ’48! 


Here’s your golden opportunity for more appliance profits! 
Sell the complete line of Sprouse home ventilating and cooling 
equipment. Four units soundly designed, precision-built and 
smartly styled to meet every customer's need .. . and priced for fast, 
profitable turnover. Write for details on the Sprouse sales sensa- 


tions of 48 and liberal distributor terms. 


Sprouse 24” 
Window Ventilator 


Cools the house in a hurry! Beauti- 
ful streamlined design with new, 
direct drive low speed motor. Easily 
installed in most any window with 
eight wood screws. Does not inter- 
fere with operation of window. No 
wiring or alterations—just plugs in. 
Eight-ft. ivory cord with two-way 
switch developing 3000 C.F.M. in 
low and 4200 C.F.M. in high. 





Sprouse Kitchen _ | =— 
Window Ph 
Ventilator 


Fits windows 23” to 33” wide 
(42” with extension pan- 
els). No alterations or spe- 


cial wiring necessary—yjust 





insert four wood screws in 





window frame. Quickly, 





quietly whisks away odors 
and excessive heat. Beauti- 
fully streamlined with ivory enamel finish, 8’ ivory cord and switch. 


Sprouse Air Mover 


Comfort-cools home or place of business. 
Banishes hot air and fumes—in a hurry! 
at low cost! An essential for summertime 
comfort and year ‘round good health. 
Three sizes, 30”, 36” and 42”, for easy, 
economical attic installation. 





Sprouse Kitchen Ventilator 


Captures cooking odors at their source! Keeps the kitchen—the entire 
house—cooler and cleaner. Easily installed on any type kitchen range. 
| Trim, enamel, collection hood, with convenient switch is only visible 
part. Completely enclosed—safe and economical. 


-——— 
VISIT THESE SPROUSE DISPLAYS 


WINTER MARKET, AMERICAN FURNITURE MART 
Chicago, Jan. 5-17, Incl.—Space 33, 17th Fi. 


INTERNATIONAL HEATING & VENTILATING SHOW 
Grand Central Palace, N. Y., Feb. 2-6, Incl.—Space 627 


V. E. SPROUSE COMPANY, INC. e COLUMBUS, INDIANA 
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STEWART-WARNER 
Television Console 


Stewart-Warner Corp., 1826 Diversey 
Pkway, Chicago, Ill. 


Model Stewart-Warner television 
console with AM and record player. 

Selling Features: Covers all 13 video 
bands; © picture adjustment con- 
trols; automatic frequency control 
on horizontal scanning—image will 
not jump off screen if set is jarred; 
electro-hush reproducer; natural 
mahogany finish; 21 tubes plus 2 rec- 
tifiers; 10 in. cathode ray tube. 


Electrical Merchandising, Jan. 1, 1948. 
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SONORA Television Set 


Sonora Radio & Television Corp., 
325 N. Hoyne St., Chicago, 12, Ill. 


Device Sonor i table television set. 
elling Features: Equipped with 10-in. 
ithode tube, directview picture and 
23 other tubes; simplified tuning 
irrangements for 13 channels; com- 
pact table model in mahogany; auto 
matic linearity control. 


Electrical Merchandising, Jan. 1, 1948. 





SIGHTMASTER Television 


Sightmaster Corp., 220 Fifth Ave., 
New York, N. Y. 


10-S1, 12-81, 10-D1, 12-D1, 

12-Cl and 15-Cl 
ing Features: All models receive 
ill channels in any television area; 
video 4.5 mc; sound 150 ke; ratio de- 
tector sound FM; FM tuning range 
87-109 mc; 24 tubes and picture 
tube in all models; Models 10S1 and 
10-D1 have 10 in. picture tube; 
models 12-S1, 12-D1, and 12-C1 have 
12 in. picture tubes ; and model 15-C1 





has 15 in. picture tube; direct view 
picture size varies from 54 sq. in. to 
120 sq. i 


| l-lectrical Merchandising, Tan. 1, 1948. 
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Device: Packard-Bel 


WESTINGHOUSE Radio- 
hono 


Westinghouse Electric Corp., Home Radio 


Div., Sunbury, Pa. 


Model: H-168 radio-phono console, 


with FM. 


Selling Features: Split lift-up top AM- 


FM phonograph combination pro- 
vides full width record storage space 
for 52 albums or 350 single records; 
features new arc venier dial; 
illuminated by edge and _ indirect 
lighting to provide a rainbow of 
color along full arc of tuning band; 





crystal pickup and permanent needle 
on new Westinghouse Speed record 
changer plays 12 10-in. or 10 
12-in. records; Westinghouse rain- 
bow-tone FM for noise-free recep- 
tion; Plenti-Power gives 6.5 watts 
undistorted output; 7 tubes plus 
rectifier and 10-in. electro-dynamic 
speaker ; 2 built-in antennas; a.c. at 
105 to 120 volts and 50 to 60 cycles; 
blond or mahogany cabinet. 


Electrical Merchandising, Jan. 1, 1948 
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PACKARD-BELL PhonOcords 
The Packard-Bell Co., 3443 Wilshire Blvd., 


Los Angeles, 5, Calif. 


PhonOcord 


ymbinations, the “Wilshire” and 


the “Fantasia.” 


Selling Features: “Wilshire” is housed 


in period design cabinet in walnut 
or mahogany finishes, featuring 
matched panels, a pull-out drawer 
containing recording turntable, gen- 
erous album storage space and hand- 
rubbed surfaces; 2 turntables—a 
Webster No. 56 record-changer and 
a recording turntable—radio with 12 
tubes plus rectifier and tuning eye, 
FM built-into instrument, Hi-Q low 
impedance loop and FM dipole aeri- 
als; 12 in. electro-dynamic speaker 
floated in live rubber Silentronic 
public address system, dual tone con- 
trols; push-pull audio system which 
makes it possible to copy records 
and add voice or music if desired. 

Fantasia same as Wilshire in mod- 
ern combed oak cabinet. 


Electrical Merchandising, Jan. 1, 1948. 


















1948—ELECTRICAL MERCHANDISING 













































*9 


F. 


Incluc 


Y 


P ro fi 


Wit 
mini 
com 
savit 


Qivit 





ELE 










NG 























Everybodys Pointing To Hotpoint 


Hotpoint’s new custom-matched FRY KETTLE 


t h 
2 
Only the new Hotpoint Fry Kettle is equipped with a 
4 lift-out fat compartment for quick, easy cleaning. 
g& To permit easy removal of the container, the hinged 


Calrod* unit can be swung into an upright positi 


PSTN TET 





a RI ae 


ESS 





* 


Rg Oy NAN RENN | GOON 





a 














Just lift out fat compartment, and pour off fat for strain- 
ing. The compartment is then ready to clean. Hotpoint’s 
exclusive “‘lift-out’”’ feature means no more clogged 
drains, no more leaky valves, or hard to clean corners. 
; 
ONLY i 
; - 
4 Q 
$ 3 5 ; 
© 
wa : 
F. O. B. Chicago _D 
Including Federal Tax -_ — 
; 
: f 
OUR commercial customers will cheer for the quick, “‘easy-to-clean”’ features of the new 3 
! Hotpoint Electric Fry Kettle. For speed and efficiency of performance are what add up to 
‘ } 
profit on their books. Hotpoint’s new Fry Kettle will fry foods almost twice as fast as before. f 
4 4 « 


With the new High-wattage Calrod* units— fat temperature can be raised to 350° in just eight Clean the fat container in the same way as any cook- 


minutes. Production capacity is up 72%—with only 15 lbs. fat requirement. Properly used — ing utensil. Just empty container, wash with soap 
; : ie : : : or grease solvent, rinse and dry thoroughly. 
complete fat change will never be required. Saves 25% to 60% in fat consumption alone— é 
savings which soon pay for the kettle. See this amazing new Fry Kettle now, or write for folder ' 
giving complete details. Hotpoint Inc., 5620 West Taylor Street, Chicago 44, Illinois. “Renan cenemmename nee 
*Reg. t $s. Pat. Off 


Hotpoint’s complete new Counter Kitchen contains five 
Hotpoint appliances identical in size, fitted together 
to give appearance of a single custom-built device, 


only 7'> ft. in length 











Custom-matched beauty by 





Hotplate HH} 


HOTPOINT Inc. A General Electric Affiliate 





Griddle HG2 ‘ | | 
~ 1 
Ul 


Griddle Grill HG3 a 











OO 
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MARLUN manufacturing co. inc. 
proudly present their newest, 


finest electric table broiler... 


THE RITZ CORONET! 





it’s New... it’s Different 
i's Fully An-Cinedated/ 






The sensationally new RITZ 
CORONET ELECTRIC TABLE 
BROILER completely air-circulated to save 
all those rich, delicate flavors! Food broiled the 
RITZ CORONET way is flavor-drenched food. 
All the delicate, delectable flavors of your fa- 
vorite meats, fish or fow! are brought to their 
peok-like magic! 


Concealed air vents completely air-circulate this 
broiler, permitting a free circulation of air and 
assuring a perfect even broil. Wasteful shrink- 
age is eliminated—there’s no wasted heat—and 
there's no annoying greasy smoke or odor. The 
constant flow of fresh air insures that ‘extra 
flavor 


To see this attractive electrical appliance is to 
marvel that anything so lovely can be so useful 


Brot 





and practical. It is a faithful and economical 
servant, and will enhance any table. 


The labor saving, food saving, and time saving 
features of the RITZ CORONET ELECTRIC TABLE 
BROILER mean more value per dollar. SEE IT... 
COMPARE IT . . . JUDGE FOR YOURSELF! There 
is no other broiler like the new RITZ CORONET! 


"Bigger than Ever’’, the RITZ CORONET is the 
largest family electric table broiler on the mar- 
ket today—17" long from handle to handle, 14” 
wide, and 9” high. 

Food just naturally tostes better the RITZ 
CORONET way! Meal preparation becomes an 
easy, simple task. Food more luscious, more 
flavorful, and juicier than ever before, thanks 
to the RITZ CORONET ELECTRIC TABLE BROILER! 


gectric * 
TING FEAT 


oRONET 


c 
THE RITZ a 
oer HAS THIS ain-ciRcu 


avge 


9 
ft here high 


just 
New hinge feature—toP i 
e e 
~ ing Heater Cord 
Including * Se0 


: xP 
wig 1895 our focor 





WRITE FOR 
FURTHER INFORMATION 


MARLUN nifg. co. inc. 


37 EAST 21st STREET + NEW YORK 10, N. Y. 


AMERICA'S FINEST 
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NEW RADIO PRODUCTS 





AIR-KING Recorder 
Combination 


Air King Radio Div., Hytron Radio & 
Electronics Corp., 170 53rd St., 
Brooklyn, 32, N. Y. 


Device: No. 4700 wire recorder and 
radio-phono 

Selling Features: Records voice, fa- 
vorite radio program or a borrowed 
record on a wire spool; 7-tube a.c. 
radio with 10-in. speaker; super- 
sensitive phonograph; “Wiretone” 
reproductions ; mahogany finish con- 
sole cabinet. 

Electrical Merchandising, Jan. 1, 1948. 
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PHILCO Portable Radio 
Philco Corp., Philadelphia, Pa. 


Vodel: No. 300 portable radio. 
ing Features \utomatic switch 
irom a.c. or d.c. to battery and vice 
versa; weighs only 124 lbs. including 
batteries; beam power pentode audio 
} built-in high 
latest miniature 


ystem: oval speakel 


impedance anteuna ; 


tubes ; hardwood cabinet with 
“splatter” lacquer finish and ivory 
grille with brown plastic controls. 


undising, Jan. 1, 1948. 
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CROSLEY Radio-Phono 


Radio Section, Crosley Div., 
Avco Mfg. Corp., Cincinnati, O. 


Vodel 
combination, 


Sellug Ieatures 


JANUARY I, 


148CP Carrollton radio-phono 


Mahogany cabinet by 
Carrollton; spacious album compart- 
| ment on each side of speaker; float- 


ing jewel tone system; automat 
record changer plays 10 and 12 in 
sizes mixed; automatic stop after 
last record; improved master tone 
control; 6-position push button tun 
ing; fly-wheel type manual tuning 
control; tuning indicator; tuned 
radio frequency stage for AM and 
FM; built-in Dipole antenna fo 
FM ; new improved loop antenna fo 
standard and shortwave broadcast; 
18 watts output; permanent mag- 
net speaker; AM, FM, Short- 
wave, standard broadcast range 535 
to 1000 kc; shortwave 6700 to 18,500 
kes; amateur, police, aircraft and 
ship broadcasts 2250 to 6700 kcs; 
FM 88 to 108 mcs covering channels 
201 to 300; 12 radio tubes; 1 tuning 
indicator; 1 rectifier; 17 volt a. 
Electrical Merchandising, Jan. 1, 1948. 





ADMIRAL Radio-Phonos 


Admiral Corp., 3800 Cortland St., 
Chicago, 47, Ill. 


Device: No. 7C60W-6B1 and 7C65M- 


7E1 console radio-phonos. 

Selling Features: Model 7C60W-6B1 
equipped with improved — record 
changer which plays 10-12 or 12-10 
in. records automatically or manu 
ally ; “miracle” tone arm exerts only 
{ oz. pressure, snap-in cartridge re 
produces lowest and highest tonal 
range with fidelity ; heavy-duty, con- 
stant speed, self-starting, 110-volt, 
60 cycle a.c. motor; 6 tube superhet 
radio; beam power output; high 
fidelity audio system; avc; aero- 
scope eliminates aerial and ground 
wires; A.M. reception ranges from 
540 to 1630 kes; 6 permanent 
magnet dynamic speaker; vertical 
slide-rule dial; walnut veneer cabi 
net. No. 7C65M-7E1 has all fea 
tures of above 7C60W-6B1, plus full 
view loading; phonograph in new 
drop panel which lifts out phono- 
graph for easy loading, retractable 
hinge returns changer with same 
smooth sliding motion; 7-tube radio 
has “auditorium speaker” 10 in 
round Alnico 5 permanent magnet 
picture frame dial; modern period 
cabinet available in walnut, dark 

mahogany and blond 


Electrical Merchandising, Jan. 1, 1948. 
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One of a series of messages to help you increase your understanding of business paper advertising, and its effect on your business. 


How much longer 
can your company afford to 
“refuse business tactfully’’? 


| ie FACE IT — the honeymoon is about over. It 
was fun while it lasted, but it won’t pay the 
rent. Not now. 


After an absence of seven years, the spectre of a 
buyers’ market is once more rearing its head, and 
its expression plainly reads—‘‘I’m going to be hard 
to get.” 


This doesn’t scare anybody who hasn’t forgotten 
how to sell. But there are quite a few of us in American 
business who could use a quick refresher course. 
(We've had a long “‘vacation.’’) 


When it comes to production, our output is up 
almost 100 per cent. We’ve acquired a lot of new 
techniques on the assembly line, because it was obvi- 
ous that if there were to be any profits left —after 
increased labor costs, high-priced materials, and 
taxes—we’d have to trim every last ounce of fat off 
the manufacturing cost per unit. 


But now the time has come when we must apply 
the same philosophy to the manufacture of a sale. 
That means—more mechanization! 


Confronted with a buyers’ market, how much will 
it cost your company to produce one unit of sale? A 
prohibitive sum, if you’re going to depend entirely 
on personal contact. You’d have to hire a tremendous 
force of salesmen to cover the field. Even then, much 
of their valuable time would be spent on ‘missionary 
work’’—which is really a job for mechanized selling. 


Mechanized selling is simply another name for 
consistent and aggressive advertising. Like the ma- 
chine on the production line, it is a multiplier of 
men’s efforts, for it enables them to produce (and 
earn) far more than they could alone. 


And when it goes to work in the business press, it 
becomes the most efficient machine at your disposal 
for manufacturing sales at a profit! 


Just how efficiently does business paper advertising work? If you'd like to 
see some examples, we'll be glad to send you a recent ABP folder on actual 
results. Also,if you'd like reprints of this advertisement (or the entire series) 
to show to others in your organization, you may have them for the asking. 





ELECTRICAL MERCHANDISING 


is one of the 129 members of The Associated Business Papers, 


whose chief purpose is to maintain the highest standards of editorial 
belpfulness—for the benefit of reader and advertiser alike. 
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sales and profits 


is being advertised with hard-hitting advertisements 


like this... 





















WHILE YOU IRON 


a , 4 under 3 


You, sit down, and yet do the bes 
ironing you ever did — foster, eas 
ier thon you dreomed possible! 
No more bockoche! No more 
tived wrists and arms! You don't 
opply pressure — this wonderful 
Dvrabitt Mode! 10 does the work! 
it's America’s fostest, lightest 
easiest-to-use ovtomatic won! 
Give yourself a thrill — buy 
your Durabilt Model 10 todoy! 





OURABLT MODE 193 

AUTOMATIC FOLDING Ore 

arvetevs ol! —= wee! 
wot 


heme wening- - ° 
’ . 






wher roning tecling, then send tedey 
for thin wondertul, colertl Ourebi D 


bookler! Gives you inside secrets of Bet ere HARDWARE MANUFACTURING CO 
ter, easier ironing! Tells you how te make 
your Wwening plecsent end relazing Dept || A Winsted Connecticwt 


pail powcerd tor your FREE copy sow! 





in leading magazines like this... 


is Sales promoted 


with sales- and 

producing colorful 
booklets on circulars 
ike this... ggntls 








THE IRONS YOUR CUSTOMERS WANT 


like this... 















DURABILT 





THE WINSTED HARDWARE MANUFACTURING COMPANY, 
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WINSTED, 


CONNECTICUT 
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EMERSON Table Radio 
Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York, 11, N. Y. 
Device: Model 564 table radio 
Selling Features: Compact, catalin 
case in red, green and ebony; a.c.- 
Le. superhet; Alnico 5 permanent 
Magnet dynamic spe aker : 7 in. 
vide, 3} in. deep; 5 in. high 
Electrical Merchandising, Jan. 1, 1948. 
CAPEHART Radio-Phono 
, Consoles 
Farnsworth Television & Radio Corp., 
Fort Wayne, Ind. 
Vodels: Capehart Panamuse models 
No. 115N2 Modern and 31N4, Hep 
plewhite 
tures: Model 115N2 Mod- 
ern has genuine mahogany cabinet 
in bisque or cordovan finishes; dual 
init radio and amplifier chassis has vy 
21 tubes, 2 rectifier tubes, a tuning 
eye and a tuning eye amplifier ; CROSLEY Radio 
broadcast bands provided for AM, : x . 
FM and shortwave reception; 2 Radio Section, Crosley Div., 
anealke a 15 in. for low frequency Avco Mfg. Corp., Cincinnati, O 
and a 5-in. for high frequency—are - — . 
P : . lod. 58 able rz 
oaxially mounted; Capehart record S8TK table radio. 
changer plavs from 3 to 16 records Yelling Features: Walnut plastic cab- 
10- and 12-in. intermixed continu inet with h gold dial and gold grille 
ously without reloading, turning ot loth tubes including rectifier; 
playing one side only as desired urplane type tuning dial; full stand- 
Model 31N4 Hepplewhite has ird broadcast; a.c.-d.c. operation, 
hand-rubbed mahogany cabinet; ser- \Inico \ + yor Ss —- antenna 
pentine front, English antique brass and ground 5% x 84 x 43 in 
loor pulls and grille; solid top, pull Electrical Merchandising, Jan. 1, 1948 
out record changer drawer and front 


door radio tuning; single unit tuner 
amplifier provides AM and FM re- 
ception; automatic record changer 
wlds 12 10-in. or 10 12-in. records; 

yped with 2 12-in. Balanced Tone 
Spe ikers. 


| Me ha dising ] il 1, 1948 
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MAGNAVOX Radio-Phono 
Magnavox Corp., Fort Wayne, Ind. 
Mode Magnavox Traditional radio 
Selling Features: Radio equipped with 
8 tubes plus rectifier; 10-watt 


power output; 12 in. Magnavox 
Duosonic speaker; fully automatic 


: record changer with noiseless pianis- 
HOWARD Table Radio simo pickup; static-iree Armstrong 





Howard Radio Co., 1735 Belmont Ave., FM combining 14 amplifier tubes, 2 
Chicago 13, UL. rectifiers and 1 tuning ames ma- 
Ais hogany cabinet of authentic period 


Models: No. 474-M and 474-1 table jecon 
radios with FM. a ns ; ? 
Selling Features: 5-tubes plus rectifier ; Electrical Merchandising, Jan. 1, 1948. 
a.c.-d.c.; broadcast band 535 to 
1650 kc; FM band 88-108 mc; FM 
circuit utilizes a principle used in 
radar equipment enables weak sig- 
nals to be easily received and pro- 
vides quiet reception when station 
is properly tuned in; selenium recti- 
fier has filtered choke; condenser 
and FM components are built as a 
unit and shock mounted to chassis; 
5-in. speaker specially designed by 
Howard; built-in antenna for AM 
and FM reception; full vision clock 
type dial; molded plastic case— 
474-M walnut; 474-I ivory. 
Electrical Merchandising, Jan. 1, 1948 
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G-E Table Radios 


General Electric Co., Electronics Park, 
Syracuse, N. Y. 


Models: X-415 and 356 and 357 FM- 
\M table radios. 

Selling Features: X-415 designed for 
school use for educational broad- 
casts on FM stations, uses 8 tubes 
plus 1 rectifier ; 2 short-wave bands; 
Guillotine Tuner for high gain, 
stabilized tuning on FM and short- 
vave bands; built-in antenna for 
nearby FM stations; 8-in. Super- 
dynapower speaker; push-button 
tuning ; modernistically designed cab- 
inet built to withstand hard usage. 








No. 356 and 357 have 7 tubes 
plus rectifier; 54 in. Alnico 5 per- 
manent magnet speaker ; Armstrong 
system for FM; Beam-a-scope an- 
tenna for AM and a line antenna 
for FM; convenient terminals for 
an FM dipole and for an AM an- 
tenna; tuned radio frequency ampli- 
fier stage with a 3-section gang 
condenser for AM reception and a 
3-section Guillotine tuner for FM. 
Both models have l-piece molded 
plastic cabinet—No. 356 in brown 
and No. 357 in ivory, 

Electrical Merchandising, Jan. 1, 1948 





STEWART-WARNER 
Table Radio 


| Stewort-Warner Corp., 1826 Diversey 
Pkway, Chicago, Ill. 
Device: Stewart-Warner AM-FM 

table radio. 

Selling Features: 7-tube plus rectifier, 
a.c. and d.c. AM-FM; tuning range 
540-1600 kc AM; and 88-108 mc, 
FM ; mahogany or ivory plastic case. 


Electrical Merchandising, Jan. 1, 1948. 
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EMERSON Portable Radio 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York, 11, N. Y. 
Device: No. 567 portable radio. 
Selling Features: Contains a superhet 
circuit with full size Alnico 5 per- 
manent Magnet dynamic speaker 
specially designed for battery use; 
encased in leatherette with luggage 
construction base 
Electrical Merchandising, Jan. 1, 1948 





WEBSTER-CHICAGO Needle 


Webster Chicago Corp., 

5622 Bloomingdale, Chicago 39, Ill. 
Device: Black Nylon phono-needle. 
Selling Features: New osmium alloy 

tip is micro-ground to mirror-like 
finish which provides smooth, gen- 
tle ride of needle in record groove; 
delivers a true reproduction of vocal 
and instrumental recordings and 
practically eliminates needle and 
record scratch; employs same “knee- 
action” as W-C ivory Nylon needle 
with jewel tip 


Electrical Merchandising, Jan. 1, 1948. 
































DE WALD Table Radios 


De Wald Radio Mfg. Corp., 35-15 
37th Ave., Long Island, 1, N. Y. 
Models: De Wald Handi Set B-506 

and Bantam B-401. 

Selling Features: “Handi-Set” — 4- 
tube plus rectifier superhet; stand- 
ard broadcast and extended police 
band: a.c.-d.c.; No. 5 Alnico PM 
speaker; looptenna; walnut, ivory, 
maple and maroon cabinet. 

“Bantam” 3-tube plus self-con- 
tained rectifier: a.c.-d.c. No. 4, Al- 
nico PM speaker; walnut and ivory. 

Electrical Merchandising, Jan. 1, 1948. 
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YOUR OPPORTUNITY TO DISTRIBUTE — 
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ECO 


WINDOW FANS ad 
VENTILATING FANS 
A-I-R V-E-N-T-I-L-A-T-I-O-N 7oz 
HOMES: APARTMENTS: OFFICES- INDUSTRY 











... Provides easy, simple 
installation in any desir- 
able Window opening. 


. ..When placed on Floor 
of Home or Office it quiet- 


ly blows cooling Air. 








Ideal for 
HOMES, SCHOOLS, 
CHURCHES AND 
FOR INDUSTRIAL 
INSTALLATIONS. 


Its simplicity of 
design permits 
easier installation 
in Walls, Attics, or 


Penthouses. 
7 


Slow Speed,— 
Quiet, — Powerful, 
—Delivers a Maxi- 


mum Volume of air 


“SECO” Portable 
DUAL-PURPOSE 
WINDOW 


Fan 








Over-all Dimensions 24” x 24” x 10” 


Note: Decorative expanded protective 
grill, finished in rich Ivory Enamel. 


“SECO” BELT DRIVEN 
COOLING FAN 


Greater Air Capacity For Maximum A-I-R 
V-E-N-T-I-L-A-T-I-O-N. 














24 in., 30 in., 36 in., 42 in., 48 in. 
3800 to 18,500 C.F. M. 





Write for 


SPECIFICA 


COMPLETE INFORMATION, 
TIONS AND PRICES OF SECO FANS 





SECO-LITE 


4916 EASTON AVE. e 


MANUFACTURING CO. 


ST. LOUIS 13, MO. 


DEPT. EM2 e 
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Air Equipment Co. 
announces it’s line 
of heavy duty 


yg ANS 


Fifty-four years of experience and 
progressive engineering go into the 
manufacture of the new heavy duty 
industrial and household FRIGID- 
AIR-FANS. 


These large, carefully engineered 
units are built for long, hard serv- 
ice, with a minimum of operating 
and maintenance cost, 





































Belt Driven FRIGID - AIR- FANS 
range in size from 30” to 48” and 
are equipped with heavy duty 110 
or 220 Volt 60 cycle single phase 
AC motors. FRIGID - AIR - FANS 
frames are sturdily constructed with 
12 gauge hot rolled steel panels— 
complete electrical welding assures 
greater strength and less vibration. 
Reports from customers and deal- 
ers everywhere are uniformly free 
of trouble. 


Direct Connected Industrial 
FRIGID-AIR-FANS range in size 
from 12” to 30” and are equipped 
with heavy duty 110 or 220 Volt 
60 cycle AC motors. These units 
also boast the FRIGID-AIR-FAN 
completely welded frame. 


Air Equipment Co. now offers new 
and protected franchises — attrac- 
tive discounts and immediate de- 
livery to Manufacturers’ Agents 
and Distributors interested in han- 
dling this complete line of ven- 
tilating fans. 


Mailed the attached 
coupon today 
May 
AIR EQUIPMENT CO. 
1713 W. Carroll Ave., Chicago, Ill. 
Please send me, without obligation, com- 


pleteinformationonthe FRIGID-AIR-FANS 


Address__ 
—l—— 


—___Stats 


AIR EQUIPMENT CO. 


1713 W. Cerroll Ave., Chicago, Ill 
Worehouse—630 S. Miller St 








Who Watches Video? 
Asks Ad Group Head 
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Owners Occupy More Than 
Half of U. S. Homes 


That nearly 55 percent of the 41,700 
00U dwelling units in the United States 
1, 1947, 


i the recent eport t the Census 





owner- 


as increased from 44 per- 


The surve ya Se 30.000 house- 
yids in 148 sample areas. indicated 
| ngs had all 

electric 
lighting an r vater; flush 
ilet: bathtub and installed 


rs were 
i eing vv tion. Of 
27,300,- 

ivate baths and flush toilets 
20,000,000 had central heating 
Nine out of tet id electric lighting 


1 


98 pr nt had stalled cooking 


$1,700,000 units surveyed 


The media rent (half of the tenant 
occupied units rented for more, half 
$29.33 against 


for less) is higher 


$21.46 in 1940 


NEMA Elects New Officers 
at 21st Annual Meeting 


Meeting for its 2lst annual confer- 
ence in Atlantic City, N. J., from Octo- 
ber 27 to 31, the National Electrical 
Manufacturers Assn. elected 45-year- 
old William C. Johnson, Allis-Chal- 
mers executive vice-president in charge 
i the general machinery division, as 
its new pre sident. He succeeds R. Stai- 
ford Edwards, president of Edwards 
and Co., Inc., Norwalk, Conn. 

Three new board members elected 
include J. H. Ashbaugh, vice-president 
of Westinghouse; D. F. G. Eliot, vice- 
president of Western Electric; and J 
J. Nance, president of Hotpoint, Inc 

[wo new vice-presidents include B. 
W. Clark, vice-president of Westing- 
house, and Whipple Jacobs, president 

the Belden Mfg. Co. E. E. Potter, 
vice-president of General Electric, was 
elected treasurer. 

Mr. Edwards was the principal 
speaker at the annual luncheon and 
presented a “Report to the Members” 
n which he recommended a market 

irvey and research program which 

uuld give every NEMA member fac 
tual information enabling him to se« 


the red light soon enough 


NERA Announces Natl. Conference 
of Retailers January 19-21, ‘48 


The National Electrical Retailers 
Assn. will conduct a national confer- 
appliances and 
Sheraton Hotel, Chi- 


cago, trom January 19 to 21, inclusive, 


ence ot retailers ot 


radios at the 


C. C. Simpson, managing director, an 
nounced recently. The program allows 
a day and a half for discussion of the 
seven principal subjects, a half day for 
strictly association business, and a half 
i onference of dealers 

Subjects to be dis- 

manutacturer-distribu- 


day tor a joint 

and manufacturers 
cussed include 
tor relations, service, sales promotion, 
business trade-ins, rural 
electrification, installations, and ex- 
NERA and services of 


efficiency, 


pansion ol 
NERA 
Howard M Chattanooga, 
has been appointed field director for 
NERA in Tennessee and Georgia. He 
will serve a portion of the territory 
previously assigned to Al Lees, Chat- 
tanooga, who resigned from NERA 


earlier this year due to ill health 


Smith 


Stopping Passers-By 





TALKING AND CLEANING all at the 
same time, a window demonstrator for the 
Mason Furniture Co., New Bedford, Mass., 
showed consumers what the new Lewyt 
vacuum cleaner will do during a recent 
promotion which sold 24 cleaners in one 
day. R. Y. Lynch, distributors, cooperated 
in the program. 
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The patented lamp attachment 
that regulates intensity... 


saves 


evestrain...conserves electricity. 


PAITITIITII 


UNTIL 
MARCH 1 ONLY 


12 DIM-A-LITES 


(2 display cards) 


10.11 


20% under the regular wholesale 
price of $11.31 


You make an extra dime on every sale! 





S 


UUUUUEOHCHULECOOORCRORCGURODOREREGORERCGROOGEORORORORORtEORttES 





- 


With this spe- 
cial offer you 
get two cards 
of 6 DIM-A- 
LITES each. 
Use one as 
counter dis- 
play. Mount 
other DIM- 
A-LITES in 
lamps for 
sale; sell with 
the lamps for 
extra profit! 


If you haven’t already sent for 
this introductory offer, act now. 
Mail coupon! Distributor will 
deliver your DIM-A-LITES for 
$10.11. Retail for $17.40. 


5227 GREENE ST. 
PHILA. 44, PA 


WIRT COMPAN 


Please deliver, via wholesaler named, 2 
display cards (12 units) of DIM-A-LITES. 
Special price until Morch 1,1948, only $10.11 


Name 
Address 
Wholesaler’s Name 


Address 
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H. G. CLUM: “It is regrettable that 
more men . . . have not devoted more 
time to residence lighting.” 





Stress Home Lighting at 
Supervisors Conference 


Utility, fixture manufacturer and 
electrical wholesaler representatives 
stressed the importance of a coordin- 
ated home lighting program at the 
ecent three-day annual conference of 

yme lighting supervisors held at Gen 
eral Electric’s Lighting Institute, Nela 
Park, Cleveland G D < E W Com 


mery coordinated t program. 
H. G. Clum, general sales manager 
f the Art Metal Co., pointed out the 


1 


eed for more skillful application of 
basic lighting fundamentals in the 
residential field. “It is regrettable that 
more men within the lighting profes 
sion, men who have demonstrated thet 
grasp of good lighting principles in 
other fields, have not devoted more 
time to residence lighting,” he declared 
Mr. Clum said that home lighting must 
combine beauty with efficiency. He 
lescribed the Certified Lamp Makers 
program and the certified permanent 
ly installed fixture program being 
launched under the auspices of the 
American Home Lighting Institute. He 
stressed the need for well trained 
personnel, carefully planned display 





rooms avoiding a cluttered appearance, 
selling combinations of equipment, and 
more planned lighting centers. 

D. L. Johnson, director of the light- 
ing department of the Commercial 
Electric Co., Toledo, presented the 
views of the jobber, pointed out a need 
for competent lighting consultants and 
advocated competitively established 
list prices on incandescent fixtures 
“We feel,” he said, “that the time has 
come when placing high fictitious list 
prices on fixtures tends only to drive 
trade to houses which offer price only 
as an inducement 


D. L. JOHNSON: ”. . . fictitious list 
prices . . . drive trade to houses which 
offer price only as an inducement.” 
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Pantryette 
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Designed to fit the needs and pocketbooks of the 
majority of homemakers, the Morton PANTRYETTE 
is the indispensable unit in kitchen modernization. 

It has its place in every work center. It is 

exclusive in design and sets the style for 

kitchens refurnished in the modern manner. 

A place for everything and everything in its place is 
the PANTRYETTE’S service to kitchen efficiency. 

It replaces the old-fashioned pantry. It saves 

time and steps in kitchen work. Its modern 


lines add streamlined beauty to top efhiciency. 





Special Features: 





SLIDING GLASS DOORS —no bumped heads; 

no jutting corners. 

THE MORTON TOTALITE— Fluorescent fixture in 
PANTRYETTE bottom lights both interior spaces and work- 
ing surface below with shadow-free illumination. 

AMPLE WIDTH for dinner plates; 12 cup hooks; 
brackets for tall utensils. 

EASY TO HANG; no costly furring required; 


place at any desired height. 





Morton 66” Cabinet Sink is shown in Cleaning Center. pictured 

above. Note how the PANTRYETTE fills unused wall space and 

Add PANTRYETTES to every major appliance adds convenience, beauty, and efficiency to the sink grouping. 
sale. Make that extra sale the Morton way. 


MANUFACTURING COMPANY 
General Offices: 5125 West Lake Street . Chicago 44, Illinois 











A COMPLETE LINE OF HEATERS FOR 


LECTROMODE 


GIVES YOU 
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ROOM HEATER 
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BN-50 UNIT HEATER 
| 
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DEALERS... Get tl pl 
upplier. If you do not know 
gladl ena ¥ name 
WHOLESALERS Make tl 
territory. | nplete lin 
ifters y utstanding 


MavaAnieead Pe 


shock, Or Durn 


These units tan- 
ulate heat at 
floor level by 
It Down-Flo” prin- 
late ple. For auxiliary 
r, where rates per- 
omplete home 
ring. Manual or 
1 1Oostatic con- 
trol. Quick, easy installation, Three 
G apacities: 1500 watts, 115 or 230 
voles AC: 5122 BT 2000 watts, 
30 volts AC, 6830 BTU: 3000 
watt »30 voles AC, 10245 BTI 
HEAVY DUTY PORTABLE 
| i husky ps 
| hat fan-cir 
cat f 
ans of the 
Down.- Fl princi 
\¢ 4 natural tor 
BT nt, recreation 
I laundry of 
ther ugh heating 
n pots Iwo capaci 
, rics OU Watts, 
Prete 830 BTU ; and 300 
u watts, 10245 BTL 
Operates on 230 
le AC 
Ele le profit story fr your Electromode 
wl write us, De pt EM-18, and we'll 
most the Electromode possibilities in your 
all-electric heaters for home, industry and farm 
ales advantages. Write De pt. EM-18 for catalogs 
ipp nd Labora é 
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1320 watts; 


BILT-IN-WALL ROOM HEATER 


ELECTROMODE 


qi Elec: HEATERS 





§ World's Lead 
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ELECTROMODE CORPORATION 
g Ex 


45 
Ma 


Crouch St., Rochester 


ufacturer of All-Electric Heater 


PORTABLE ROOM HEATER. Here's che fastest-selling port- 
able on the market —the on/y portable with a /ife-time- 
embedded 
within a finned aluminum casting. No danger of fire, 


115 volts AC i508 BTU. 








3, N. Y. 





HOMEOWNERS BEAT A PATH to this self service counter which Lou Wilcox, 


right, keeps in front of the counter so customers can pick out their goods, not try 


to describe it. 


Traffic items take the wall and floor around the counter. 


Odds and Ends 


Bring ‘Em In 


Self service counter with electrical 


odds and ends for the home owner 


builds traffic, 


I F you want a sure-fire traffic builder 
for the small city community 
appliance store, emphasize a good dis- 
play of electrical odds and ends, says 
Lou Wilcox, Paso Robles, Calif. A 

unter and wall display that keeps that 


ymmunity supplied with every type of 
that the 
uses, plus flashlights and batteries, in- 
‘andescent and fluorescent lamps, 
ree pot filters and rod 
the floor 


ring device home owner 


cof- 


$s, may wear down 


of Lou Wilcox’s store as the 
people parade in, but keeps nearly 
everyone town in regular contact 
vith his displays of major and traffic 
ippliance s 


Wilcox takes full advantage of the 
traffic to his odds and ends display by: 
1. keeping it in the rear of the store to 


ike the customer pass through the 


Calif. dealer finds 


play to feature impulse items such as 
heating pads, space heaters and inex- 
pensive traffic appliances. 

A newcomer as an appliance retailer, 
but an oldtimer in the appliance busi- 
ness (he was a dealer relations man for 
the San Joaquin Division of P.G.&E., 
traveling the small communities in that 
irea, then appliance sales manager for 
that utility) Lou Wilcox had plenty of 
opportunity to see the advantage of 
this odds and ends counter as a means 
of building a large personal acquaint- 
ance with the home owners of the com- 
munity, as well as its effect in keeping 
this buying public in constant contact 
with his displays of major appliances. 
“There’s a limit to how long a prospect 
can be exposed to new appliances with- 
out becoming interested.” 








ppliance displays: and 2. using the One sage piece of advice from Wil- 
1 immediately surrounding the dis- cox: “Keep the display of odds and 
a 7 
= 





ELECTR f 


Lt Vi leo 
7 APPLIANCES 

















TO REACH THE ODDS AND ENDS COUNTER people in Paso Robles, Calif., 


must run the gauntlet of Lou Wilcox’ displays of major appliances and heating 


equipment. 
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They don't mind, and it builds his traffic and volume. 
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ends in front of a sales counter. never 
hind it or on shelves out of the cus 
mers’ reach. Why? First there's 
the fact that many of the customers are 
women and they don’t know the exact 
name of what they want and their 
jescription may be that it is a ‘whoosis, 
ut this long, I guess, and the iron 
m’t work without it’. But she knows 
mn sight and can pick it up from the 
unter immediately. Then there is 
the time consumed in waiting on these 
ustomers, even when they know what 
ey want. Your staff is hired and 
paid as salesmen, to use them as 


‘rks for such low-pric tems is 


Lines Carried 


Lou Wilcox uses his odds and e1 
unter to build traffic for an impres- 
sive display of electrical appliances and 
uipment, including: the full G-E, 
sley and Universal lines; Cool 


tor; Sonora radios and records 
Conlon and Ironrite ironers; L&H, 
Rudd, Crane and Sunbeam water hea 
s; the Nes line; Chill Chest 


ers; Western Holly and O’Keefe-Mer- 
ritt gas ranges; Ranier water softe1 
- a full line of residential and co: 
ercial lighting fixtures; and the Cole 

in line of gas 


] 
t 


eating equip 


Novelty “Clock Sale” 
Attracts Attention 


A “stunt promotion” which many 
retailers can use effectively for 
clearance sales is a “Clock Sale” which 
will excite public curiosity and move 
out merchandise rapidly without ex 
tensive marking down, advertising, etc. 

Under the plan, merchandise in any 
price range from $10 to $30 which 
needs serious markdowns to move, 
should be used. The “Clock Sale” 
should be staged between 9:00 o’clock 
in the morning and noon, and custom 
ers are told that the price of whatever 
is purchased is the time the purchase is 
made. Thus, under this plan, if a cus 
tomer comes in at 9:20 in the morning, 
every item she sees is priced $9.20. At 
10:30 the price will be $10.30, and at 
11:55, $11.55. All sales, of course, 
should be final and for cash. 


Single Ad Does It 


Several western stores in appliance, 
photographic, drygoods and other fields 
have utilized this idea effectively dur- 
ing recent months, merely running a 
single newspaper ad, and announcing 
“The Early Bird Gets the Worm”. 
Customers who hit the store during the 
early morning hours, of course, can 
show a substantial saving, while the 
“time-price” will keep merchandise 
selling until noon. 

Chief advantage of the sale is that 
it tickles the customers’ curiosity far 
more than ordinary markdowns, ac- 
cording to retailers who have experi- 
mented with it. Also, there is very 
little extra labor in the form of chang- 
ing price tickets, building up special 
lisplays, etc. “Letting the clock set the 
price” is a simple, but clever way of 
clearing out slow-moving stock. 
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@ Huge windows of Polished Plate glass display the 

Rowman and Wood, Richmond, 
California. Red bir e lacing gets attention even 
from a distance. Architect: Elvin Commetta, Rich- 
mond, California. 


a wee Give People 
Your Stk 


@ You can make your selling floor a huge show window 





@ Fully transparent 
doors of Tuf-flex plate 
glass, tempered to 
withstand physical 
impact, combine with 
plate glass to make 
an appealing Visual 
Front. 


that features every item you carry... with a Visual Front. 

Ceiling-to-sidewalk windows of Polished Plate glass give pedestrians a 
sweeping view of your stock. Tuf-flex* tempered plate glass doors increase the 
openness of a Visual Front. Colorful Vitrolite* glass facing on solid areas frames 
the front...makes your store stand out in any shopping center. 

Because it’s all glass, a Visual Front proves an economy. Weather will 
not harm its hard surface. Quick cleaning with water and a squeegee keeps it 
sparkling like new. 

FOR IDEAS helpful to you and your architect, write for our Appliance Store 
Folder showing how the Visual Fronts principle can be applied to large or 
small stores. Libbey‘Owens’Ford Glass Company, 5218 Nicholas Building, 
‘| oledo 3. Ohio. *E 









ViIsuva LIBBEY: OWENS : FORD 


R “<4 T a Gpedl Name w GLASS 
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cracurat a 
COCKT ALT ABLE MODEL 





Sorry, it’s st 
But we can tell you this much: this revolutionary new CIRCULAIR—the Pioneer 
odel Air Circulator—will be a revelation! 


a secret —no peeking until we unveil it at Chicago. 


MODERN FUNCTIONAL DESIGN — the draftless, roomwide air circulation made fa- 
mous by CIRCULAIR has been cleverly designed as a charming piece of furniture. 


BEAUTIFULLY SIMPLE — SIMPLY BEAUTIFUL! This New Model CIRCULAIR will be 


at home in the finest surroundings. It's got glamor— and it fairly radiates smart 


saieS appea 





The CIRCULAIR Line — 

luding the popular 
Lo-Air, Whirlaway and 
Air pray—will make 
plenty of profits next 
season for wide-awake 


dealers who start plan- 





for '48—make a 











KISCO COMPANY, INC. ¢ 3734 CHOUTEAU AVE. « ST. LOUIS 10, MO. 
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“HERE IT 1S, POP. I'VE GOT AUSTRALIA FOR YOU.” 
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Farm Market—Dealer’s 








Matic oil burners, International Har- 
ester home freezers, Speed Queen 
vashers, Wayne pumps, G-E radios, 
Hotpoint electric ranges and dish- 
\ppliances are kept on the 
econd floor of the store because they 
ire scarce and Mark Schlise wants to 
eed them out judicially. No trouble 
n selling all they can get has been 
encountered yet. 

Downstairs is devoted to the things 
that help the farmer do his work—cans 
f oil, anti-freeze, pipe, tools. Let a 
man make out his order. It’s bound to 
be a big one when there is a farmer 
buying 

4. Selling. A quarter-million dol- 
lar business is done by the store, and 
about half of it originates outside. Most 
of this is personally sold by Mr. 


Schlise. 


Wiasilers 


Go Out on Hot Leads 


“T only go out on hot leads,” he told 
ILECTRICAL MERCHANDISING. “When 
olks mention they want this or that, 
or I hear they are interested, then I 
am ready to call. I drive my Buick 


thbout 25,000 mile ear on busines 

When | go out to see what you would 

call a hot prospect, I take along a little 
i > 


drawing board. I approach the farmer 
from the standpoint of the job he wants 
done \s he tells me his ideas, I usu- 
ally sit down and rough out a plan. It 
fascinates him to watch me do this little 
drawing job and I give him a little 
blueprint of a plan, which I finish up 
vhen I get back home. Of late years 
it has not been even necessary to quote 
i price. The farmer says go ahead and 
vhat I need to do this. Natur- 
lly when farmers aren’t so flush there 
will be more asking about prices. I 
follow this policy for at least 25 miles 
out. 
5. Trade-ins. Anybody contemplat- 
ing farm selling must take into consid- 


rive me 


i 
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eration the matter of trade-ins, Farmers 
are born traders. The Schlise approach 
is to offer them what he can get for 
the article, less rebuilding. 

“T can get about $50 for that washer 
when it is rebuilt,” he tells them. “I 
figure it will cost me about $25 to put 
it in operating condition. I’ll offer you 
$25 for the washer as is.” 

By giving the farmer a complete 
view of the entire transaction, he finds 
him usually agreeable. If the appli- 
ance will not work, all he will offer is 
junk metal prices. 

The store does not try to make any 
money off trade-ins, but simply gets 
out from under. 

As elsewhere, most farm families find 
plenty of relatives who can use old 
appliances if they are in working con- 
dition and the store has seen very few 
trade-ins. As this is written there 
isn’t $50 worth of second hand appli- 
ances on.the premises. 

With his methods of selling, plus his 
method of handling trade-ins, Mark 
Schlise estimates he lands an order on 
90 percent of his country calls. He 
does not consider the cost of traveling 
much of a detriment because the orders 
he lands are so big. You must not 
forget that he sells farm equipment a 
well as electrical appliances. 

6. Financing. Back in 1933 when 
things were going sour, Mark Schlise 
says that he had $96,000 in farmers’ 
notes in the bank and almost went 
bankrupt. The farmers couldn’t pay 
and they avoided coming into his store 
because they were embarrassed. He 
vas in a mess. 


Farmers Set Own Payments 


As a result, Mark Schlise has orig- 
inated a plan of financing which has 
been followed ever since and which 
works. He called on each farmer ow- 
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ing him money, sat down with him and 
his wife (so the wife could know the 
the family was in) and asked the 
mer point blank how much he could 
monthly. He was allowed to set 

own amount, $5 a month, $10 a 
month or whatever he thought he could 
make. To the face value of the note 
was allowed 5 percent, and the total 

; divided up into the number of pay- 

nts necessary for the farmer to meet 
hly quota. 

[ gave the farmer a duplicate of 
the note with the monthly schedule 
written on the back. I put this in a 
red envelope and handed it to him, and 
told him to make an entry every time 
he came in and made a payment.” 

With each farmer writing his own 
ticket the money started coming in and 
it wasn’t long before Mark had cleared 
up the old situation. 

In the time payment operation Mark 
Schlise uses a specific contract, which 
is simply a title retaining note. The 
farmer pays 25 percent down, and the 
note runs for 12 months. It is based 
m ability to pay plus 5 percent. The 
ist payment is the big one and if the 
farmer can't meet it, Mark has a policy 
of renewing the note. 

The ignorance of the average man 
on financial matters is far greater than 


mont 


{ 
1 
} 


ordinarily suspected, and it has never 
occurred to these farmers who often 
have difficulty in writing their own 
names, to pay off what they could. By 
stating the amount that they could 
meet, they put themselves over a barrel. 
By having their wives in on the ar- 
rangement, Mark Schlise got some co- 
operation. He also overcame the fact 
that many men conceal 
stupidity from their wives. 

Whereas in normal times the firm 
has about $60,000 in notes in the safe, 
as this is written it would be hard to 
scrape up $10,000 worth of paper. 
is from tenants. 


their own 


Most of tl 


The store breaks up its volume in 


business as follows: 

implements and machinery 42% 
Machinery repairs 16 
Barn equipment 12 
Bottlegas, etc. 1 
Repairs > ite um aa-a eee laces 4 
Accessories and appliances 33 
MN oo 5 cig bia Serke wale aes 1 
Saddlery % 
DNR. ict venwne cn hawwnas 1 


This is one month’s operations but 
it is typical. It can be seen that appli- 
ances are rapidly gaining in stature and 
will shortly be as important as farm 
equipment. 


Farm Items That Look Good 


Mark Schlise is greatly sold on the 
iuture of electric ventilation and ex- 
pects a great volume to come from 
every one who owns livestock. 

“These electrical ventilators which 
work off from the thermostat will keep 
a barn sweet and dry,” he says. “It is 
something new and has great possibili- 
ties in future sales.” 

The firm sells a volume of 200 elec- 
tric pumps a year. 

“While I greatly appreciate the value 
of jet pumps,” said Mark Schlise, “they 
are revealing a serious weakness that 
causes me to sell other types when I 
can. It appears that with a jet pump 
the motor usually runs about a year 
and burns out. I have checked the 
voltage and found it all right. I have 
found that the contacts get damp and 
short. My own theory is that most 
jet pumps use too high speed a motor, 
but there is room for research in this 
field. The vertical type motor gives 
much more trouble than the motor that 
is separated from the pump.” 

In his home freezer activity, Mark 
Schlise was one of the leaders for the 
International Harvester Co. He sold 
about 18 home freezers last season. 


They Sell Themselves 


“There is no great trick to selling 
them to prosperous farmers,” he said. 
“You don't have to argue with a farmer 
to make him realize that he has a lot 
of big feeding jobs to do such as when 
threshing crews are all over the place 
or he has unexpected company. The 
locker is too far away to be handy, 
particularly at night or on Sunday. 
Right now it is easy to explain to a 
farmer what a home freezer will do and 
sell him. The trouble on the home 
freezer is that it is an unknown quan- 
tity.” 

Mark Schlise advises farmers to buy 
at least a 14 cu. ft. job. They raise 
too many vegetables and have too many 
chickens to use a smaller one. In his 
own home he gets 24 gals. ice cream 
for $3.25 and the saving on ice cream 
alone saves the electric bill. End 
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“TOPS” 


They Say About 
TOP LINE 











EVERYBODY is talking about the beautiful, new 
1948 work-saving, money-saving TOP LINE electric 
appliances designed to help home-makers turn their 
houses into homes the sensational cylinder-type 
| electric room heater . . . the marvelous new table- 
4 top 30-gallon electric water heater with the scratch- 
™ and scorch-proof plastic top ... the streamlined, 
mm super-size electric iron . the breeze-building attic 
nS ofan and the light-weight, easily operated electric 
a churn that takes the "irk" out of butter-making. 





See them ALL at the 
National Housewares and Major 
Appliance Manufacturers Exhibit 

January 15-22, 1948 
Booths 521-523 International Amphitheatre 

Chicago 
See why your customers say 


“TOP LINE is TOPS!" 




















Address: 





Dept. E. 


TOP {2)LINE| 


oe ad HOME APPLIANCES 


TENNESSEE VALLEY 
MARKETERS, INC. 


Pioneers in Electrical Appliance Manufacture 
in the Tennessee Valley 





117 NINTH AVE., NO., NASHVILLE 3, TENNESSEE 
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10V Beautifully designed 
——~ 10 cubic feet capacity upright 

freezers. 

with white baked enamel finish 
and chrome hardware. Natural 


Aluminum exterior 


finish aluminum interior with 
three separate compartments 
with individual doors. , #.P 


Compressor 


Two-temperature 
‘ev? upright freezer with 
approximately 6 “Yacubic feet 
freezer capacity and approxi- 
mately 7 cubic feet high tem- 
perature (40°) capacity. Aluminum 
exterior with white baked 
enamel! finish— gleaming white 
porcelain interior. Special ice 
cube freezing section. One '/ H.P 
adjustable compressor with 





controls for both sections 


16V Upright freezer 
with 16 cubic feet 
capacity. Interior is natural 
finish aluminum . . . exterior is 
aluminum with white baked 
enamel finish. Four inner com- 
partments with individual doors. 
Heavy Duty 4 H.P. Compressor. 





Two-temperature 
freezer with approxi- 
mately 15 cubic feet 
capacity in both the high and 
low temperature sections. Sepo- 
rate compartments in freezer 
section . . . shelving in regular 
refrigeration section. Has special 
ice cube freezing section. 
Aluminum exterior with white 
baked enamel finish . . . natural 
finish aluminum interior. Con- 
trolled by two 4 H.P. Com- 
pressors. 








ith Sub-Zero Freezers, you sell more than a 
onvenient economical means of food storage and 
preservation. For 20 years of low temperature 
refrigeration experience brings unsurpassed quality, 
years and years of dependable service, and attractive, 
modern design. Sub-Zero offers a complete line of 
low-temperature and two-temperature freezers in a 
great variety of capacities. Your inquiries 


concerning available territories are invited. 


SUB-ZERO FREEZER CO., INC. 


MADISON « WISCONSIN 


THE COMPLETE LINE OF FREEZERS 
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Three G-E films were 
“Wired for Life;” “Running Water ;:” 
and “Ingredient X.” 


Show Cost $250; Sales $7,500 


The operating cost of such a show 
was less than anticipated, running the 
dealer slightly less than $250. Aver- 
ige sales figure for the day was around 
7,500. 

As is common elsewhere, it was dis- 
overed that the farmer is much more 
familiar with appliances for the home 
than with work appliances for the 


~ 


arm. 

Dealers discovered an active demand 
tor drills and grinders. One drill re- 
tailed for $39.50, another for $64.50, 
Believe it or not, sales 
on these two drills ran on a 50-50 basis. 


0th 4 in. sizes. 

General Electric Supply Corp. in this 
area guessed wrong on the sized range 
to sell to the rural trade. They dis- 
covered that farmers wanted the deluxe 
model and not the 24 in. 
ment size. 


small apart- 


Soil heating cable was used out in 
this country to wrap around well pipes. 
Stock tank heaters and electric drink- 
ing cups have to be sold, it was dis- 
covered. 

“It is not at all uncommon to have 
a $1,000 ticket sale made to a farmer,” 


said Mr. Luebbe. “One of the effective 
ways of selling the dealer consists in 


using price tags in which the appli- 
ance is offered in terms of bushels of 
corn, wheat or pounds of hogs. That 
seems to get across quickly.” 

It is estimated the average farmer in 
the Nebraska-lowa territory has about 
$100 worth of appliances on his farm 
right now. He is good for a potential 
of $1,000 a year for around three years, 
it is felt. 

Arc welders are another item which 
had to be understood. The average 
farmer wanted one, but felt that he was 
going to handle big stuff. This is not 
the case and the dealer’s problem con- 
sisted in getting together an outfit that 
would actually take care of the farmer’s 
needs and not burn out any trans- 
formers. It was discovered that the 
dealers in this area didn’t sell a com- 
plete group of welding supplies. Masks, 
gloves, etc., had to be bought else- 
where. Under General Electric Supply 
-orp., dealers were encouraged to carry 
welding supplies for farmers. This 
was also true with milker parts, which 
up to then had not been handled by 
dealers. 


Water Systems Have a Future 


Water systems have a very fine 
future on the farm. Out in that coun- 
try about half of the wells are shallow 
and half of them deep. Along the 
Platte River, water is often struck at 
six feet. Due to the fact that the dealer 
must install these water systems, he 
enjoys a competitive advantage because 
the satisfaction of a water system de- 
pends on how well it has been put in. 

Chicken brooders are just beginning 
to come into their own. Outages on 
REA lines have discouraged wide- 
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shown, 








spread use of them. Fortunately, the 
outages are becoming rarer. 

Pig brooder sales are being made 
by this distributor, and they are jump- 
ing paint sprayers from } hp. to 4 hp. 
The compressor is used to blow up trac- 
tor tires and do other jobs as well 
paint, it should be stated. 

In the feed grinding field, due to t! 
fact that there is a difference of opi 
ion as to whether a hammermill or a 
hatchet mill is logical, not too many are 
being sold. 


as spray 


The home freezer on the farm is 
running around from 10 to 18 cu. ft. 
The 24 ft. size apparently is too big 
in the farmer’s opinion. 

Mr. Luebbe repeated, as many others 
have, that service is the important 
in selling the farmer. General 
Electric Supply Corp. travels a product 
service man. Dealers are encouraged 
to send in to Omaha or Des Moines 
service men who get training on re- 
frigeration (open type), washers and 
all other appliances sold by 
Electric. 

Eventually, 
Corp. 


angle 


General 


General Electric Supply 
will have some home 
ists working with the dealers. 
present _— in addition to Arthur 
H. Luebbe, district manager, there is 
Dan A. Kelly, appliance sales manager, 
and Keen Hamilton, production serv- 
ice manager, on the job. The appliance 
end of the business does not sell wi 
ing supplies, it should be added 


econom- 
At the 


Must Call on Farmers to Sell Them 


\ dealer, George Ewert of the Ewert 
Implement Co., of Columbus, Nebr. 
(pop. 10,000) walked in as ELectri- 
CAL MERCHANDISING concluded its in- 
terview, and added a dealer’s comment 
to the story. “We will do a volume 
of around $400,000 in 1947,” said Mr. 
Ewert. “About $75,000 will come from 
wiring supplies and appliances, $75,000 
from hardware and the balance from 
implements. We make about one fourth 
of our sales from calls on the farm. 
I do the selling, and right now all I 
carry along is a price list. In my 
opinion, the farmers of the future will 
have to be sold at their homes. When 
they come to town they have a lot on 
their minds, and are not looking for 
new ideas. When you call on them 
you have a chance to implant these 
things in their thinking.” End 








“| HAD TO SEND IN 500 WHOLE WHEAT BREAD 
WRAPPERS TO GET IT.” 
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AVERAGE OFFICE LIGHTING should be five times better than it is, according to the 
EE! plan book for the Planned Lighting Program. A good example of what good office 


lighting can be is provided by the registration room at G-E’s Nela Park. More than 50 


foot candles of light ease seeing tasks. 


1948—The Dealer’s Year in Lighting 





son Electric Institute’s Planned Light- 
ing Program, which introduces a new 
concept to lighting merchandising. 
New, that is, to lighting, although it’s 
been done for years by appliance mer- 
chants. Simply expressed, it is pack- 
aged selling. Lighting has become an 
appliance. Ideally, all the lighting for 
every home will be sold as a unit. Cus- 
tomers will be encouraged to plan their 
lighting before buying, to buy an en- 
semble of lighting units to create a 
whole efficient system. 

The EEI Plan Book for homes 
points out that the war diminished the 
importance of the class market, that 
the average homemaker is now the 
focal point of promotional efforts. At 
least four times as much lighting as 
present homes contain is required to 
do an adequate job. “Mass education 
plus specialty selling to which the 
American homemaker has always re- 
sponded should be used for selling 
planned home lighting,” says the book. 
The results of such aggressive selling 
of planned lighting will result, it con- 
tinues, in the following achievements 
in the next five years: 

10 percent of the homes will buy 
complete planned lighting installa- 
tions. 

50 percent of the homes will make 
substantial improvements in their 
out-of-date lighting. 

30 percent will make minor light- 
ing improvements. 

10 percent will probably make no 
change at all. 

Looking at the same thing another 
way, the book predicts that the mini- 
mum market potential in the same five- 
ear period amounts to: 

10,000 new lamp bulbs per 1,000 
homes. 

4,500 new better sight lamps per 
1,000 homes. 

3,700 new better light fixtures per 
1,000 homes. 
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150 new type sun lamps per 1,000 
homes. 

150 new type heat lamps per 1,000 
homes. 

100 floodlights per 1,000 homes. 

1,000 night lights per 1,000 homes. 

200 lights for decoration per 1,000 
homes. 


Selling those minimum quantities 
will of course result in immediate and 
tangible returns to the dealer. To the 
utility it means an average increase of | 
315 kilowatt hours per residential cus- 
tomer per year. 


The CLM Program 


One of the strongest indications of a 
unified promotional effort in home 
lighting is the organization of the Cer- 
tified Lamp Manufacturers. Eugene 
W. Commery, director of residential 
lighting for G-E and the technical 
adviser to the manufacturers’ group, 
says that he waited for such an organ- 
ization for 20 years. The CLM pro- 
gram began about three years ago with 
a small group of manufacturers who 
were style conscious, of course, but 
who still believed the industry needed 
high performance characteristics. Fol- 
lowing standards of the Illuminating 
Engineering Society as closely as prac- 
ticable they came up with specifications 
for Certified Lamps, specifications 
which involve 107 separate tests for 
safety, for mechanical and electrical 
construction, and for lighting perform- 
ance, 

Eleven basic models were first shown 
to the trade on the wholesale level in 


June of 1947. To this date some 70 | 


manufacturers have produced Certified 
Lamps in hundreds of variations on the 
11 basic types. Any manufacturer 
wishing to produce lamps that comply 
may have them certified by the Elec- 
trical Testing Laboratories. 
‘Continued on next page) 
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\ \ HEN you buy a propeller fan 


with a Certified Rating you are pur- 
chasing with it the assurance that this 
fan will produce as specified for you. 
Uncertainty about fan operation and 
replacement expense is removed—a 
feature which is particularly impor- 
tant in connection with special instal- 
lations. 

Sixteen of the leading manufacturers 
of propeller fans are members of the 
Propeller Fan Manufacturers’ Asso- 
ciation, testing and rating their fans 
according to the standard test code 
established by the American Society 
of Heating and Ventilating Engineers. 
This gives you ample opportunity to 
select a certified propeller fan on your 


next purchase. 


LOOK FOR the 
P.F.M.A. Certi- 
fied Rating 


Label on the 
propeller fans 
you buy! 


Published by 


PROPELLER FAN MANUFACTURERS’ ASSOCIATION 


5-208 General Motors Building 
Detroit 2, Michigan 
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MARQUETTE 


HOME FREEZERS 


thet pa” ane 
..ON YOUR DISPLAY FLOOR 


Beautifully styled Marquette Home 
Freezers command attention... with 
their gleaming white Dulux enamel 
finish and contrasting black recessed 
base panel, aluminum door lifts, 
chrome plated name plate and trim. 


Marquette Home Freezers are de- 
signed to attract... engineered for 


efficiency . . . and priced to Sell! 


Here are a few of the many mer- 
chandising features of Marquette 
Home Freezers: Triple Sealed doors 
... Scientific Thermo Breaker Strip . .. Hermetically Sealed 
Unit... Adjustable Thermo Control . . . Solid, welded steel 
construction . . . Heavily Insulated. All Marquette Freezers 
are designed for Fast Freezing as well as Storage! Marquette 
Home Freezers are available in Eight and Sixteen cubic foot 
standard models and Four cubic foot “Utility Top” model. 





Marquette Self-Serve models have crystal clear Plexiglass 
sliding doors for displaying merchandise. Available in 
Eight and Sixteen cubic foot capacity. Frozen Food model 
adjusts from —10° to 10°. Beverage Cooler model provides 
dry storage at 32° to 52 


Marquette is making Immediate Deliveries! Set yourself 
for a Profitable Marquette Dealership . . . go Forw ard with 
Marquette . .. Write or wire today! 


MARQUETTE APPLIANCES, Inc. 
MINNEAPOLIS 14, MINNESOTA 


TODAY 


ZER : 
for MARQUETTE HOME FREE 


DEALER 


SHIP DETAILS 
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Something like Certified Lamps has 
long been needed. The people can’t 
help themselves to buy the best because 
they cannot learn to recognize the 
best without a lot of training. And you 
can’t train 140,000,000 people. A book- 
let goes with every Certified Lamp 
which tells its owner where to place it 
and how to use it. 

These lamps were launched at the 
retail level in September, 1947. At the 
end of the first seven weeks of sales, 
250,000 tags had been distributed to 
manufacturers. The selling rate was 
about 100,000 units a month for the 
first two months. That is an amazing 
record in consideration of the fact that 
the public had not had time to become 
Certified conscious, but it would have 
been even greater if the manufacturers 
and dealers had realized how the public 
would take to the idea of CLM lamps. 
Purchasers took all the lamps that 
were offered and would have bought 
more if the makers and sellers had them 
to deliver. It is expected that in 1948 
both manufacturers and dealcrs will 
give increasing consideration to CLM 
lamps. 

According to Mr. Commery it will 
well pay the dealer to sell Certified 
Lamps. They will provide him with 
one of his greatest opportunities to 
participate in the Planned Lighting 
Program. “The appliance dealer will 
find Certified lamps ideal,” he declares, 
“because he'll never be any good at 
competing with the lamp store that 
sells lighting on its art-object appeal. 
Everything the appliance dealer sells is 
functional—high performance products 
—and Certified lamps have the same 
high performance qualities as the best 
appliances. He doesn’t have to take a 
long training course to be able to sell 
them intelligently. He'll be able to sell 
lighting as a package and he will find 
that his consumer demand will grow 
out of the coordinated advertising of 
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the Planned Lighting and CLM pro- 
grams.” 


The Health Market 


Harold Green supports Mr. Com- 
mery. “If you think of a home as a 
‘sunshine home’ with good lighting 
throughout,” he says, “you have a 
great appliance to sell. Selling light- 
ing as a complete home package will 
give the consumer dollar-for-dollar as 
much value and satisfaction as any 
conventional appliance package. The 
first job, then, is to get packaged light- 
ing into key homes in each community 
where it will be appreciated and will 
tend to establish a trend. ... When a 
dealer sells a lighting recipe for a 
home, that’s as good as selling a range. 
Those parts of the ‘sunshine home’ that 
are plug-in parts, such as heat lamps, 
sun lamps and the Certified lamp, may 
represent the appliance dealer’s biggest 
share in the Planned Lighting Pro- 
gram. With CLM we have a great 
opportunity for ensemble selling. Your 
unit of sale is bound to go up. The 
opportunity to sell more than one lamp 
is much greater than it has ever been 
before.” 

P. D. Parker also supports this 
thesis. ‘“There’s a tremendous future 
for the electrical dealer in therapeutic 
heat and sun lamps,” he asserts, “be- 
cause of the high unit price and the 
tremendous market. The market hasn’t 
even been scratched. Why, not more 
than 500,000 sun lamps have been sold 
1948 will see major sales effort applied 
to retail distribution. It’s going to be 
a power drive to develop the market 
We've got the job of re-lighting 
America. About 35 percent of our 
total sales volume today is in light 
sources that weren’t even developed 10 
years ago—fluorescent, photoflash, and 
sealed beam lights, for examples. One 
very definite thing the dealer should 
do is to take advantage of the market 


























A 13 BY EIGHT FOOT NOOK is all that’s required in a dealer's store to set up 
a Certified Lamp display like this sketch portrays. All of the 11 basic types of lamps can 
be attractively shown in a homelike setting, increase the dealer's opportunity to sell a 


complete lighting package. 
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<ists in his own neighborhood. 


He should line up all the stores in his 


own block and 


go out and sell them 

r lighting.” 

\nother G-E official, Ralph Hum- 
bert, says that by 1950 at least 50 per- 
ent of lamp sales will be in the new 
“We expect the level of 
from the 
‘This will come 


lassifications. 
usiness to increase present 
igh level,’”’ he says. 
from normal growth and from active 
timulation of business. Dealers, there- 
should give new products their 
best attention. should 

tch the relationship of the volume of 
heir lamp business to overall lamp 

lume. We are have much 
ore specialized selling, a differentia- 
tion between merchandising and sales 
to large consumers. The lamp line is 
less subject to the effects of de “pression 
than other lines of merchandise, and the 
fellow that is out selling lighting is 





They closely 


going to 


e one who will get the most out of 

It is the industry’s belief that Ameri- 
‘an homes should have four times their 
present amount of light. What it would 
mean to the industry if they get it is 


shown by Table VI on page 55. 
The School Market 


\s an example of the market pro- 
vided by other fields, Carl J. Allen, a 
G-E illumination engineer in charge of 

thool lighting, declares that new 
school construction alone in 1947 to- 
talled about $500,000,000, an 83 percent 
iin over 1946. “Next vear may see a 
25 percent increase over construction 
that was begun in 1947,” he 

There 1s a verv good chance that 

ost new school lighting in 1948 will 
reach the 30 

nishing figure when you remember 
hat the accepted standard as recently 
; 1938 was only 15 foot-candles. The 
tal cost for a new school class room 
usually between $10,000 and $15,000. 
[he cost of a good fluorescent lighting 
vstem for that class room runs be- 
tween $500 and $800. The lighting 
hare in 1948 school construction this 
ear will probably be about $30,000,- 
00 and it could easily be more. On 
top of new lighting for new schools is 
the job of re-lighting old schools. It 


Says. 


foot-candle level, an as- 
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about $600,000,000 to re- 
light the nation’s 250,000 schools. In 
1948 we estimate that re-lighting ac- 
tivities will total close to $70,000,000, 
not including wiring costs. Add about 
$1,500,000 to that for renewing lamps 
in schools. All in all, I think that 1948 
vill be a big year for school lighting. 
of the schools will 


would cost 


Perhaps 10 percent 
be re-lit.’ 

The E EI Plan Book for schools pro 
vides basic di ol mi ak 
25.000 stu- 


ita on the 


S he 
a- 
some 39,9 


Poday there are 
dents, teachers and others in schools. 
| and laboratories alone 
about 750,000,000 
square feet of floor space 3etween 
1940 and 1946, savs the book, over 6,- 
100,000 born—a statistic 
ing for the next 20 


Che classrooms 


ior this eToup cover 


babies vere 
vital to school plann 
vears. 

lhe importance of good school light- 
ing probably cannot be over-estimated. 
The Plan Book at over 80 per- 
cent of our knowledge comes through 
then, should 
easier learning. Im- 


Savs th 
our eves. Easier seeing, 
make for faster, 
portant to teachers is the fact that good 
lighting helps to hold the attention of 
squirming youngsters, keeps them in a 
happier, more receptive mood. From a 
health standpoint, good lighting is even 
more important According to the 
Plan Book, eve defects increase from 
seven percent in pre-school children to 
students. Other 
evil dividends of bad lighting are 
nervousness and irritability. Both the 
EEI and individual companies have 
presented better school 
lighting. Average school lighting to- 


31 percent in college 


a rood case for 


lav is at a level of six foot candles. A 
level of 30 foot candles on desks and 
table is being recommended, five 
times the amount prevailing in present 


intiquated systems. The monetary 
benefits of increasing school lighting 
1 Table TV on 


shown 


ive times are 
page 54. 


Planned Lighting for Stores 


The idea of lighting to sell merchan- 
lise is proving so successful because it 
is lighting planned to perform a spe- 
cific merchandising function. In the 
process of keeping 60 million people 

(Continued on next page) 
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DONT WASTE IT... 
chasing to a dozen places 






a 


when you can 


BUY PARTS for ALL MAKES 
of WASHING MACHINES 


from a 


CENTRALIZED PARTS JOBBER 


ONE-STOP SOURCE OF SUPPLY 





You can save a lot of time and effort by buying washing machine parts 


this modern, streamlined way . 


satisfied customers and greater profits. 


It’s the short cut to quicker service, 


Make one trip and get all the 


parts you need for the various makes of machines to be repaired. Your 


centralized Parts Jobber has all these parts in stock. 


Buy them as you 


need them; you don’t have to carry inventories. 
Use this modern, proven method. You'll find it decidedly to your advan- 


tage. 
the names listed below. 


Select and contact your nearest Appliance Parts Jobber now from 


MEMBERS 
Appliance Parts Jobbers Association, Inc. 


A-1 ~ aed Electric Shop, Salt Lake City 5, 
ta 
Akron Washer Parts Company, Akron 4, 


io 

Allied Electric Appliance Parts, Inc., Phila- 
delphia 40, Pa. 

Allied Supply Company, Dayton 2, Ohio 

American Electric Washer Co., Cleveland 


3, Ohio 

Appliance Parts Company, Indianapolis 4, 
Indiana 

Appliance Parts & Service Co., Seattle 1, 
Washington 

Cooper Washer Parts, Inc., Sioux City 17, 
lowa 

Detroit Appliance Parts Co., Detroit 8, 
Michiaan 

Electric Appliance Parts, Waterbury 14, 
onnecticut 

Finch’s Washer Parts Company, Grand 


Rapids 3, Mich. 

Good Housekeeping Shop, Boston 16, Mass. 

Gopher Appliance Company, Mi 
1, Minn. 

Home Electric, Inc., Youngstown 3, Ohio 

Jesse Company, Chicago 47, il. 

Wallace Johnston Appliances, Inc., Mem- 
phis 3, Tenn. 

Ray Jones Washing Machine Parts & 
Service Co., Denver 9, Colo. 

— Washer Parts Co., Philadelphia 
, Pa. 

Klinker Brothers, Cincinnati 2, Ohio 

Mar-Cono Sweeper Company, St. Louis 1, 
Mo. 





v 


W. L. May Company, Inc., Portland 9, 


regon 

Midwest Appliance Parts Co., Chicago 22, 
i. 

Minnesota Appliance Parts Company, 
St. Paul 2, Minn. 

Pearsol Appliance Corporation, Cleveland 
15, Ohio; also Dallas 1, Texas 

D. J. Phelan Sons, New York 7, N. Y. 

ry Electric Company, Oklahoma City 
. la. 

R. & S. Parts Company, Milwaukee 5, 
Wisconsin 

Radio Electric Service Co. of Penn., 
delphia 6, Pa. 

Refrigeration Equipment Co., Kansas City 
6, Mo. also Wichita 2, Kan. 


Philo- 


ao ~~ Supply Company, Harris- 
burg 

aehiaiion Supply Company, Richmond 
20, Va. 


C. J. Roberts Engineering Co., Springfield 
3, Mass. 

Servall Company, Detroit 7, Michigan 

Shand Radio Specialities, Flint 3, Michigan 

Standard Mercantile Company, Houston 
10, Texas 

C. E. Sundberg Company, Chicago 20, Ill. 

Trible’s, Washington 1, Cc. 

Wash Machine Parts & Sales Co., 
16, Mo 

Washer Sales & Service Co., 


St. Louis 


Pittsburgh 12, 


a. 
bed gg Parts & Service Co., Rochester 4, 
N. Y. 






APPLIANCE PARTS JOBBERS ASSOCIATION 


——— INCORPORATED 
A NATIONAL ORGANIZATION + EXECUTIVE OFFICES: DETROIT 26, MICH. 
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1948—The Dealer’s 
Year in Lighting 


DRAKE 


RELIABLE 
SOLDERING 
‘EQUIPMENT 


eee CONTINUED FROM PAGE 263 ——— 
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when the amount This percentage of 


of light all passersby stopped 
was at to look: 

15 foot candles 10 

30 ” 12 

50 ” . 15 

65 ” vi 17 

= ” " 19 

100 “” ” 21 


times their 


htness, says the 


should have six 

nt average brig 
EFI, in order to be effective in their 
lisplav and sales. The results of a pro 


1° +4 
ran nereasinge their lig it 


listed in Table V on p 5s 


r r 


Light for Industry 


The last of the Planned Lighting 
Programs is that desi 
Despite the 


gned for industry 


war-time gains in good 


factory lighting, the market today 
The number 
of factories grew from 249.000 on V-E 
Dar to 296 7M) as af September. 1946, 


than 25 percent. 


irger than ever hefor: 


an increase of more 


Even more have been added since then 


Survey figures show, savs EET, that 
only one-third or less of che floor space 
in workshops and plants can boast 
maintained lighting levels in conform- 
ince with recommended A.S.A.— 
I.E.S. standards. The other two-thirds 


of the plants require 200 to 500 percent 


more lighting tor productive seeing 
p ints out 
need new 


immediate and 


1 1 Sane 
The plan bool 


plants whic] 


conditions 
that the old 
lighting provide the 
: 1 Cn Os at D4 5 | + 
important market for lighting. but that 
should not be ove rlooked Tt 


the Institute’s belief that 


new ones 


America’s 


Sactaricn averell need four times os 
as they now have 

p, the lighting industry 

DRAKE ELECTRIC 1948 an increasing pro 

eet an expanding market 


WORKS, ING. is new light source to help the 


new merchandising 





3656 LINCOLN AVENUE p ike advantage of it. and a 
CHICAGO 13 ILLINOIS i! “a sf s nrovram to keep it a “tive 
End 
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IT’S HERE! THE NEW CHELSEA 


PACKAGE UNIT 





SILENT, EASY TO INSTALL! 3. 
Your customers asked for it AC an Ss. 7 
CHELSEA MADE IT! = \ \/\\ IRS) 


AW 
Truly an innovation in attic fan design. tip 


Cut a simple hole in the attic floor, 
tighten a few screws and the fan and 
automatic ceiling shutter are installed 
> This compact fan, float-mounted on 
—make a short electrical connection, attic floor or from the rafters, elim 
pull the switch cord and “presto” the nates vibration. This complete, low 
is i rati if cost package unit includes —. 
fen is in we en . ‘ . sturdy, efficient Chelseo fan, an 
Inexpensive to buy—inexpensive to in- automatic ceiling shutter, mounting 
stall-—unit-packaged for convenience— brackets, vibration dampening springs, 
: canvas boot for anti-vibration seo! 
adaptable to attics of low headroom— cates Gan aak te, Oe & eel 
available in 24"-30"-36" and 42” sizes chain switch for convenient control. 
for any home. Order now for stock. 









INSIST ON THIS SEAL! As with all Chelseo products, the rating of 
this new unit is determined by the Standard Test Code of the Propeller 
Fan Manufacturers Association ond the A.S. of H. & V.E. 


" CHELSEA FAN & BLOWER (0. 












MR. DEALER: 
Something “4 
January 

sales. ' 


to spark 
February 


Write today- 








vust 


= UNITE 
“"" pyr Placrescent lybting = N"\ _ 


What a gift! Beautiful fluorescent lighting is now within 
reach of all budgets. Packaged ideally for gift delivery. 
There are six designs of UNITE-A-LITE shields and reflectors 

- One to suit any purpose in the living room, bedroom, 
kitchen, bath or office. Can be mounted horizontally, as 
above a desk or bed, or vertically if desired. Can be 
plugged into each other, lengthwise, to form a long line of light .. . Modern “decorator” 
effects! All six styles of shields and reflectors fit the same base units . . . two lengths; 24- 
inch and 48-inch. See UNITE-A-LITE at your favorite store or write, wire for leaflet, name 
of necrest dealer. Address Dept. 101 MOE-BRIDGES Corporation, Sheboygan, Wis. 


omeg. | Trademark OVER 25 YEARS LEADERSHIP IN LIGHTING 


MOB-BRIDGES dared 


+t As advertised in The SATURDAY EVENING POST, BETTER HOMES and GARDENS, 
HOUSE BEAUTIFUL and GOOD HOUSEKEEPING 


Anyone who can hang a pic- 
ture ond plug-in a lamp can 
install these fixtures. Just 
hang them on hooks, like pic- 
tures; plug-in at neorest out- 
let; move easily when desired 
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Single-leverage presses, 1 to 2 
tons capacity. Ratchet type, 14 to 
5 tons capacity. (Three-ton press 
shown above.) 





Ten-ton Utility Press is ideal for 
most repairs. Easy to use on all 
kinds of work. Special attachments 
for electrical work available. 








The right kind of press is impor- 
tant in your appliance repair 
shop, for work on all kinds of 
press-fit parts and general press- 
ing work. Washing machine 
rotors, motors, and many other 
appliance parts can be assem- 
bled and disassembled in mini- 
mum time. Pick the size you need 
for your shop, or write for fur- 
ther information. 









GINE COMPANY 
9 SEVENTH STREET 
HAVEN, MICH, 


ELECTRICAL MERCHANDISIN 


Hotpoint Survey 


[ —_—€ CONTINUED FROM PAGE 63 ——— 





Concerning Combinations, Etc. 


“4 
QUESTION: DO YOU BELIEVE THE 
COMBINATION REFRIGERATOR- 
FREEZER NOW HAS GREATER 
DEMAND THAN THE STANDARD 


REFRIGERATOR? 
YES No 
No. of Jo to 
Responses Total 
Yes 1,730 64.7 
No 943 35.3 
9,673 100.0% 











to 16.8 per cent of the dealers, between: 
10 and 20 per cent of farm buyers de 
sired the walk-in, while 1.7 per cent of 
the dealers said that as many as 60 per 
cent of farm homes wanted the freezer. 
Another question on home freezers 
concerned with town and city users 
asked what capacities would be wanted. 
Here the largest number, 32 per cent 
said that capacities between eight and 
12 foot models would be most popular. 
The six cu. ft. model 
best by 20.6 per cent. It was noted that 
18.1 per cent favored the eight, and 
10.4 per cent felt that the four would 
be most popular. However, another 12 
per cent checked both the six and eight 
while still another 
group of 10.5 per cent checked both 


was viewed as 


root sizes, 


cubic 


the four and six sizes. Commenting 
on this answer, Truesdell said that 
there is a noticeable rise in dealers 


thinking as to the sizes that would be 
most popular. It was his opinion that 
this would increase even more in size 
as the industry developed. 

Dealers who wrote in comments re- 
garding the farm markets for freezers 
indicated that larger sizes were the 
dominant characteristic of the business 
it this time. Seventeen dealers said 
that they had a market for an upright 
type freezer. Thirteen of the dealers 
here said that farmers 
prefer lockers to home freezers, while 
| 24 dealers reported that the freezers 
| they had been selling were too small 

for their farmer customers. 

The Hotpoint marketing official in 
terpreted the survey to indicate an in 
creasing demand for larger sizes in 
and an established demand 
for the newer combination type refrig- 
“It is very possible that when 
production permits an unlimited sup 
ply of units that include freezing and 
refrigerator compartments, this type 
f box will supplant the conventional 
efrigerator as a family model,” Trues 


dell said. End 


commenting 


Ireezers, 


erators. 





QUESTION: IS IT YOUR OPINION 
THAT THE SALE OF A COMBI- 
NATION REFRIGERATOR-FREEZ- 
ER WILL LEAD TO THE SALE OF 
A SEPARATE FREEZER? 


YES ES OE 

No. of J to 

Responses Total 

Yes. 1,319 51.4 

No. 1,245 48.6 
2,564 100.0% 
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| 71 YEARS OF WASHER MANUFACTURING EXPERIENCE 
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PROVEN 
QUALITY 


Sells Sales 
‘That 
Stay Sold! 
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i ae voss BROS. MFG. CO. 
DAVENPORT, IOWA 
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Since 1876 
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Electric Water Heaters 


exclusively 
for 23 years. 


Your assurance of 


® Low first cost 
® Low maintenance 
® Customer satisfaction 


Thermogray Electric Water Heaters 
are backed by 23 years of manu- 
facturing experience and preferred 
for dependable performance by 
thousands of satisfied customers. 
Built entirely in Thermogray home 
plant to assure quality control. 


THERMOGRAY COMPANY 
JEFFERSON, IOWA 
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Ll a m 
| “ELECTRIC WATER COOLERS 2 


AT THE $M ait. 
REFRIGERATION AND Air. 


EXPOSITION 


INDUSTRY 
CONDITIONING 





CLEVELAND PUBLIC AUDITORIUM, CLEVELAND, OHIO, JANUARY 26-29 1948 


WELL BE LOOKING FoR YOU/ 


THE EBCO MANUFACTURING CO., COLUMBUS 8 OHIO 





Visit Booth 125. 17th Floor, American Furniture Mart 


, by 2 
Spa ih ling 
Tiew 


Irons all 
From Shirts 
to Sheets 
ow 
Elbow 
Control 
Both 


Hands Free 


a 


Exclusive 


Guide Springs 
Return lroned 
Clothes With- 
out Wrinkling 


~— 
Beautiful 
Design 

Light Weight 

Easy to Handle 


FULLY GUARANTEED. UNDERWRITER'S APPROVED 
A COMPLETE IRONER FOR ONLY 869.95 LIST! 
Dealers and Distributors write for prices, allocations and information 


To EMPIRE APPLIANCE COMPANY 
180 Lexington Avenue, New York 17, N. Y. (Factory: Cincinnati 2, Ohio) 
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CONTINUED FROM PAGE 64 = 


Utility Merchandising 


Of the 185 utility companies supply- 
ng information tor the current survey, 
178 companies reported on their own 
merchandising plans 
that 97 of the companies, or 54.5 per 
cent, plan to engage in the retailing ot 


Che figures show 


major appliances through their own 
sales forces, and that 81 companies, or 
$5.5 percent, will do no merchandising. 
These figures emphasize a trend that 
started some years back pointing to the 
gradual withdrawal of utilities from 
active selling. A year ago 57 percent 
were in the merchandising column; the 
year previous it was 62 percent. 

But merchandising or not, 51 percent 
of the reporting utilities plan to under- 
take sales campaigns on ranges, water 
Of these 95 
companies, 83 will campaign ranges, 79 


heaters or home freezers. 


will include water heaters and 58 have 
scheduled home freezers for campaign 
activity. 


Consumer Price Resistance 


response to the question, “Is con- 

ner resistance to present appliance 
price levels evident 7”, more than two 
thirds of the companies reporting re- 
plied n the affirmative (126 com- 
panies, or 69.2 percent). 


\s previously 


noted, this may have had some bearing | 
on the rather conservative estimates 
furnished of probable 1948 sales vol- 
ni 

\nother factor with a definite bear- 


ng on the same question 1s the response 
to the question, “Are 


liveries normal vet?” 


appliance de- 
Here, 175 com- 
panies, or 96.2 percent, said definitely 
that they were not, while only 7 com- 
panies, or 3.8 percent, declared them- 
selves satisfied with the present rate 
of deliveries. 


Range Problems 


Only two other points of information 

both concerning electric range and 
water heater distribution—remain to 
complete this summary. We wanted 
o know (1) to what extent increases in 
range wiring installation costs might 
be hampering the sale of both ranges 
and water heaters and (2) whether 
the plumbing trades were hampering 


| the sale of water heaters through elec- 


trical channels in the respective terri- 
tories. Both questions had been a sub- 
ject of some concern to the trade. 

\ total of 171 companies reported on 
average range wiring costs in their 
respective territories Of these, 66 
companies (39 percent) said range 
wiring costs averaged under $50: 77 
companies (45 percent) said wiring 
costs were between $50 and $75: while 
28 companies (16 percent) declared 
that these costs were $75 and over. 
Highest costs were registered in the 
Middle Atlantic and Pacific Coast re- 
gions. For the country as a whole, 
range installations averaged $54.34—a 
figure somewhat higher than pre-war 
averages. 

\ total of 175 companies reported on 
the plumbing trade situation and, of 
these, 144, or 82.3 percent, found noth- 
ing to complain about. End 
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| Manufacturers 
| Jobbers 


Dealers ; 


ft 
@ Line Cord Sets 
‘ 
‘ 


hee svrerecsss tet 





@ Cube Tap Extension Cord Sets 
@ Vacuum Cleaner Cord Sets 





@ Heavy Duty Power Cord Sets 8 
@ Heavy Duty Extension Cord Sets 4 
@ Heater Cord Sets R 
@ AC-DC Resistance Cord Sets 5 
Prompt delivery . top quality. Send N 
us your specifications and requirements § 
for prompt attention! i 
b, 

a A 

af 


We carry in stock for immediate delivery 4 
many types of wire and cable in gouges | 
of from 23 to 2, in addition to various } 


types of multi conductor cable for many 4 
A uses. ¢ 
I . 


4¥Our NEW catalog is now available — 
h for distribution. Write for your copy » 
1 today! 4 


COLUMBIA WIRE & SUP 
5736 ELSTON AVE 
CHICAGO 30, ILLINOIS 








Since 1929 


PROTECTING PROFITS 


FOR 


APPLIANCE DEALERS 
MASTERCRAFT 


(adjustable or slip-over) 


PADDED PROTECTIVE COVERS 


and 


CARRYING HARNESS 


for 


Refrigerators, Ranges, Round or Square 
Washing Machines, troners, Radios, 
Combinations, Heaters, etc. 


C OVERS now made with heavy 
green pocketing twill inside 
and out—lined with kersey 
(jute fiber on burlap) and 
quilted to give maximum pro- 
tection and durability. 


Mail your order now for 
prompt shipment. 


ALSO MASTERCRAFT 
FURNITURE LOADING PADS 


WRITE FOR PRICES 


BEARSE MANUFACTURING CO. 


3815-3825 Cortland St. 
CHICAGO 47, ILLINOIS 
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From Statuary 


To Kitchens 


“It all happened like this . . .” says 
“The Story,” and proceeds to tell how 
Mullins and YPS got where they are. 


Bern a good look at some of the 
gleaming white kitchens 

many modern American 
homes today. Then shift vour gaze and 
let it fall on one of the big metal 
statues which are still around as re- 
Well, 
it happens that a lot of those kitchens 
and most of 


which 
adorn so 


minders of a more ornate epoch. 
those statues are the 
product of the same company, which is 
now actually two companies, the Mul- 
lins Mfg. Corp. and the Youngstown 
Pressed Steel Co. The story of how 
Mullins got that way is told in a 
fascinating book ostensibly put out for 
the benefit of the firm’s employees, but 
of interest to practically anyone. It is 


called, simply enough, “The Story.” 
Attractively made up, it is full of all 
kinds of photographs, along with draw- 


ings of Mullins 
present, tantastic 

The story begins with two events: 
the entry of William H. Mullins into 
the statuary and cornicework business 
in 1882, when the firm of Thompson 
and Bakewell in Salem, Ohio, became 
3akewell and Mullins; and the launch 
ing, a few years later, of the business 
of the Youngstown Steel 
Roofing Co., embarked on a 
career that turned out to be strangely 
parallel to that of Mullins. 


products, past and 
and practical. 


Iron and 
which 


One Way to Beat a Depression 


Mullins weathered the depression in 
the 90's by expanding, introducing a 
line of metal boats which spread the 
firm’s name to such an extent that in 
spite of the “power of millions of dol- 
lars worth of advertising” in recent 
years, many people believe that Mul- 
lins still makes boats, not kitchens. 
Eventually the boat business dropped 
off, but long before that happened the 
firm had gone solidly into the auto body 
parts business. In 1904 it was reor- 
ganized as a closed corporation: the 
new secretary was Charles C. Gibson, 
who in 1919 became president when an- 
other reorganization created the Mul 
lins Body Corp. 

As the new indicated, the 
emphasis was on auto parts, and it 
stayed that way until merciless com- 
petition decimated the ranks of auto 
manufacturers and the survivors began 


name 


to install their own stamping plants 
At this stage of the game, instead of 
leaving quietly Mullins began to make 
use of the new art of drawing shapes 
from cold metal instead of stamping 
them from heated parts, and entered an 
other phase of metalworking, making 
washing machine tubs out of metal and 
covering them with porcelain enamel 
By 1927 the auto parts business had 
fallen off so far that the corporation 
was ready for its final change in name, 
to the Mullins Mfg. Corp. Five years 
later W. H. Mullins, chairman of the 


ELECTRICAL MERCHANDISING—JANUARY |, 


board, died, and C. C. Gibson added 
that position to his job as president. 
Although Mullins had managed to 
come through other depressions, the 
big one was not selective, and Mullins 
was caught along with everybody else 
downhill grind When 
Charles Gibson died suddenly of a heart 
attack in 1937, a1 
tee of the board oi directors realized 
that only 


in a long 


emergency commit- 
a bold move could save the 


‘company. Their decision to combine 


vith Youngstown Pressed Steel Co 
vas bold enough, and was soon con- 


summated 


What YPS Was Doing 


“Y PS” had started as a roofing busi- 


ness, but had a career as varied as that 
ot Mullins; by 1937 it had pretty well 
concentrated on pressed steel, a field 
in which it had done a great deal of 
development work which was rapidly 
coming to naught as a result of imita- 
tion by competitors To realize a sore 
need for a new product, YPS took its 
most important single step: it started 
turning out a steel sink, patterned after 
cast iron sinks, 
third as much. 


but weighing only a 


Whitlock, a veteran of 
the auto business, became president of 
the new firm. Drastic changes in pro- 
duction and methods 
were instituted after the influx of some 
new capital made them possible. Kitch- 
en equipment was decided upon as the 
product that Mullins would make and 
sell directly to the public under its 
own name. The push on this phase of 
the business took 
everything else, 


George E. 


merchandising 


preference over 
and it wasn’t long be- 
During the 
war, housewives were constantly re- 
minded 


fore it began to pay off. 


through national advertising 
that these kitchens could be theirs after 
the peace, and a steady stream of war 
contracts put the firm in a position to 
make improvements, pay off debts and 
think of expansion. It appears now 
that Mullins is content to let its future 
lie in the lap of the kitchen business; 
and to Mullins the future looks bright. 
—JAMES BOLGER 








This Proved CHILL-AIR 
Window Cooler Installed In 
Just A Few Minutes... 


AMAZING PERFORMANCE ... 
Years ahead in design engineering. 





| Ee 














27" wide @ 


16" deep © 24” high 
This sensational DeLuxe type window cooling unit is a mew design and a 
fast seller! Lowers temperatures from 10 to 18 degrees and cools | to 3 
rooms. No water connections required. Made of heavy gauge aluminum 
Silent in operation. Ideal for homes, apartments, offices, etc. In 1947 
many dealers sold from 100 to 1200 coolers. For bigger profits and quick 
sales, you build a dollar volume with the CHILL-AIR 


Inside View 


A few territories still open: Distributors write or wire. 


NATIONAL ENGINEERING & MANUFACTURING CO. 


519 Wyandotte Street ° Kansas City, Mo. 

















1948 





Wr. D ] / Do you have an elec- 


tric water heater to 
sell for $70.00 or less that will take care 
of the hot water needs in the average 
home? If not, either contact your dis- 


tributor about HIPUT or drop us a line. 


een Fo 


SMALLER STORAGE « r 


FAST GENERATION - 


ECONOMICAL HOT WATER 


ALL HOME REQUIREMENTS 


_........... 


HOT WATER GENERATORS 


= 


= HIPUT DIVISION 


RONAN & KUNZL, INC. 
MARSHALL, MICHIGAN 


WW 


44j 


sasetesers oF 
ZMODELZ| 28° \ 
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Here’s the 


Rival 















, In market after market Rival is first choice. Reason? 

4 ey A combination of swift selling appeal in design 

i along with a remarkable record of performance. 
/ wf 1 Today the Rival line is a buy-word among your cus- 
r ; \ tomers. They know the Rival name means top 
j 1 quality and a lifetime of service! You'll be amazed 
, fiopesyp ; how a display built around each product will 
' penetuas No 1 Juicer. New revolu ' create traffic and send sales up — way up! 
| wow et frutt ie position = no fom: Some of the RIVAL'Stars” 
\ bling! And, too one finger’ opera i <= — 

tion. Easy to extract juices, now - 


\ Patented Konvakone gets allthe / 
vice without the bitter rind / 


\ oil, seeds, and pulp $6. 9§ / 


\ Retail Price 
‘ Other Juice-O-Mats, retail # 
4 


prices $4.98 to $14.95 
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TWINCOOK Zuat Oat 


The only broiler designed to cook eggs, as well 
as meat, at the same time. Pouring lip, Han-D- 
Rak, and many other plus features! Made of 
hammerbrite finished heavy cast aluminum 


Retail price 


And Here's Powerful Sales Help! 


Rival advertising will be seen 76 million 
times this year by your customers 

Yes, the Rival line is advertised in Ladies 
Home Journal, Good Housekeeping, Better 
Homes and Gardens, Woman's Home Com 
Panion, American Magazine, and Parents’ 
Magazine. More than 76 million impres 
sions this year means bigger sales and 
profits for you. 


The most beautiful can 

opener ever made! No le 

vers, patented floating cut 

ter fully enclosed. Built 

for a lifetime of service. And 

how it sells... sells... sells! 
Retail Prices 


$4, 98 to $6. 95 


MANUFACTURING COMPANY | 
KANSAS CITY, MISSOURI | 











is backed by the greatest promotional campaign 
inthe company’s history this winter! 








Intensive trade and consu Magazine advertising, ad copy ideas, heating 
yiders, catalog sheets Cwspaper Mats and other sales materials are only a 
tew dealer-aids Palmer offers to build sound profitable sales for vou 
Wiite ¢ riptive literature. Dept. E. M. 4 
38 Years of Air Conditioning Leadership 
MANUFACTURING CORPORATION 
Phoenix, Arizona 
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volume of small washers can be 
maintained under changing condi- 
tions is a question, but the low price 
at which these washers are sold, 
even though their service is limited, 
should continue to be a market fac- 
tor. 

Electric ironers continue the 
trend established in 1940-1941 to 
increase in ratio of ironer sales to 
washer sales. For 1947 this ratio 
was one ironer to every 6.34 washers 
sold. In 1941 it was one ironer to 
every 7.29 washers, and in 1940 one 
ironer to every 8.29 washers sold. 
This is in line with the increased 
popularity of the washing machine. 
Ironers, however, are still in the 
stage where effort must be made to 
sell them, They are by no means yet 
in sight of the market which they 
should reasonably be expected to en- 
joy. Among established appliances 
it seems clear that there is no appli- 
ance on which increased effort and 
promotion on the dealers’ part could 
result in greater return than the 
ironing machine. 


OME freezer sales of 450,000 
for 1947 are less than the more 
optimistic producers in this field 
had counted on, and yet represent a 
growth that solidly demonstrates 
the public acceptance of this prod- 
uct. At this volume it is a substan- 
tial business and represents in its 
increase in number of owners and 
users, a basis for further regular 
expansion. Food shortages during 
the war gave this product a dramatic 
significance through the enormous 
amount of word of mouth advertis- 
ing from those people who were for- 
tunate enough to own one. This and 
the satisfactory record of operation 
have been in good part responsible 
for the sales record of 1947. Food 
may be as great a problem in 1948 
as it was during the rationing pe- 
riods. Victory gardens, it is thought, 
will come back. With even a prospect 
of food shortage, wholesale buying 
by the home will be again a factor. 
These are elements that can add 
very greatly to the demand for home 
freezers. 


VACUUM CLEANERS 


ACUUM cleaners went beyond 

all expectations in 1947, realiz- 
ing a total of 3,704,000 units sold. 
This perhaps may be taken as an 
indication of what can be done with 
other major appliances when selling 
becomes more effectively organized. 
As everybody knows, vacuum clean- 
er sales as a whole have benefited 
very greatly by the energetic direct 
selling that has been applied to this 
product. Perhaps more than any 
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other appliance, the vacuum cleaner 
has traditionally been a house-to- 
house selling job, and while only a 
part of the total has been sold by 
this method, the activity of the di- 
rect salesmen has benefited all vac- 
uum cleaner sales. With that type 
of energetic promotion not only in 
the house-to-house area but in store 
demonstrations and displays, there 
is every reason to expect that the 
vacuum cleaner volume will remain 
high. The vacuum cleaner pioneered 
the service of electric motor-driven 
devices in the saving of muscle in 
the home. There is every reason to 
believe that this type of missionary 
work, valuable to the entire line of 
appliances, will not diminish. 


RADIO AND TELEVISION 


T the top of the news on radio is 
the official RMA estimate of 
1947 production of 17,000,000 radio 
sets compared with about 15,000,000 
in 1946. For the year 1948 the radio 
industry has already set out to pro- 
mote a radio for every room, or four 
sets to a family. 

Television is beginning to seize 
the popular imagination as radio it- 
self did back in the early Twenties. 
At frequent intervals newspapers 
carry statements from broadcasting 
and manufacturing executives giv- 
ing a picture of the vast future of 
the television industry. Certainly in 
twelve months there have been rapid 
strides. During 1946 there were a 
total of 6,476 television receivers 
manufactured. Our total is esti- 
mated for 1947 at 165,300. This pro- 
duction has been sold only in certain 
areas of the country. According to 
Mr. David Sarnoff, president of RCA, 
the television audience reached by 
the end of 1947 was approximately 
40,000,000. Mr. Sarnoff also said in 
a statement of September 1947 that 
approximately 175,000 television re- 
ceivers would be in use by the end of 
1947, and by the end of 1948, a total 
of about 750,000. This confident 
forecast of market from such an 
eminent source is the best current 
picture of the possibilities offered 
by this market. 


TRAFFIC APPLIANCES 


HE only important classifica- 

tion of products on which we 
have a slight decline in production 
and sales in 1947 as compared with 
1946 is the traffic appliance. The 
decline in volume is in no instance 
great. Irons, which represent the 
largest dollar volume in this classi- 
fication, showed a fractional decline 
from 9,600,000 in 1946 to 9,400,000 
in 1947. The dollar volume increased 
because of the increased sale in au- 
tomatic irons and the decrease in 
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non-automatics. Clocks showed an 
increase in both units and dollars. 
Heaters and radiators showed a de- 
cline in units but a slight increase 
in dollar volume. 

The heater and radiator classi- 
fication, like the fan classification, 
is largely determined by weather 
conditions and such man-made sit- 
uations as coal strikes. Variation, 
therefore, due to these factors is to 
be expected. All of these declines are 
moderate and the totals indicate the 
underlying strength of the demand 
for these products. We find automa- 
tic toasters up for the year, thus 
responsive to not only the very 
strong demand for this product but 
increasing manufacturing facilities. 
In general, all automatic products 
show increases, indicating a very 
definite public preference for this 
type of operation and a willingness 
on the part of the public to pay the 
premium price demanded. 

In the appraisal of the future of 
this type of appliance we must take 
into account that an improved hous- 
ing situation may somewhat reduce 
the demand for these products. 1946 
probably showed the peak of the 
sharing of living quarters and peo- 
ple living in trailers and other im- 
provised dwellings. As larger living 
quarters are provided for more and 
more people, there will be a smaller 
demand for such improvised cooking 
arrangements as hotplates. More 
people will be able to install and use 
ranges. There may be in 1948 an- 
other decrease in the total sales of 
this type of product as was indicated 
in 1947, and for much the same rea- 
sons. The total business, however, 
will surely remain large and steady. 


“Service Reserve” of 5% 

Solves Callback Problem 

6¢Q@'INcE there are bound to be a lot 
S 


of service callbacks, free adjust- 
ments, etc., in all types of appliance 
merchandising, why not figure these as 
part of basic overhead, and compensate 
for them in advance?” That’s the way 
Ray Newcum of Newcum Refrigera- 
tion Sales & Service Company, Kirks- 
ville, Missouri, has solved a constantly 
serious problem in home appliance 
sales. 
Doing a volume in excess of $150,000 
in sales for 1947, Newcum maintains a 
large service shop which is equipped 
to completely maintain all appliances 
sold by the store, as well as furnishing 
commercial refrigeration 
conditioning 
conditioning 
other dealers, 


service, air 
installation, package air 
repairs, etc. Like many 
at the outset, Newcum 
found that much of the profit written 
up at the end of the month disappeared 
later on when non-paid callbacks had 
to be made to service the appliance, 
make adjustments, etc. Over the space 
of three years, Newcum kept records, 
and found that the average cost of such 
good-will increasing callbacks amount- 
ed to about 5% of the initial price of 
the appliance. 
5% of All Gross Sales 

Therefore, Newcum Refrigeration 

Sales & Service Company has created 
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a “5% service reserve’—a fund 
amounting to 5% of all gross sales, 
which has as its prime purpose paying 
the bills of service callbacks. “That 
may seem like a large amount,” New- 
cum indicated. “But actually, it amounts 
to an average of the 12 months of the 
year. Since we cover 18 counties in 
northeast Missouri, and often make de- 
liveries as much as 100 to 150 miles 
away, we have got to figure in expen- 
sive long-distance trips, overnight 
stays, etc., to be paid for. We could 
refuse to make such callbacks in order 
to maintain customer good-will, but 
our experience has been that quick 
satisfaction of all complaints or re- 
quests for adjustments is the best ad- 
vertising we can have.” 

Whenever such an occasion comes 
up, Newcum checks first to see whether 
the callback comes under the warranty 
on the appliance. If not, and the cus- 
tomer indicates unwillingness to pay 
for a repair call, the serviceman is sent 
out anyhow. Entire cost for his trip, 
including pay, gasoline and oil, over- 
night stay if necessary, parts, etc., is 
covered by the service reserve. 


Waste Space Becomes 
Fixture Department 


What was formerly “waste space” 
Appliance Center, 
\rvada, Colorado, has been converted 
into efficient sales space for lighting 
fixtures. 

An exposed 6-inch water pipe, con- 
nected with apartments above the store 
building, which was formerly an “eye- 
sore” along the ceiling, has been trans- 
formed into a simple overhead display 
fixture, for suspending a 40-foot dis- 
play board from the pipe in which are 
30 sockets for lighting fixtures. As 
plywood  ceiling-fixture 


on the wall of The 


shown, the 


panel has a separate switch and a full 
1rd for each lighting fixture so that 
any single one can be lighted up indi- 
vidually when the customer wishes to 
see it. Thirty fixtures are thus shown 
ilong the ceiling rack and another 
twenty on the wall 1mm dl itely behind. 
The store now sells between 350 and 60 
ghting fixtures per month because the 
mvenient display attracts consider- 
) ttention Wives and 
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“| HAD THE PERCULATOR CORD PUT ON A 
REEL TO KEEP IT HOT FOR A SECOND CUP.” 
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1948 TO BE BIG YEAR FOR 
BURKS DEALERS 


BURKS Water Systems are not only the most satis- 
factory water systems for Appliance Stores to handle, 
but the new BURKS 6 Point Sales Builder Program 
ties in best for each Dealer. 

All replies from National ads go to Dealers through 
BURKS Distributors. Newspaper and radio, direct 
mail and all sales promotion are keyed to work from i 
dealer headquarters. This intensified promotion pro- ; : . ; 

. os cep s ar h wi te BURKS Super Tur- 
gram, tied with “Life-Lok” and other BURKS exclusive bine Water System for 
features, assure a big year for BURKS Dealers in 1948. Shallow and Deep 

Write for Catalog and Dealer Proposition direct to— 


DECATUR PUMP CO., 51 Elk St., Decatur 70, Illinois 
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Neat from the customer’s side! User has 
catalog data at correct reading angle 

with both hands free. Binding in 1-inch 
sections permits instant pick-out and 
replacement. Each section has its 

place, cannot slide. To change sheets, 
you handle only | section; section 
instantly removed and instantly 

replaced. Order additional sections 
as your needs demand. 





Save Time, Temper, Money! 
Do you use loose leaf data in buying, selling, speci- 


A ys 
77 SIMPLE AS 
fying? Then you need EVER READY. Every cat- 
alog sheet is instantly available and in place. No 


delay, no annoyance, no chance to mislay any sheets o 
- \ 


or to miss related sheets and items. Each section “ 
holds one inch of punched sheets. Each section stays 
in place, yet is removed or replaced instantly 
Remove any single section for page replacement 
without disturbing the balance of the whole set. ~ 
EVER READY is lifetime built, handsome. Tens A. Open Section B. Replace sheet, 
of thousands in use. Order yours today! close section C. Repiace section 
=e oe oe ee ee oe ee ee ee eee ee ee ee es es ee ee oe ee 


ORDER TODAY! ALL SHIPMENTS EXPRESS t 

Geneva Mfg. Co., 421 Stevens St., Geneva, ii 
Gentlemen: Please ship me 

ona 7 EVER READY Holder. 15 in. wide 


2 in. tilt. Sturdy steel 


2 A lle 












Camnany 


2 in. deer 2 
dork green boked enamel. Capacity, 12 sec 


- An of 
tions. With wings and 2 sections: $5.65 Ea 


sections. 29 in. wide, 12'4 in. deep. Capac- a dantaeud cn nnaniaestinundaiengniinke 
ity, 24 sections. $8.50 Ea 
. City 
...-Add'l Sections, $!.00 fo 
NOTE: Check Kalamazoo 4-post (J, Ring Binder 3-post (9 


MONEY BACK GUARANTEE! 


Pres 
See eee Se Se eS eee ee ee ee ee ee ee oe ee ee 


i 
i 
----Ne. 24, like No. 12. With wings ond 2 i 
y 
t 
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STREAMLINED BEAUTY! Model 2127 
12.5 cu. ft. 
E Capacity, 
Fug bout 625 Ibs. 


XY 











PERFORMANCE-TESTED FOR 
CUSTOMER SATISFACTION 



















7 
HOME FREEZERS 


~ 


' 
‘ 


Wun 


\ 


AN \VAVAS VAST 


PRECISION-BUILT FOR LEADERSHIP AMONG TODAY'S FINEST FREEZERS 


Write for Technical Details and Sales Advantages 








| CHOICE TERRITORIES ARE STILL OPEN 
FOR DISTRIBUTORS AND DEALERS 











HEALTHFUL LIVING THROUGH FROZEN FOODS 


DEPT. E.M., 634 EAST KEEFE AVENUE, MILWAUKEE 12, WISCONSIN 











QUALITY HEATING ELEMENTS 
by 


MICACRAFT, 


Made from j 
Pure Imported Mica 








oe.) ‘oO. / 





AUTOMATIC IRON 
EFLEMENT 
ao Watts—110 V 


REPLACEMENT IRON ELEMENT STEAM IRON ELEMENT 


(to specification) 


PERCOLATOR 
ELEMENI 





REPLACEMENT 
HEATER ELEMENT 
660 Watts—110 Volts 








~— ——y 
REPLACEMENT TOASTER ELEMENT 


Appliance Manufacturers: Your inquiries are welcome 


MICACRAFT PRODUCTS, INC. 


701 McCARTER HIGHWAY 
NEWARK, NEW JERSEY 


One of the largest manufacturers of heating elements 
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OPERATIONAL FEATURES of the Lewyt vacuum cleaner were explained by an ex- 
pert, company president Alex M. Lewyt himself, at the recent sales conference for 
distributors held in the Mark Hopkins Hotel, San Francisco. 


Lewyt Will Double 
Cleaner Production 


At a five-day sales clinic held at the 
Mark Hopkins Hotel, San Francisco, 
Nov. 17-21, the Lewyt Corp. introduced 
its new bagless vacuum cleaner to 
Pacific and Rocky Mountain whole- 
salers and jobber salesmen. The first 
day was devoted to presenting the 
product and its accompanying promo- 
tional program to principals from the 
six western wholesalers who have been 
appointed distributors in this area, 
while subsequent days were given over 
to the training of salesmen. 

Plans to increase production of the 
Lewyt vacuum cleaner in 1948 by 100 
percent above the original estimated 
figure of 100,000 machines set last 
August when it was first introduced, 
were announced by President Alex M. 
Lewyt, who told distributors that pro- 
duction is being expanded on the basis 
of the excellent reception given the 
company’s product in the last three 
months. “This means,” he said, “that 
we intend to reach some time in March 
approximately 1,000 cleaners per day 
for an estimated total of over 200,000 
machines in the next year.” 


5,000 Women Demonstrators 


Walter J. Daily, manager of the 
company’s vacuum cleaner division, 
stressed the importance of the post- 
sale home demonstration plan—what 
the company calls the Lewyt “demi- 
call”, in building satisfied customers. 
The company first introduced the plan 
in September and is now in the process 
of training 5,000 women to act as field 
instructors. 

Che 1948 advertising and promotion 
program was presented by J. Nugent 
Lopes, director of advertising and pub- 
lic relations. The national campaign 
will include, in addition to national 
consumer publications, a heavy sched- 
ule in trade magazines and a 24-sheet 
billboard poster campaign which will 
be launched this spring, spot radio 
programs throughout the country, plus 
a comprehensive cooperative advertis- 
ing program in local newspapers. Mr. 
Lopes called the Lewyt floor demon- 
stration display the backbone of the 
sales promotion program. In addition 
he said that a window display program 
will be initiated this April. 

Western distributors for the Lewyt 
vacuum cleaner were announced by 
Mr. Daily as Sues, Young & Brown, 
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Inc. for San Francisco and Los 
Angeles; Harper-Meggee, Inc., for 
Portland, Ore.; Northwestern Auto 
Supply Co. for Billings, Mont.; Bintz 
Co. for Salt Lake City; F. B. Con- 
nelly for Seattle ; and Tull & Gibbs for 
Spokane, Wash. 


Flo English Ends Battle 
of the Housewares Shows 


Christmas, 1947, saw the end of one 
contentious situation in the housewares 
industry. Miss Flo English, who had 
been engaged in an amnual battle of 
dates and places with the National 
Housewares Mfrs. Assn. over their 
competing housewares shows, an- 
nounced her retirement from the man- 
agement business and, as a flourish to 
the peace treaty, turned over her op- 
tion on the Atlantic City Auditorium 
to the national association. 

“I have given careful consideration 
to the Show situation in the housewares 
industry as it now exists,” she de- 
clared in a prepared statement, “with 
the added cost of multiple showings, 
the hardships entailed by manufac- 
turers and buyers and the ill-will such 
a condition generates. 


Atlantic City Logical Place 


“Realizing that Atlantic City, with 
all its conveniences, is the logical place 
to hold Summer Housewares Shows 
that can do justice to this great indus- 
try, | have voluntarily relinquished my 
unexpired four year contract with the 
Atlantic City Convention Bureau with 
the proviso that they in turn make a 
contract with the National House- 
wares Mfrs. Assn., so that future 
Summer Housewares Shows may be 
held in the Atlantic City Auditorium 
under the auspices of one national as 
sociation. 

“This action on my part is entirely 
without remuneration or other bene- 
fits to me. 

“After devoting 15 years of untiring 
efforts to the housefurnishings indus- 
try, I believe my many friends will 
agree that I am entitled to an easier 
life of rest and travel. 

“This is my contribution to the Na- 
tional Housewares Mfrs. Assn. and my 
Christmas gift to the entire house- 
wares and appliance industries to which 
I add my best wishes for unity and 
success.” 
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Mierchandisin 


SUPPLEMENT 
P, nodmeda ° , 


@ APPLIANCES @ SPECIALTIES @ ACCESSORIES 
@ EQUIPMENT ®@ TOOLS @ INSTRUCTION 
@® PARTS @ MATERIALS @ REPAIRS 


FOR MORE SALES— FOR MORE PROFITS 


UNDISPLAYED RATE: 


Minimum 


$1.50 per line per insertion 
in small 


charge $6.00. (First line 
black face type.) Fractions of a line 
count as line. Discount of 10% if full 
payment is made in advance for 4 
consecutive insertions of undisplayed 


ads 


DISPLAYED RATE: 


$14.00 per inch per insertior act 
rate on request (An ad 
nch is measured vertically 
one column. There are 4 ¢ 
ct s to i ine ) 























Y Practically Sells Itself 


Y Allows More Profit per Sale 


Y Installs Easily & Permanent- 
ly—approved by the Under- 
writers Laboratory. 
(MINIMUM ORDER—25 UNITS) 

IMMEDIATE SHIPMENT 


MINES dl COMPANY 
4212 CLAYTON AVE. Mises ST. LOUIS 10, MO. 











_- S. ‘the ° a Prompt 
Quality Service 
Washing Machine & Vacuum 
Parts & Supplies for All Makes 
e Place one order Increase 
One Transportation Cost Profits 
One Dependable Source of Supply 
Write for FREB Catalog 
The C. W. SMITH CO. 


1313 W. Randolph St Chicago 7, 11. 


COIN-METERS 





Mechanical Coin-meters 
for Automatic Washers 


No Service - No Repair 


They Increase Your Business 
because 
They Always Work 


30,000 in use today 
10 - 15 - 20 - 25¢ 


BAESSLER METERS 


38 Sunrise Terrace 
YONKERS 3, NEW YORK 


FRANTZ MANUFACTURING CO. 





ie Been 5+ : 
e CLEVELAND 5, OHIO 




















“YEATS APPLIANCE DOLLY” 


Aluminum frame, caterpillar type “STEP GLIDES” for 
climbing steps, straight slide on back for easy loading 
in delivery truck, curved cross members for round 
water heaters. 
quicker because it is the ONLY APPLIANCE DOLLY 
WITH RATCHET TO TIGHTEN THE HOLDING 
STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 
2525 W. Kilbourn Ave., 


The NEW 


Handles all appliances easier and 





Milwaukee, 3, Wisc. 














MAT MATIC IRONS 


Official service 
Repairs - Parts 
Parts Price List On Request 
HOUSE OF APPLIANCE 


32-20 37th Ave. 
Long Island City 1, N. Y. 











SPECIALTIES 


Vacuum Bags, all types 
Mangle pads and covers, all types and sizes 
separate and combinatior 
is and covers; Washing machine covers 
» Textile Spec 
eland, O 


438 W 54th St 


Ironing board 


OVER 12,000 
WASHING MACHINE PARTS 


FOR ALL MAKES 
In New York State it is WYNAR’S for 


fastest delivery, quality merchandise at 
reasonable prices 


“GET THAT WYNAR BUYING HABIT” 


WYNAR PARTS & SERVICE CO. 
155 State St. Rochester 4, N. Y. 








This Where to Buy Sec- 
tion supplements other 
advertising in this issue 
with these additional an- 
nouncements of products 
and services of special 
interest in the merchan- 
dising and servicing of 
electrical appliances. 
Make a habit of checking 
this page, each issue. 
Departmental Staff, Elec- 


trical Merchandising. 




















+ & PAD co.’s 


COVERS 


pe HAVEN quit 


Paooed ¢ 


AGE, CLAIMS 
Eliminate OAM 





Speeds up deliveries 
One-piece, fits over 
back guard. Water- 
proof canvas outside, 
moleskin lined. Pro- 
tects all ports. Send 
for catalog of all 
appliance covers. 


Refrigerator Cover 
Adj. 4 to 10 Cu. Ft 


new HAVEN Qquitt & PAD (0. 


anufacturer 


One-Piece 
Pudded Range 
and Stove Covers 












86- 88 franklin St. New inaee 11 Cote, 


WASHING MACHINE 
FLEXIBLE COUPLINGS 








The machined brass bushing F-L-O-A-T-S 


One plece—no loosely connected parts. Dampens 
noise and vibration. Cushions starting torque. 
insulates between shafts. 


Available now in: 14” to 9 lengths. 
Phone Dorchester 2350 


FLEXIBLE COUPLING MFG. CO. 
6220 So. Ellis Ave. Chicago 37, Ill. 


















WASHING MACHINE PARTS 


“Any Part For Any Washer” 


Distributor for All 
Leading Manufacturers 


Write In 
For Complete Catalog 


WASHER SALES & SERVICE CO. 


10 Federal Street 
PITTSBURGH 12 


PENNA. 








One of the FRANTZ PARTS JOBBERS 
WRINGER ROLLS AND 
WASHER PARTS FOR ALL 
MAKES 


GENERAL WASHING MACHINE SERVICE 
758 South Ave. Rochester 7, N. Y. 





HOMAS TRUCK of Keckuk 


Thomas “Job-Suited” round corner truck. 
Ten sizes. Made with over 1000 different 
handles, boxes, shelves, etc. . . 
one of them “Job-Suited”’ to your 
business. Thomas also makes 
many other types of 2 and 4-wheel 
trucks, casters and wheels. 






Write for 
catalog 
MC. 


Thomas Truck & Caster Co. 
4818 Mississippi River, Keokuk, lowa 








The greatest im- 
provement in Foot 


Valves for high lift 


pumps in years. Flex- 


ible poppet can't leak 
Saves its cost in ser- 


vice many times over 


NOISELESS CHECK VALVES 


All position line Check Valves with 
Rubber Poppets. Ask for bulletin 501 


WHITE MACHINE WORKS 
FORT WAYNE 1, INDIANA 








OIL BURNER PARTS 


We specialize in a complete line of parts 
for all makes of space oil heaters. 

Send for our price list featuring 
safety float valves, fittings, etc. 
SARN-OIL BURNER SUPPLY CO. 
2877 S. ARCHER AVE. CHICAGO 8, ILL. 











WASHING MACHINE PARTS 
“For any and all makes” 


Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 


191 W. 7th St. St. Paul 2, Minn. 





Our 132 - page 
FREE °.:).2"; FREE 
Washing Machine & Vacuum Cleaner Parts 
Save money by ordering all your supplies 
from one dependable source. 
Quality, Service, Low Price 
MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicago 22, Ill. 
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The Cover... 





Shows some of the tools and equipment 
used in bringing together the statistical 
information contained in this 27th Annual 
Statistical and Market Planning |ssue— 
a Monroe Calculator, Ranally political 
map of the U. S., questionnaires, surveys, 
telephone, not to mention the unseen 
human element which includes coopera- 
tion from N.E.M.A.; E.E.1.; American 
Washer and lroner Mfrs. Assn; Vacuum 
Cleaner Mfrs. Assn; Bureau of Census; 
Radio Mfrs. Assn; R. E. A.; Broadcast 
Measurement Bureau; Fueloil & Oil Heat; 
Institute of Cooking & Heating Appl 
Mfrs. Assn.; 1945 Census of Agriculture; 
National Assn. Domestic and Farm Pump 
Mfrs.; Stoker Mfrs. Assn.; Steel Kitchen 
Cabinet Institute; 185 leading utilities; 
and individual manufacturers, distributors 
and dealers 
Base Map copyright, 


Rand McNally & Co., Chicago, R. L. #4751 
Kodachrome by Dave Rosenfeld 
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-G-E Rolls Back 


Prices 3 to 10% 


(In Fight Against Inflation 


RICE reductions ranging from 
| three to 10 percent on a wide 
irietv of consumer products includ 
electric ranges, refrigerators and 
lio and television receivers were 
nounced by General Electric Co. on 


kecember 30 and went into effect on 


anuary 1 
They afte approximate ly 40 per 
he company’s output, roughly 
1 dollars worth of goods a year 
it the consumer price level, and are 


save consumers an annual 





at a New York press 

ference on the same day that Presi 
nt Truman reluctantly signed the 
y-called “Anti-inflation bill,” G-E’s 


esident Charles E. Wilson described 
reductions as “purely one com 
iny’s effort to halt the inflationary 


iral.” He expressed a belief that in 
try must take the initiative in cut 
ng back prices and said, “It is our 
pe that these price reductions will 
the forerunner of many others by 


nies—including our sup 





er compe 


a 


Many Products Affected 


The reductions averaged over five 
percent on such appliances as self-con 
tained air conditioners, water coolers, 
vacuum cleaners, automatic blankets, 
lectric irons, automatic dishwashers, 
Disposalls, electric clocks, mixers, 

iffee makers, waffle irons, grills, heat 
ng pads, and oil and gas furnaces 
They also affected components which 

e company makes for other manu 

acturers, including fractional horse 
ver motors, fluorescent _ ballasts, 


ecialty transformers, small capaci 
irs, time switches, thermostats, and 
ippliance controls. Not affected were 
amps, which are already selling, in 
nany instances, at prices below those 
f 1940, and capital goods, a multitude 
f back orders for which will be com- 
leted and delivered in 1948 at prices 
elow current G-E levels 

Dealers and distributors with appli- 
nee stocks on hand or on order at the 
me the price reductions became ef 
ective would be protected against any 
ss, Mr. Wilson said. 

Main purpose of the reductions, 


announced suddenly, although after 





Refrigerators, 
cut. 


ranges, 
40% of output affected. Will 


telesets 


save consumers $50 million a year 


weeks of preparation and study, was, 
said Mr. Wilson, “to hit those items 
that affect the cost of living.” Again 
and again he reiterated a belief that 
the present national inflationary trend 
will, if unchecked, have disastrous 


consequences. Questioned as to his 
hopes for the success of the company’s 
program after the previous failures of 
efforts by other big companies, notably 
Ford and International Harvester 
Mr. Wilson said, “Maybe this is the 


time for it Maybe we have all 


learned by now that this building up 
of prices isn’t leading us anywhere 


except possibly to disaster.” 
Reduction of Profit No Motive 


While admitting that the price re- 
ductions would reduce General Elec- 
tric’s profit until and unless other 
manufacturers, particularly suppliers, 
also cut prices, Mr. Wilson empha- 
sized that such profit redu_tions were 
in no way included in the purpose of 
the action. Referring to past union 
attacks on the volume of corporate 
profits, he said, “We hope this will 
not be misconstrued as an attempt on 
the part of General Electric to reduce 
profits. As we have pointed out re 
peatedly in recent months, our profit, 
running at a rate of 6.8 cents on the 
sales dollar, is less than half the pre- 
war rate and much lower than the 
normal safe rate which we believe is 
necessary in the operation ot oul 


business 


The Inflationary Spiral 


“Like most Americans we have 
been increasingly worried at the prog 
ress of the inflationary spiral. 

“It is our conviction and belief that 
voluntary action and self restraint by 
individual citizens and companies can 
do most to reverse the tide of infla- 
tion. It needs to be reversed, not 
just stopped, and we hope and expect 
that others will join us, so that ma- 


terials and components purchased by 
us will be reduced in price, and that 
even further price reductions may 


follow.’ 
Prices Will Stay Down—lft 


“We expect to maintain these prices, 
provided no further increase occurs 
in our own labor costs or in prices 
ot components and materials which we 
purchase in so great a measure from 
others, and provided there is no fur- 
ther distortion of the material situa- 
tion through rationing or new alloca- 
tions,” Mr. Wilson said. “We hope 
to be able to extend such action to 
other product lines, as similar action 





is taken by our suppliers and material 
manufacturers.” 

He pointed out that G-E has made 
a consistent effort since the war to 


keep prices down. The company’s 
prices as a whole have risen only 38 
percent in comparison with 86 per- 
cent for all manufactured products, he 
declared. Costs, on the other hand, 
went up more than prices \s ex 
amples he cited average hourly wages, 


"2 


up 73 percent, and metals, up 57 
percent. 

In response to questions, Mr. Wil 
son declared that the price reductions 
were not the result of any lessening 
in consumer demand for G-E’s prod 
ucts. “We are making these reduc 
tions at a time of peak demand for 
our products,” he said. “Business 
needs no stimulation. . .This has 
nothing to do with any lessening of 
demand.” 


Some Effects Certain 


Whatever the effect of the reduc- 
tions on the nation’s inflation or on 
the policies of other manufacturers, 
G-E’s announcement was sure to (1) 
give the buying public some measure 
of comfort, (2) lay the onus for any 


further price increases squarely « 
the United Electrical Workers, and 
(3) leave the way open for a returt 
to higher prices without pricing G-! 
products out of the market in the 
event that government allocations or 
material rationing cuts the company’s 
production and _ thereby increases 


costs 























“LEAVE THE DOOR SLIGHTLY AJAR 





Crue, Kye 


SO THE LIGHT WON'T GO OUT.” 














The NATIONAL APPLIANCE AND RADIO PICTURE 





THE EAST 


By Robert W. Armstrong 





Reports of Business From 
ELECTRICAL MERCHANDISING’S Regional Editors 





THE MIDWEST 
By Tom F. Blackburn 





THE SOUTH 
By Amasa B. Windham 














FAR WEST 
By Clotilde Grunsky 
HE figures arrived at by divi 
the number of dealers into the 


number of domestic customers of the 
utility serving various western c 
munities are distinctly disquieting. In 
more than one case the dealer’s mar 
































they HE fat cats of the business thes« SLECTRICAL appliance and radio 
' , . ; ‘ 4 : ; ee averages less than 100 homes. Car 
layS are t istributors§ sales dealers in almost every section of . , ons 
| | tant } ; ] | ’ firm survive with no more custom 
net They are the boys who decid the South rolled up a record volume : ee < - . 
. ‘ = © P ¢ a.° than this?’ Nevertheless, there 
14% t i iether John Doe or Richard Doaks f sales during December. This survey, ; oa * 
. : : “ . ya ° been few failures reported from a 
gets the merchandise, and the way they made at the peak of holiday buying, , ie . , 
- = , : : g . : : part of the West during the past 
ire itting the stuff out has a lot iows that the great buying surge . , - , 
tail eal tt! “Re hich | ' October , months, and surface indications wo 
the re 1iers scratching their ead to vhnicn ve Lal last ctoper arm con . 
, , tend to make one believe that all 
v P well with the majority of these stor 
; 4 The answers are various. Althou 
aa only dealers handling major appliar 
, | were included in this study, vet t 
¢ oa } figures do include many stores 
‘ ‘ : | which the electrical department is ot 
te il cf | OFFi- ° ’ ' ns 
¢ ba | a minor part ot the merchanaisi 
é f | 
‘ | picture and is not expecte 1 to ca 
the overhead. Also it must be said t 
Beginning of a Trend there are shoals under some of t 
waters which do not show from t! 
¢ P aa “ 
: unruffled surface. 
\\ + | - . ~ e 
' 4c {) Perhaps the following report on « 
— t ditions in one western jobbing center 
~ vill indicate what is probably happe: 
= be ing elsewhere. Off-the-record talks 
f t t + 1 
- A vith the redit departments of a nu 
— ‘ ber of jobbers show that standard-l 
+ of iors \ e 
e — 8] dealers are for the most part pretty 
{) Tt sé kT " 
. ‘ sound. They were chosen conserva 
» ‘ ° P 2 " 
= = Mie tively from among the top cream 
i. the first place, and on the whole are 
, N\ now doing very well. Other whole- 
‘ that he want coe 2m : bt 1! 
salers handling good, but less we 
. 7 known lines have a larger number 
"4 ; untried and less substantial dealers 
’ i pee heir ol , +} > 1 ; a ¢ 
, I) the : HOW CAN | WORD THE ADVERTISEMENT SO WE WON’T BE COMPLETELY their books and ese are Mm 8 more 
: OVERWHELMED?” precarious position. One firm remarke 
that it did not seem to have an 
tat ° 
i “open” accounts left any more—that i 
woe practically every retailer was beins 
€ ( tr é e ° 
: we asked to pay cash befor delivery 
, ‘ . erstand what the basis for tinued through November, had not The jobbers are themselves to blan 
at ch , cati abated by Christmas time. In Birming for this in some instances, because the 
: : ' Binally [his is being written from Peoria, 1am and Houston, business was up have loaded the firms up with slo 
' , in Ill., a town of 120,000, about half way ilmost 20 percent over the same period moving merchandise, tying it in with 
are in a between St. Louis and Chicago last year; in Louisville an estimated wanted sales, or filling “blank check” 
De s and distributors there w increase of 15 percent was shown ders given during a scarcity long 
" ir that the big shots in Chicago while Jacksonville, Richmond and iter the need had passed. 
( é : 1 St. Louis are getting far more tha Charlotte registered gains ranging 
their are of appliances. How can a from slightly above last year’s mark to What is a Good Inventory? 
weeny He ( ago dealer advertise stuff for im- 10 percent increases. Only in New I 
cy mediate delivery when the same dealer Orleans were the figures on a par with, eal remsel ve ; ave not ha 
t . : . 5 oe 5 ‘ nough > > ty 1 what ft 
* ; in Peoria has his tongue hanging out? or slightly below the 1946 sales record enough experience to kn ~w what t 
I Slow can a guy £0 up to Chicago, buy balance of inventory should be at 
Pig 7. : : — . h ‘ haneht or col er nn 
1 refrigerator, bring it back home Deliveries Considerably Better ave not bought, Id, wisely. Mar 
} + \ 1 ‘ 
i ). ( with him on the same trip when he of them just do not know how to se 
a t t t at met anything heater than @ two Of course, it must be assumed that and grow discouraged just as soon as 
‘ set saaiiea ak aan increased prices had something to do appliances cease to move of themselves 
, ae with the gain, but the unit volume of One jobber said that it was not the 
Scarcity is Vanishing goods sold was greater in almost every high overhead (except for rent, whicl 
el electric ranges instance. The figures indicate also that is inordinately high) because the ten 
ae : ‘ Kris K e prepared f 5 that deliveries were coming in at a con dency of a firm in financial difficulties 
t ve gerator e over the earth there were numer- siderably better rate than at any time is to cut down expenses of all kinds 
ale ind these ments are just yps in Peoria that offered im- during the vear. On this matter of it is rather that the dealer is cuttin: 
anil ade » ‘fo tstanding te lelivery n agitator type deliveries, the South seems to have lown unwisely, neglecting the adver 
fay r Continued on page 20) (Continued on page 20) (Continued on page 21) 
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Scheduled Meetings 
NATL. ELECTRICAL RETAILERS 
AS 





Sheraton Hotel, Chicago, Ill. 
January 19-21 


5TH ALL-INDUSTRY 
REFRIGERATION & AIR 
CONDITIONING EXPOSITION 
Cleveland Convention Hall, Cleveland, 
Ohio 
January 26-29 


the LOS ANGELES WINTER MARKET 
1] Los Angeles Furniture Mart, Los An- 
n ge les, Calif. 
Jonuary 26-30 


8TH INT. HEATING & 
VENTILATING EXPOSITION 
’ American Soc. of Heating & Ventilat- 
ing Engineers 
Grand Central Palace, New York, N. Y. 
February 2-6 


48TH ANNUAL CONVENTION & 
HARDWARE SHOW 
: Penna. & Atlantic Seaboard Hardware 
Assn. 
Convention Hall, Philadelphia, Pa. 
February 9-12 


ELECTRICAL TRADE 
EXPOSITION 
North Central Electrical Mfrs. Club 
St. Paul Auditorium, St. Paul, Minn. 
March 1-4 


te NATL. MARKETING 

7 CONFERENCE 

lks Domestic Distrib. Dept., Chamber of 
Commerce of U. S. 

Jefferson Hotel, St. Louis, Mo. 

tt March 11-12 


CHICAGO STOKER EXPOSITION 
Midwest and Chicago Stoker Assns. 
Commonwealth Edison Assembly Hall, 

140 South Dearborn St., Chicago, Ill. 
March 11-17 


HARDWARE - HOUSEWARES - 
APPLIANCE SHOW 
N. D. Retail Hardware Assn. 
. Town Hall, Fargo, N. D. 
March 23-25 


r) 1ST ANNUAL ELECTRIC SHOW 
n Electric Institute of Boston 

Mechanics Building, Boston, Mass. 
April 3-10 


SPRING NATL. MARKET WEEK 
ng i St. Paul Auditorium, St. Paul, Minn. 
April 20-23 

17TH PACKAGING EXPOSITION 
American Management Assn. 


la Public Auditorium, Cleveland, Ohio 
April 26-30 


te cc 





INT. TRADE FAIR 
e i Toronto, Canada 
May 31—June 12 


rhe 19TH ANNUAL MEETING 
cl Radio Mfrs. Assn. of Canada 

“1 Royal York Hotel, Canada 

ies June 15 











Exhibitors Veto Two Week 
— Pacific Coast Market Plan 





overwhelming “no” vote was 
on the move to extend semi- 
annual market periods at the Western 
Merchandise Mart, San Francisco 

~ Mart exhibitors and manufacturers met 


+ 





ion to consider establishment of a two- 

erica eck market in place of the one week 

a market customarily held. Winter dates 

oe as previously scheduled will be from 
b. 2-7. 
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Industry Reports Predict New 


Production, Sales Records in '48 


NEMA, NEWA, EEI officials cite 
1947 gains. Donald foresees 25% 
rise in appliance production. 


The assembly lines of America’s 
electrical industry spewed forth more 
products in 1947 than in any previous 
year in history and in 1948 that pro 
duction should reach an even greater 
volume—despite a continuing shortage 
of many basic materials and a need for 
more and better salesmanship. 

Such is the sum and substance of 
year-end reports and predictions by 
spokesmen for the National Electrical 
Manufacturers Assn., The Edison 
Electric Institute, the National Elec- 
trical Wholesalers Assn., the Crosley 
Division of Avco Mfg. Corp., and 
Bendix Home Appliances, Inc. 


Boom in ‘47 


Over-all production of the industry 
last year was half again as large as in 
1946, 150 percent over 1940. Another 
over-all gain of five to 10 percent 
should be recorded this year, with ap- 
pliances setting the pace with a produc- 
tion gain of 25 percent, according to 
W. J. Donald, managing director of 
NEMA, who made the statement after 
studying statistics based on more than 
100 product categories. He pointed out, 
however, that among the “ifs” in the "48 
picture are the tightness of supply of 
sheet steel and the possibilty of some 
unfavorable development in the labor 
situation. As encouraging factors he 
cited (1) an electrical power supply 
expansion program, (2) a clearing ma- 
terials picture, with the exception of 
steel, (3) some continuing improve- 
ment in labor relations, and (4) an 


1 


increasingly effective interdependence 


movement within the electrical in- 
dustri 
Heavy contributors to 1947’s record 


appliance volume, said Mr. Donald, 
were the 1,225,000 electric ranges, rep- 
representing a 92 percent increase over 
the 650,000 units produced in 1946; the 
1,000,000 wz heaters, 82 percent over 
1946; the 3,750,000 electric refriger- 
1946; the 400,000 
than 16 cubic feet ca- 
pacity, 167 percent more than in 1946 
Totals for this year will be even 





ators, 6/ percent over 


Ireezers OF less 


greater 1,500,000 ranges, 1,200,000 
water heaters, 4,500,000 refrigerators, 
and an indeterminate number of 
freezers 


Power to Grow 


A review of the accomplishments of 
the power industry was provided by 
Charles E. president of the 
EEI, who said that the total output of 
electricity from all generating sources 
in the country passed 305 billion 
kw.-hrs., 25 billion above 1944, the 
greatest previous year, and 13 percent 
above 1946. Over 2,000,000 new cus 
tomers Came on the power lines in 1947, 


making the largest increase in any one 


Oakes, 


year in the industry’s history. Total 
customers at the end of 1947: 38,400,- 
000. About 500,000 more farms were 
added to the power lines during the 


year, bringing the total to 3,800,000, or 





1948 





68 percent of the nation’s occupied 
farms. 

About 2.8 million kilowatts of gen- 
erating capacity was delivered by 
manufacturers during the year. Ap 
proximately 2,000,000 kilowatts were 
installed and operating by the year’s 
end, but demand had increased in the 
same period about 4,000,000 kilowatts, 
leaving power suppliers no better off 
than they were before. In 1948, how- 
ever, says Mr. Oakes, expected addi- 
tions to generating capacity exceed 
5,000,000 kilowatts—and demand is 
only expected to increase some 3,225,- 
000 kilowatts. These additions will im 
prove the margin of reserves. Total 
new construction of all electricity pro- 
ducers is expected to bring capacity 
to more than 17,000,000 kilowatts 
within the next four years 

Average annual residential consump- 
tion of electricity increased 106 kw.- 
hrs. during 1947 to set an all-time high 
dational average of 1,435 kw.-hrs 
Average annual farm use rose to 
ahout 1,800 kw.-hrs. and commercial 
use reached a new high of approxi 
mately 7,500 kw.hrs. For 1948 Mr. 
Oakes estimates a 7.2 percent growth 
of load average for the country. The 
percentage of reserves for the country 
is expected to increase from about five 
percent to approximately eight percent. 


Sales Will Increase—If . . . 


Most pessimistic of all reports was 
that offered by E. B. Ingraham, presi- 
dent of NEWA, although he predicted 
that sales volume of appliance, appa- 
ratus and supply fields will increase “‘if 
all branches of the industry become 
fully aware of the importance of elec- 
trical interdependence and undertake 
aggressively to promote and sell all 
available products.” 

“The coming year,” he said, “will 
probably be a more difficult year than 
last because of the continuing shortage 


of major products using sheet steel and 
the possibility of still further restric- 
tions in the amount of available steel 
due to requirements overseas. Further, 
there is the possibility, if not the prob- 
ability, that time payment controls will 
be reestablished.” 

Still a third factor opposing a boom 
year in 1948 is, according to Mr. In- 
graham, the shortage of trained retail 
salesmen. “Today most salesmen are 
taking the easy way,” he affirmed. “ 

It is difficult to get dealers to con- 
centrate on sales and promotion on 
easy-to-get products. This, however, is 
something that must be regarded as the 
only sure way—and not an easy one— 
to step up sales volume in the face of 
continuing shortages.” He cited the 
advantages of the NEWA Sales 
Boosters, monthly selling booklets, in 
helping to improve selling techniques 


Television, a Prodigy 


The first billion dollar yearly sales 
mark for the radio industry may be 
reached in 1948, said Stanley Glaser, 
manager of radio and television for the 
Crosley Division of Avco Mfg. Corp. 
Television receiver sales alone will 
contribute $250,000,000 to that figure, 
Mr. Glaser said. This figure, based on 
anticipated production of 600,000 tele- 
sets, will represent a third of the dollar 
volume on sales of standard broadcast 
receivers and automobile radios. Mr. 
Glaser predicted that 75 percent of 
television sets will be table models. 

Frank recognition of the unusual 
character of 1947 production and sales 
was forthcoming from Judson S. 
Sayre, president of Bendix Home Ap- 
pliances, Inc. He said that 1947 busi- 
ness was abnormally good and he ex- 
pects the company will do a “normal” 
business in 1948. During 1947 the firm 
produced approximately 706,000 units 

609,000 automatic washers, 49,000 
dryers, and 48,000 automatic ironers. 

“We are confident that our business 
in 1948 will continue at a high level,” 
Mr. Sayre said. “In 1947 we wére just 
getting into the dryer and ironer busi- 
ness, with production getting into full 
swing during the second half. With a 
growing demand for these products we 
anticipate continued heavy sales next 
year. 
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San Diego Home Show is a Hit cm 





CROWDS OUTSIDE: Thousands had to walk a half mile or more from parking space 


or street car line to visit San Diego Electric Appliance and Home Show, but 135,000 made 
it. Free buses, right, could handle only fraction of crowd 
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on a regular sales talk coupled with demonstrations of washers and ironers. 





ENTERTAINMENT twice a day added to show's appeal. All talent was of local origin 
Radio station KUSN arranged all the entertainment, broadcast most of it 
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PRIZES: Twenty or more prizes twice each day kept up 





the interest. Bureau president O. G. Thompson hands 
prize to winner while Archie Marsden, left, waits with more 
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CLEVER WORKING DISPLAYS caught public's atten- 
tion. This mirror shows the inside of small washer while it 
works, catches eye of people at distance. 


JANUARY 


A SUCCESSION OF SALESMEN kept the crowds at this 
booth, holding their attention by dramatic demonstrations 
of a vacuum cleaner. 
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135,000 View Appliances 
At San Diego Home Show 


Sales boom as crowds brave rain to visit 10th 
Annual Appliance and Home Show . Free Admis- 
sion, prizes and entertainment boost attendance. 


Successful in fighting rainy weather, 
parking problems and inadequate audi- 
torium space, the Tenth Annual Elec- 
tric & Home Appliance Show drew 
more than 135,000 people to San Di- 
ego’s Federal Building in six days, 
Dec. 2-7, to view the electric products 
of more than 100 manufacturers. 
Sponsored by the San Diego Bureau 
of Radio & Electrical Appliances, this 
first post-war renewal of what has be 
come a city and county institution, 
stole the public spotlight for nearly a 
week, immediately jumped the sales 
of appliances in dealers’ stores, brought 
to the industry a new slant on the 
public’s current interest in electrical 
equipment. 


Bonanza Booth Sales 


Although heavy rains fell during 
four of the six days, and most visitors 
had to walk one-half mile or more from 
the nearest parking space, the people 
of San Diego city and county flowed 
constantly through the 43 exhibits 
sponsored by distributors and manu 
facturers, demanded and_ received 
countless product demonstrations from 
the dealers’ salesmen who manned the 
booths. Direct sales at the booths, plus 
the increase in retail sales by the deal 
ers throughout the city and county 
were estimated to total more than a 
million dollars as a direct result of the 
Home Show. One dealer alone re- 
ported the “sale” of twelve console 
radios—same model of the same brand, 
priced nearly $500 each—to people who 
came into his store, gave the descrip 
tion they had picked up at the show, 
and asked for delivery. 


The Market Is There 


Industry men at San Diego made 
two definite observations. First—any 
idea that the once appliance-mad pub- 
lic is now apathetic to electric goods 
is false; any appearance of apathy is 
due to the lack of promotion and bally- 
hoo on the part of appliance dealers, 
distributors and the rest of the indus- 
try. Second—while the public is no 
longer in a voluntary buying mood, it 
was obvious that the public could be 
sold when exposed to even a little of 
the pre-war type of specialty selling. 
Evident to visiting appliance dealers 
was that the “new look” in appliance 
merchandising—-a_ plain display of 
merchandise unattended or manned by 
a seated, sleepy salesman—received but 
casual attention from the public, whil 
the booths with demonstrations, sales 


men with a “pitch” and a flair for 
o ipel-clutching” were overwhelmed 
by the crowds. Proof could be had 


while many new products and new 
models, unassisted by special promo- 
tion, received only regular attention by 
the passers-by, two products drew 
crowds that blocked the aisles—one 
was a vacuum cleaner, the other a 
portable ironer, neither new and both 
in full supply for the last few months. 
But at each of these booths, a series 
of salesmen demonstrated and talked 
until their voices failed. 


ELECTRICAL MERCHANDISING—JANUARY 


By Howard J. Emerson 


What it takes to make an electric 
show tick is evident in the background 
of the San Diego Electric Appliance 
and Home Show. Behind the event 
that drew 135,000 people was a pattern 
developed through years of experience 
—in it were cooperation, coordination, 
planning, promotion and showmanship. 
It was made possible by the appliance 
and radio dealers, the wholesale dis- 
tributors, the electrical contractors and 
refrigeration men who make up the 
Bureau of Radio & Electrical Appli 
ances, and who have the assistance of 
the San Diego Gas & Electric Co 
Under the Bureau’s secretary-man- 
ager, J. Clark Chamberlain, with com- 
mitteemen O. G. Thompson, Archie 
Marsden, Bob Redfield, E. W. Meise, 
and Gene Cramer, the plans were ad 
ministered. The distributors and manu- 
facturers’ agents purchased the dis- 
play space. The utility’s advertising and 
promotion department, under Frosty 
Raymond, helped the Bureau sell the 
public on the show. Under Chamber- 
lain’s management, entertainment and 
prizes kept the show at a high pitch up 
through the closing hours. And, turn- 
ing the show from an inanimate dis- 
play to a selling power for electrical 
goods were the dealers and their sales- 
men who manned the booths. 

Earliest hint of the show's success 
was the announcement weeks prior 
that all display space had been sold. 
Under Chamberlain’s guidance, many 
exhibitors agreed to take smaller space 
so that more concerns could be repre- 
sented. In the allocations, preference 
was given to distributors and agents 
serving San Diego county. 

More than 1,000 dealers and dealer 
salesmen at one time or another par- 
ticipated in floor selling and demon- 
stration during the six days. Most 
distributors provided a schedule for 
their booths, rotating booth time 
among their dealers, arranging for only 
one or two dealers to be represented 
at one time in a booth. An average of 
five salesmen was present regularly at 
each exhibit. 


Show at the Show 


Emphasized from the beginning was 
the carnival spirit. The Electric Ap- 
pliance and Home Show was free to 
all—“Free Admissic., Free Enter- 
tainment. A Carnival Spirit in the Air 
—glittering lights, gay music, spar- 
kling entertainment,” the promotion 
stated. At strategic spots, accessible 
but out of the way of the exhibits, there 
were vendors of hot dogs, popcorn, 
soda pop, all well patronized. 

For entertainment, Clark Chamber- 
lain and his committee enlisted the 
cooperation of local radio station 
KUSN. The Bureau built a radio 
booth near the stage, provided the 
radio company with $500 and a free 
hand in selecting entertainment. To 
tie in with the community spirit of the 
show, all entertainment was of local 
origin, much of it was semi-amateur 
Although the quality varied, it was 


” 





home grown, home appreciated, and 
became an incentive for parents, 
friends and relatives of entertainers to 
attend the appliance show. Station 
KUSN broadcast many of the pro- 
grams, thus providing a day to day 
radio promotion for the show. 

The presentation of prizes was an 
important feature in drawing crowds. 
Twice each day, afternoon and evening 
at the close of the entertainment, about 
20 prizes were given by means of a 
drawing. These prizes were purchased 
and presented by the Bureau. In all 
cases they were small, a variety of 
traffic appliances and electrical acces- 
sories. The Bureau learned long ago 
the value of many small prizes rather 
than one or two large ones. As a 
supplement to the prizes offered by 
the Bureau, distributors and manu- 
facturers were allowed to donate 
prizes. These were given in the same 


manner, except that a short commercial 
accompanied the presentation. 


Promotion and Publicity 


Only a recluse could have missed 
the promotion and advertising which 
preceded the San Diego show. Before 
and during the event, 2 x 2 foot post- 
ers were displayed on every street 
car and bus in the county, as well as 
on the sides of waste cans on every 
San Diego street corner. A total of 55 
news stories was published in ¢ity and 
county newspapers, many with photo- 
graphs of special displays, special 
events, and all adorned with a pretty 
girl. On the day before the opening, 
one morning and one evening San 
Diego newspaper carried a special 16 
page insert with a special two-color 
cover. In it were innumerable news 
and feature stories on electrical appli- 
ances, electrical living, and_ strictly 
publicity stories about products which 
would be on display. More than half 
the pages were taken by the appliance 
dealers and distributors to advertise 
their products, 


Results 


Bureau officials, reviewing the show, 
felt that if it hadn’t been for the heavy 
rain, attendance, particularly from 
cities and towns throughout the county, 
would have been doubled. As it was, 
no more could have been accommo- 
dated in the only building that was 
available and plans for 1948 already 
call for securing larger quarters. 





A series of kitchen planning schools 
was held in Chicago Nov. 10-14, Nov. 
17-21 and Dec. 1-5 by Hotpoint, Inc. 
for dealers and distributors to acquaint 
them with developments in “personal- 
ized” electric kitchen installation plans, 
amplifying the course given a year ago. 

With sessions limited to 25 “stu- 
dents” individual attention by class in- 
structors was possible. The classes 
were under the supervision of Arnold 
Butler, kitchen planning director. 
Elaborate drawing kits and plastic ap- 
pliance models were used to develop 
these installations, and at the final 
meeting of each of the three schools 
dealers and distributors were shown 
three walls of a dummy room for 
which they were asked to develop a 





USE, DEMONSTRATION, AND DIS- 
PLAY of Hotpoint’s Disposal! are all 
made easy with this new display stand, 
introduced by the company as an answer 
to the old difficulty of getting a garbage 
grinder out where prospective buyers can 
see it and try it. 


Hotpoint Resumes Kitchen Planning Schools 


complete kitchen. After measurements 
were taken an appropriate installation 
was designed, with actual appliances 
being moved into the room and ar- 
ranged according to plan. 

The school course is followed up 
with a monthly bulletin issued by the 
Hotpoint kitchen planning department 
containing courses in digest form for 
those unable to attend the actual ses- 
sions. 

More than 6,000 such plans including 
blueprint layout and photographs of 
appliance models in position were made 
by the planning department, and are 
given to consumers wishing such in- 
formation. Each kitchen design is made 
to suit the taste and personality of the 
homemaker. 





THE ALL ELECTRIC KITCHEN looks 
good even on paper. Here the husband 
and wife look over drawing kit furnished 
by Hotpoint kitchen planning department 
so they can design their own “personal- 
ized” kitchen, using material supplied 
dealers and distributors attending the 
kitchen planning school this fall. 
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The fate of the world 


sits on this rug” 


NOTE: Paste this editorial in your hat. Re-read it 
as you start to shiver the next time John L. Lewis 
cuts off the nation’s coal supply. 


“Labor monopoly” will mean much more to you 
then. But if you are worried enough you will get 
after your Congressman to do his part now — before 
the shivering starts. 


“The fate of the world sits on this rug.” 


The men on the rug: John L. Lewis, President of 
the United Mine Workers, who made the remark; 
Benjamin Fairless, President, United States Steel 
Corporation; George M. Humphrey, Chairman, Pitts- 
burgh Consolidation Coal Company; Harry M. 
Moses, President, H. C. Frick Coke Company; 
Charles O’Neill, President, United Eastern Coal Sales 
Corporation; the late John O'Leary, International 
Vice President of the United Mine Workers; and 
John Owens, President, District No. 6 United Mine 
Workers. 

The place: Room 800, Carlton Hotel, Washington, 
D. C. 

The time: Last July during the “negotiation” of a 
new soft coal contract. 


The outcome: Another whopping increase in wages 
and the price of coal, another hike in the cost of 
living, and a “contract” which binds the United Mine 
Workers only as long as they are “willing and able 
to work.” 

Mr. Lewis was right. The fate of the world did sit 
on the rug. In fact, it sat at Mr. Lewis’ feet, for, as this 
editorial will explain and as the outcome shows, his 
power over coal is absolute. 

Without coal modern industrial civilization col- 
lapses. Without Mr. Lewis’ assent coal can not be 
mined. He has the nation and, in the years 1947-48, 
the world at his mercy. 

The Taft-Hartley Act, good as it is, does nothing 
to check this kind of monopoly. 


- JOHN L. LEWIS 
I 


The Taft-Hartley Act fails to protect the public 
in many major particulars. 


Here are some of them. 


1. Labor monopoly is promoted and protected by 
its continued exemption from the federal antitrust 
laws. Management has no such exemption and should 
not have. 

2. Industry-wide bargaining, a kind of second- 
degree monopoly, is left virtually undisturbed. So 
is union-wide bargaining which extends the power 
of national unions far beyond a single industry. 

3. Featherbedding, the art of getting paid for doing 
nothing, is left largely intact. 

4. The menace of having local utility strikes wreck 
the health and safety of a community is left un- 
touched. Postponement and persuasion are the only 
instruments provided to deal with strikes that would 
wreck the nation. 

My purpose in citing these omissions from the 
Taft-Hartley Act is not to belittle the act or its 
framers. They did a most courageous and construc- 
tive job. They made a real start toward restoring a 
workable balance in industrial relations in the United 
States, so far as the law can do it. But they have 
not completed the job. Among their omissions the 
two discussed in the next sections of this editorial 
stand out above all others. 


II 


The most serious Taft-Hartley shortcoming is 
its failure to deal with labor monopoly. 


Labor monopoly exists wherever a union is so 
strong that bargaining becomes a sham and the union 
virtually dictates its own terms. 


If an employer or group of employers secures a 


monopoly or anything approaching a monopoly, pros- 
ecution for violation of the federal antitrust laws 
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is in order. That is as it should be, for monopoly 
means death to economic and political freedom. 


But if a labor union secures complete monopoly 
control over an industry through control of its 
workers, that union remains above and beyond the 
antitrust laws. “The fate of the world sits on this 
rug.” By that imperial attitude John L. Lewis fully 
demonstrated how obsolete is the notion that labor 
unions are weak and, therefore, need exemption 
from the antitrust laws. Through the United Mine 
Workers, Mr. Lewis controls about 90% of the coal 
miners. (No company controls more than 5‘: of the 
nation’s coal output.) Wherever he sits he has at 
his feet the welfare of the whole nation. 


Great international unions exercise a comparable 
measure of monopoly control in other basic indus- 
tries — steel, transportation, and automobiles, for 
example. 


These labor monopolies can destroy the nation 
if they are not themselves broken up. Witness the 
plight of France. There the Communists have found 
in the great labor monopolies an instrument for shak- 
ing the nation to its foundations. 


Il 


The Taft-Hartley Act also leaves untouched in- 
dustry-wide collective bargaining, which is a 
kind of second-degree monopoly. 


When all or almost all of the employers in an 
industry get together with the union leaders to agree 
on wages and working conditions (that is called in- 
dustry-wide bargaining) they set up a monopoly 
control. It is a less concentrated monopoly than 
when the terms are dictated by either side, as Lewis 
dictates them in coal. But, nonetheless, competition 
is eliminated and monopoly control is established 
over wages, which are by far the largest element 
in the cost of production. It follows that public regu- 
lation of collective bargaining--which means the 
end of free unions and free management — is not 
far behind. 

Some employers defend industry-wide bargaining 
as their only defense against industry-wide unions. 
Other employers like it because it makes wages and 
hours uniform for their whole industry. 

For those employers who are forced into industry- 
wide bargaining in self-defense the road to relief is 
clear. Congress owes it to them and to the public to 
free them from the necessity of dealing with a mo- 
nopolistic union. The best way to do that is to 
remove the exemption of labor unions from the 
federal antitrust laws. 


THIS IS THE 64TH OF A SERIES 





To those employers who engage in industry-wide 
bargaining because they like it the proper answer 
is also quite clear. They (and the union involved) 
are maintaining a private monopoly which is offen- 
sive to the public interest. It should be prevented 
by law. 


IV 


Congress should finish the job of eliminating 
labor monopoly and industry-wide bargaining. 


In the course of enacting the Taft-Hartley law 
last spring the House acted to eliminate the exemp- 
tion of unions from the federal antitrust laws and 
to make industry-wide bargaining illegal. The Sen- 
ate, however, refused to go along. 

The principal reason advanced in the Senate for 
deferring action was that more knowledge is re- 
quired to legislate intelligently. To get the needed 
information, a joint Congressional committee was 
created. 


It is standard Congressional practice to stall off 
tackling a difficult job by creating a special com- 
mittee to study it. The new joint committee is not 
likely to prove an exception to this rule— unless 
the voters loudly demand of Congress that it get on 
with its job of protecting the public interest in the 
conduct of labor relations —a job which is nowhere 
near done. 


Helpful and effective as many of its provisions 
are, the Taft-Hartley Act does not face squarely 
the central principle of industrial relations in a free 
society. That principle is this: Neither employers nor 
organized workers, separately or in combination, 
shall exploit the public by establishing a monopoly. 


Do not let your Congressmen go to sleep on the 
job of solving that problem or hide from it because 
of fear. The perfect solution may be hard to find. 
But the problem can be largely solved by making 
organized labor subject to the federal antitrust laws 
just as management is now subject to them. If that 
problem goes by default your children and your 
grandchildren will really know what slave labor 
means. 





President, McGraw-Hill Publishing Company, Inc. 
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West Coast Power Shortages 
Delay Utility Promotion Plans 


Interim measures discussed by 
two associations; electrical liv- 
ing and adequate wiring stressed 


pe egg living and utility 
4 aid t the development of the 


dealers’ a at business were not 


overlooked during the Fall Planning 


Meetings t! Pacific Coast Elec- 
trical Ass and the Northwest 
Electric Lis Power Assn., but 
the edge was taken off by the pressing 
problems of the unusual demands be- 
ing placed on the el utilities and 
the needs for measur vhich would 
allow the industry to mark time dur- 
ing the period wer stringency 
Meeting at Fresno, Calif., Dec. 4 
and 5, the PCEA’s Business Develop- 
ment Sectior resented committee 
plans for 1948 at the same time rec 
ognizing that t electric industry in 
California vada at Arizona was 
facit gt ‘ f rt g costs, i 
adequate generating facilities, and at 
unpredicted demand for electric air 
heating. Three weeks before, meeting 


in Vancouver B eu the NWL&P 


Business Development Section devoted 
its plauning meeting to “what to do 
until the doctor yes,” admitting 
that forcef yusiness development 
was in actical hile the power 
shortage continued al in Oregon, 
Washington and British Columbia 
PCEA MEETING 

The arious mniimittees ot the 
PCEA |} trical Living Committee 
took the spotlight at the association's 
planning meeting. Under the chair- 


manship of Henry C. Rice, of So 
Calif. Edison Co., plans for the study 
of the electric kitchen, air heating 
and air conditioning, installation codes, 
adequate wiring, the home laundry, 
and the certified lamp program, were 
presented 


The Electric Kitchen 
The complete electric kitchen job 
for 1948 could not be realized because 


of shortages, said Bert W. Reynolds, 
G-E Supply Corp. He summarized the 


complete kitchen job as a program 
that makes it easy for the customer to 
buy the complete kitchen as a package 
—including the planning, installation 
and servicing. He said that there was 
a pent up demand for kitchen equip- 
ment that dated back 17 years, to the 
beginning of the depression. During 
the period of the war, “dream kitchen” 
advertising and publicity solidified the 
demand, but the selling of kitchens is 
an industry responsibility, he said. 
Most important right now is to de- 
velop ways of cutting down the time 
which elapses between purchase of a 
complete kitchen and the finished job. 
Mr. Reynolds supplemented his talk 
with a talk by Harold Hugo, West- 
inghouse appliance department, who 
outlined his company’s methods of sell- 
ing kitchen and laundry packages by 
means of a series of prepared kitchen 
and laundry layouts which the dealer 
can use in his layout 


The Home Laundry 


How the home laundry market has 
been increased by the introduction of 
the automatic washing machine and 
the automatic dryer, was presented 
by Paul Buhler of the Leo J. Mey- 
berg Co. He traced the introduction of 
automatic washers which now repre- 
sent 23.8 percent of the market in 
units and 41.3 percent of the market 
in dollar volume. He expected that 
electric dryers would represent a 
$15,000,000 business within the year. 

Looking at the adequate wiring pic- 
ture, Elbert Kramer, Westinghouse 
Electric Supply Co., stated that, from 
a dealer and contractor point of view, 
new homes which were wired to meet 
the certified wiring requirements would 
represent $670 compared to $283 for 
non-certified homes. 


Home Economist Training 


“The trick is in the training,” said 
Marguerite Fenner, PG&E, as she de- 





ELECTRICAL LIVING committee members of the Pacific Coast Electrical Assoc. 
pose at Fresno, Calif., where they presented their plans for ‘48. Left to right: E. W. 
Meise, San Diego Gas & Electric; L. H. Hruby, G-E Lamp, Los Angeles; Marguerite 
Fenner, PG&E, San Francisco; H. C. Rice, So. Calif. Edison; Bert Reynolds, G-E Supply 
Corp., San Francisco. 


PAGE 8 








PONDERING POWER shortage during the Northwest Electric Light & Power Assoc.'s 
meeting at Vancouver, B.C., are, left to right: Richard Hall, manager of B.C. Electric 
Service League; Ralph Gram, B.C. Electric; Pat Johnson, Pudget Sound Power & 
Light; W. A. Huckins, sales manager, Utah Power & Light; and Ralph Gale, Idaho 
Power Co. 


scribed how the utility home economist 
could become most effective. In pre- 
vious talks before the PCEA meet- 
ings, Miss Fenner had outlined a pro- 
gram for home economist departments 
and the formation of such a depart- 
ment. The logical follow-up, she said, 
is specialized training of the home 
economists so that they may do their 
work more effectively. Besides needing 
social poise, the ability to talk easily, 
interest in people, an alert, inquiring 
mind, and a sense of responsibility 
toward her work, plus a college edu- 
cation and the ability to cook, the 
home economist requires a thorough 
knowledge of the use and care of the 
appliances modern women use in their 
homes. She outlined a home econ- 
omists’ workshop, a training program 
which will be held in Los Angeles 
Feb. 19 and 20. It will be a parade 
of demonstration techniques to aid the 
economists in their work. Not only the 
utility economists, but those in the 
employ of dealers, distributors and 
manufacturers were invited to attend. 


NWEL&P MEETING 


At the planning meeting of the 
Business Development Section of the 
Northwest Electric Light and Power 
Assn. at Vancouver, B. C., the group 
decided to take advantage of the 
period of power stringency to study 
new forms of electrical usage, new 
trends in utilization development, and 
to broaden the scope of their organ- 
ization to make it more valuable to 
its allies in the electrical industry. 

The association’s electrical home 
bureau, under W. C. Mearns of B.C. 
Electric, made plans to study new 
electrical equipment for the home, 
including new designs in water heat- 
ers, automatic laundry equipment, 
electric bed coverings and disposals. 
The heat pump, electrostatic precipita- 
tors, bactericidal lamps and sunlamps 
will come under the committee’s study, 
as will a program by utilities’ home 
service departments to aid in the de- 
velopment of kitchens, laundry, and 
lighting. 

A dealers-contractors bureau of the 
association was announced. It was 
formed by merging with the former 
sales promotion bureau. The new 
bureau will advocate formation of 
local coordinating committees of all 
branches of the industry in each trad- 
ing area, using existing leagues or 
associations wherever possible, At the 
same time it will urge that utilities 
continue educational work among deal- 
ers and distributors in the fundamen- 
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tals of selling and store management 
and it will ask that utilities announce 
their programs to the trade more 
effectively by calling in all branches 
for consultation in setting up pro- 
motional programs. 

The association’s adequate wiring 
bureau, through its chairman Homer 
Bender, expressed the viewpoint that 
while power to sell is short, the time 
and money that might have been spent 
on sales promotion could best be turned 
to selling the public on demanding 
adequate wiring. This would provide 
the industry with sales insurance for 
the future, he said. 


Cory Raises Coffee Brewer 
Prices from 20 to 50 Cents 


The prices of four different models 
of Cory Corp. coffee brewers were 
raised anywhere from 20 to 25 cents 
in actions which became effective Jan- 
uary 1, the company informed distrib- 
utors recently. 

J. W. Alsdorf, president of the com- 
pany, said the increases were made 
necessary by increasing costs of both 
labor and materials. 

Model DNG went from $4.75 to 
$4.95. This is a two-to-four cup rub- 
berless model. Model DCG, a six-to- 
eight cup rubberless brewer, went 
from $5.75 to $5.95. Model DLG and 
DKG, rubber bushed types, went from 
$4.45 to $4.95 and $5.25 to $5.50, re- 
spectively. Several model replace- 
ment bowls were also increased. The 
Cory two-heat electric stove remained 
unchanged. 
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Correction 


The Kisco Co., Inc., St. Louis 
manufacturer of cooling and ven- 
tilating fans, including the Circu- 
lair, was inadvertently omitted from 
ELeEcTRLCAL MERCHANDISING’S De- 
cember 15 list of exhibitors at the 
National Housewares and Major 
Appliance Exhibit at the Interna- 
tional Amphitheatre, Chicago, Jan- 
uary 15-22. Kisco will be there, in 
booths 531-533; and the C & H Air 
Conditioning Fan Co., Atlanta, will 
be in booth 530 and not in 531 as 
listed. 
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Developed to virtually guarantee alert and progressive Amer- excellent, growing income throughout the questionable years 
ican Kitchens’ Dealers a steady, growing income through the to come. A plan that means increased sales, more kitchens 
years ahead. installed, greater profits for you ... at a time when your 
competitor may be crying for sales! 
®@ Better than an “endowment policy”... your Originated on a national scale by the makers of American 
rodels income gets bigger and bigger! Kitchens, the ASSURED PROFIT PLAN has been tested 
were and proved successful by many individual American Kitchens 
cents @ Better than any “‘straight-sale”’ program . . . Dealers. The plan is bringing these dealers good profits now, 
: Jan- it gets customers for you... keeps them your will bring them more and more money as time goes on! Make 
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DEALER DOINGS 





ALABAMA 


The Dendy-Mulligan Furniture Co., 
at the corner Bibb & Molton Sts 
Montgomery, has had its grand 
pening, with appliances strongly fea- 


tured. The store used to be known as 
1 


in 


the Montgomery Furniture Co. 
ARIZONA 
Walter L. Frisk has been named 
manager Electric Center, a branch 


vater’s mercantile organ- 
ization in Phoenix. Since 1945 he has 


the Gold 





an 


WALTER L. FRISK 


United-Rexall 


ig Stores system as merchandise 


CALIFORNIA 
a new record department 


Mighell in charge 
new $40,000 home of Berkland 
& Fox, | ited at the corner of S. T« 


Laurel Sts., Willows, was 


hed and is ww doing 
ss at the new site. The com 
ny andles General Electric appli- 


nd equipment 


CONNECTICUT 


ifter extensive reno- 
sabian’s Department 


Appl e store, 69 E. Main St, Meri- 
é The concern is headed by Levon 
H. Kassabian a is father, James 
Kassabia 
FLORIDA 
part of an expansion program 
it has been carrying out during 
t past vear, t Curry Electric Co 


Orland 4s announced the addi- 
taff of Harold Becker, 


formerly wit Sears in Syracuse, 
N. Y., as merchandise manager 
\ in ‘ rland », ( laude H. Wolfe, 


ance dealer, has modernized and 

larged his establishment at 19 E. 
Washington St. New display windows 
have been installed. 

Frank Sapp, former owner of Pass- 
a-Grille Electric Co., has purchased 
Gulf Beach Electric Co., St. Peters- 
burg Beach, from S. E. Petty and has 
moved his former business into a new 
location at 332 Corey Ave. He is 


IOWA 


¢ Nalec J ~ 


tion in Dows. Emil Frye, the owner, 
says that the lines he is handling are 
Norge, Arvin radio and small appli- 


ance iines, 


MICHIGAN 


Arthur Aiken has been burdened 
with a store, garage and barn full of 
merchandise. Reason—he expected to 
be installed in his new store long be- 
fore this. However, his new building 
has finally been completed, and the 
Aiken Appliance Store is now doing 
| ] 1 SS in Urbar lale 


MINNESOTA 


The Sandstone Radio Store at 
Sandstone has been sold by E. E. 
O’Brien to Charles Petersen of Askov, 
who will operate it as a sales and 
service store, in addition to his Askov 


store 


MONTANA 


a modernization 
Burr's department store, 
Butte, was completed with the formal 
opening of its basement facilities re- 
‘ently. The downstairs department 

rri appliance and 


The second step in 
program ot 


ries a household 


NEW JERSEY 


Arrow, 303 Monroe St., Passaic, 
has opened a new television salon, 
featuring several prominent brands of 
sets 


NEW YORK 

I » Stores it 

+ i nliat store it R70) 

adway Buffal ince 1901, has 
‘ i new it lowntown Bi 
lo at 22 N. Division St 
Kuperberg’s Radio Store, Albany 
stablished in 1929, is now in a new 
ation at 93 S. Pearl St 


“My shirt is being washed in a Be 
lix washes, dried in a Bendix drier and 
ironed in a Bendix ironer.” This 
vas the message written on a button 
istened to the undershirt of an em 
lovee of the Alhart Electrical Co. in 
Rochester. It—among other things 
elped to amuse the patrons attending 
the 11th annual open house of the firm, 
vhich is located at 1149 Culver Road 
Ay 1] 


\ 


1 it hel ippliances. 
\ formal reopening has been held 
for the North Side Furniture Hous 
r of uppliance store at 226 
North St., Rochester, for many years 
The place is doubled in size, and now 
is four complete selling floors. 
Times Square Stores Corp, has 
ypened a new $1,000,000 unit of its 
hain, which sells appliances and allied 
tems in highly specialized departments 
he new store is in Rockville Center, 


and has plenty of parking space. 


NORTH CAROLINA 


The Radio Record Mart wants 
everybody to know that it can now be 
found at a new location, 114 S. Tryon, 
Charlotte. 


OREGON 
The MecClarv Appliance Co., Co- 


t 


vased the Garnier Re 


rigeration Services ©. H. Garnier 
| remain with the new owners and 
ve as manager of sales and serv- 








ice. A complete line of frozen food 
cabinets, home freezers and ice cream 
cabinets will be handled by the firm. 

O. E. and W. C Kuhnhausen, who 
closed their appliance business during 
the war, have resumed business at 
2640 E. Burnside St., Portland. 


PENNSYLVANIA 


The Niederriter Co., Inc., State at 
18th Sts., Erie, wants it known that 
it has opened several new sound con- 
ditioned radio rooms in conjunction 
with its radio department. 


SOUTH CAROLINA 


The United Phonograph Co. of 
Charleston — “Everything in Home 
Appliances” — announces that James 
P. Condon has been made sales mana- 
ger. The firm is located at 462 King 
St., near Ann. 

The Freedom Trailer, for “washday 
freedom,” is a feature of J. B. Carver 
Electric Supply, 127 Eighth Ave., N., 
Nashville. What the firm wants is 
the privilege of coming to potential 
customers’ homes and doing their 
wash for them—an offer that should 
find plenty of takers. 


TEXAS 


The Dutton-Ross Appliance Co. 
has opened its second store in Green- 
village at 2316 Lee St. George W. Dut- 
ton and Sam S. Ross are co-owners 
of the firm. 

Bean Radio has formally opened its 
new home at 3205 Ross Ave., Dallas. 
Extensive remodeling was carried out 
before the firm moved from its former 


| o 7127 
location at 3133 Ross Ave 


UTAH 


The $15,000 remodeling job of Mer- 
rill Appliance Co., Salt Lake City, got 
under way in November. The building 
will be completely refurnished on the 
inside, feature a glass front, and be 
partitioned off at the rear for shops 
and storage. 


VERMONT 


New and larger quarters have been 
prepared for the Cross Radio Shop of 
Burlington. Therefore, the firm is for- 
saking its old location at 18 Church 
St. and taking up new residence at 
106 Church St 


Cellar Seminar 








VIRGINIA 


Letting us in on a family affair, 
Edgar M. Andrews, Sr., announces 
the association of his son, Edgar M. 
Andrews, Jr., with the firm of Edgar 
M. Andrews, electrical contractor- 
dealer of 1209 E. Main St., Richmond, 

In Roanoke, the Richardson-Way- 
land Electrical Corp., the “largest busi- 
ness, of its type, in the state of Vir- 
ginia”, is celebrating its 35th year in 
electrical merchandising with the re- 
opening, after alterations, of its Church 
Ave. store. During the four-day of- 
ficial celebration, $1,000 in merchandise 
was given away. 


WASHINGTON 


The G & G Electric Shop has re- 
opened in new quarters at 315 Fifth 
Ave., Olympia, according to its 
owner, J. Newton Grimm. The new 
building has a 30x35 foot sales room 
and a large shop in the rear for ap- 
pliance repair. 

The Carter’s Electric Shop at Ro- 
salia was reopened recently after com- 
pleting extensive alterations. Full- 
page newspaper advertisements an- 
nounced the opening. 


WISCONSIN 


New owner of the White Appliance 
Co. in Milwaukee is John J. Schupp, 
who has renamed the firm Schupp 
Radio & Appliance Co. Mr. Schupp 
was formerly connected with Wm. H. 
Tesch, Inc., Milwaukee radio distribu- 
tors. 


WYOMING 


The Maytag District Store 5 
moved to its new location at 1825 
Carey Ave., Cheyenne. Mrs. Irene C 
Harsch is in charge. 


(NOTE: Because of an increased volume 
of news, ELECTRICAL MERCHANDISING 
has found it necessary to omit the “Dealer 
Doings” department in the future, in order 
to make room for news and information 
of more general interest to the appliance 
field as a whole. This is the last issue in 
which “Dealer Doings” will appear.) 





ONE HAPPY HOUSEWIFE to whom Marshall Vancil (right), proprietor of the 
Appliance Arcade in St. Louis (See EM, July 1, ‘47, p.50), has sold a Frigidaire 


automatic washer makes many more. 
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Twenty-three women attended this recent 
post-sale demonstration. Results to date: three more sales, 20 good prospects. 
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LAKESIDE ALUMINUM COMPANY 


MENOMONIE, WISCONSIN 
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MODEL FM-3 high pressure, atomiz- MODEL FM-1 high pressure, atomiz. — 
. . . . . . . c 
MODEL FM-7 high pressure, atomizing ing type oil burner, available in ca- ing type oil burner, available jn ng @ 
type oil burner, available in capacities pacities from 1.35 to 3.00 gallons capacities from .85 to 1.35 gallons pound 
from 3.50 to 8.20 gallons per hour. per hour. per hour. 
a A TT —_— 
MODE 


Sellthe {& 
Ng Hy CO mplete itive of 





nace, available in 70,000 and 
105,000 BTU capacities. 





rg 


FAIRBANKS-MORSE 


ities 






ee 
sii 


Coal, Oil and Gas Furnaces... 





Stokers and Oil Burners 


The Fairbanks-Morse all steel, oil- 


fired, package-unit furnace, avail- 
able in 90,000 and 130,000 BTU 


capacities. 





j 
The Fairbanks-Morse all steel, oil The Fairbanks-Morse all steel, gas- The Fairbanks-Morse all steel, coal- 
or gas-fired boiler, available in fired, package-unit furnace, available fired winter air-conditioner. A grav- MC 
capacities of 400 and 500 stand- in 70,000, 105,000 and 140,000 BTU ity-enforced, warm air furnace avail- er, 
ing feet of steam radiation. capacities. able in sizes of 20”, 22”, 24” and 27”. tie: 
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MODEL D series hopper type com- 
mercial stoker, available in coal burn- 
ing capacities of 75, 100 and 150 
pounds per hour. 






MODEL AH hopper type anthracite 
stoker with automatic ash-removal. 
Available in capacities of 400, 600 and 
800 standing feet of steam radiation. 









MODEL H series industrial type stoker, 
available in coal burning capacities 
of 175 and 225 pounds per hour. 





MODEL B-15 bituminous stoker fea- 
tures high and low feeds of 9 and 15 


MODEL Z hopper type bituminous 
stoker, available in coal burning 
capacities of 30 and 50 pounds per 





MODEL N series industrial type stoker, 
available in coal burning capacities of 


pounds of coal per hour. hour. 






250, 350, 500 and 630 pounds per hour. 





NOW you can offer prospects any type of 
heating system they want...meet competition on 
any basis of quality, performance and service! 


HERE’S EVERYTHING a dealer in heating equip- 
ment needs to Sell! Sell! Sell! ... new in- 
stallations and conversions alike! 


COAL FURNACES with eye appeal that makes 
the precision engineering and high quality con- 
struction it conceals easier to sell! 










OIL BURNERS for almost every need—with 
capacities ranging from .85 to 8.20 gallons an 
hour! 


PACKAGED UNITS . . . heating and air-condi- 
tioning .. . for coal, gas and oil fuels! Modern! 
Colorful! Efficient! 





PLUS —a dealer set-up you'll like . . . advertis- 

ing that keeps on selling for you ...and a name 

the nation has known and respected as a symbol, 
of fair dealing and quality products since 1830 


STOKERS—domestic, commercial and indus- 
trial—for anthracite 
and bituminous fuel— 
to help you cover the 


field! 


















J 
See Our Complete Display 
8th International 
Heating & Ventilating Exposition 
Grand Central Palace, New York City. 
February 2-6. Booths Nos. 78-79. 


FAIRBANKS-MORSE 








A name worth remembering 


MODEL BD self-feed commercial type 
stoker, available in coal burning ca- 
pacities of 75, 100 and 150 pounds 


per hour. 


MODEL ZB self-feed bituminous stok- 
er, available in coal burning capaci- 
ties of 15, 30 and 50 pounds per hour. 
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15, 


—Fairbanks-Morse! 


Get in on this oppor- 
tunity while your terri- 
tory is still open. Write 
Fairbanks, Morse & Co., 
Chicago 5, Illinois. 





DIESEL LOCOMOTIVES 
DIESEL ENGINES 
STOKERS 

SCALES 

MOTORS 

GENERATORS 

PUMPS 


RAILROAD MOTOR CARS and STANDPIPES 
FARM EQUIPMENT 
MAGNETOS 





MODEL AB self-feed anthracite stoker 
with automatic ash-removal. Avail- 
able in capacities of 400, 600 and 
800 standing feet of steam radiation. 






KELVINATOR Refrigerators 


Kelvinator Div., Nash-Kelvinator Corp., 
Detroit, Mich. 


MM-48, FM-48, CM-48 Kel- 
vinator “Masterpiece” refrigerators, 
th top-to-bottom refrigeration. 

: “Masterpiece” mod- 
ned so that entire 
: rigerated: 8.5 


nvenient 
Capacity 
ent across 
caged frozen 


iless steel 


down door 


shelt; 4 ice 
uminum with 
nd tray re- 


-old-Mist Fresh- 
rculation of re- 
coils on compart- 
les protection for 
doors are self- 
i s larger volume than 
er crispers used. 
l-length door opens on full- 
mpartment; shel 


an ribbed glass. 


ves 





Two sets of refrigerating coils— 
the coils which maintain sub-freezing 
temperature of Frozen Food Chest 
also refrigerate central or balanced 


perating just above freezing refrig- 
erate glass-enclosed Freshener and 
tilt-out Fruit Freshener. 

FM-48 has same 8.5 cu. ft. capac- 
ity plus Fruit Freshener—retriger- 
ated from top to bottom; full-length 
door; 50 lb. Frozen Food Chest; 
twin sliding, glass-covered Crispers 
provide moist-cold storage space for 


20 qts. vegetables; adjustable Magic 
Shelf permits easy rearrangement 
vf space for tall bottles of bulky 
foods. 

CM-48, also 8.5 cu. ft. capacity 
plus refrigerated Fruit Freshener 
vith full-length door and full-length 
storage compartment has a side- 
mounted Frozen Food Chest with 
space for 40 lt frozen foods, etc.; 
3-fast freezing shelves; a large ca- 
pacity alumi meat-keeper ; 
Magic shelf vig, sliding, glass-cov- 
ered Crisper for moist-cold storage 
of 12 at. vegetables. 

DR-48 for small family buyers, 7 
cu. ft. capacity ; sidemounted Frozen 
Food Chest holds 0 lbs packaged 
frozen foods fast-freezing 
covered, sliding Crispers hold 13 
qts. vegetables and fruit 

SR-48 7 cu. ft. with center 
mounted freezer has 2 fast freezing 
shelves with 25 lbs. capacity; alumi- 
num chilling tray does double duty as 
defrosting receptacle; sliding porce- 
lain-enameled glass-covered Crisper 
holds 10 ats 
Electrical Merchandising, Jan. 15, 1948 


shelves; Magic Shelf; twin glass 
C 
j 


PREVORE Table Broiler 


Prevore Electric Mfg. Corp., 
Fulton St. at Clinton Ave., 
Brooklyn, 16, N. Y. 


Device: Prevore No. BTAPN de- 


luxe table broiler. 


Selling Features: Equipped with heat 


indicator; 2-heat glazed element; 
wire rack; 2-heat cord set; alu- 
minum gravy plate with gravy 
well; deluxe style with skirt tray; 
Bakelite trim. 


SURF Knife Sharpener 


G-M Laboratories Inc., 
4300 N. Knox Ave., Chicago, 41, lil. 


Device: Surf motor-driven knife 


sharpener for home or farm 


Selling Features: Sharpens blade at 


consistent and _ scientific angle; 
wheel rotates at 3500 rpm; travels 
1000-ft. per min.; sharpens only 
cutting edge of knife, wheel stops 
automatically if more than edge is 
pressed against it; white enamel 
heavy diecast case houses a 1/80 
hp. 60 cycle, a.c. motor; pressure 
panel switch starts and stops mo- 
tor; special compartment for stor- 
ing plastic covered cord when not 
in use; 34 in. high, 84 in. long, 
34 in. wide and weighs only 33 Ib. 
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———— 
TRU-HEAT Steam Iron 
Attachment 


General Mills Inc., 
400 Second Ave., South, 
Minneapolis, 1, Minn. 


Device: Steam-ironing attachment for 


General Mills Tru-Heat iron. 


Selling Features: Tru-Heat iron is 


easily inserted into steam attach- 
ment and is held in place by a 
hand-operated spring latch; stain- 
less steel tank holds a cup and a 
half of water; attachment’s sole- 
plate of polished forged aluminum 
with cast-in steam chamber; die- 
stamped aluminum stand provided 
to rest combination between iron- 
ing operations; when using attach- 
ment Tru-Heat knob is turned to 


“Hi”. (550 degs.), aiter short heat- 
ing time steam control knob is 
turned on and water flows into 
attachment chamber and is con- 
verted to steam which is emitted 
through steam outlets at toe of 
soleplate. 


Electrical Merchandising, Jan. 15, 1948 





LO-BOY Refrigerator 


The Paley Mfg. Corp., 
244 Herkimer St., Brooklyn, 16, N. Y. 


Device: Lo-Boy, table-high refrigera- 


tor to complete streamlined kitchen. 


Selling Features: Designed to go with 


sink, stove and other appliances, 
only 34% in. high; 3.5 cu.ft. net 
Capacity; automatic temperature 
control adjustable to 9 speeds; her- 
metically sealed unit 50 or 60 cycles, 
110 volt, a.c.; 7.8 sq. it. shelf area; 
porcelain interior with automatic 
lighting; white, baked-on enamel 
finish (d.c., odd cycles or higher 
voltage available on special order). 


Electrical Merchandising, Jan. 15, 1948 


v 


[o-—~ -— 


SA\AQQLITt Pere es 


FRESH’ND-AIRE Humidifier 


Fresh'nd Aire Co., 221 N. La Salle St., 
Chicago, 1, Ill. 


Device: New model 600 Fresh’nd- 


Aire humidifier. 


Selling Features: Uses “waterfall” 


action to filter, wash and moistur- 
ize air in homes and offices; com- 
pact motor drives fan blade and 
circulating pump; water from 3- 
gal. reservoir in base is pumped to 
top of unit and forced through a 
water distributing ring around top 
of unit—water then streams out 
through holes in ring falling 
through a fibrous filter; disperses 
13,000 cu. ft. washed air per hr.; 
pump forces never-ending stream 
of water down through filter at 
rate of 60 gal. per hr. 


cold compartment; secondary coils Electrical Merchandising, Jan. 15, 1948 Electrical Merchandising, Jan. 15, 1948 
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A Great 


New Idea in 
Merchandising 


ELECTRICAL 


MERCHANDISING—JANUARY 


is, 








Here’s a complete Radio-Phonograph-Television ensemble your cus- 
tomers can buy in easy stages. Each unit duplicates the styling of the 
other two. Buy one unit first .. . add the other two later on. That's the 
way it works. 

Sound merchandising? Sure! and here’s why:—television alone 
won’t satisfy your prospects. They want AM-FM radio and automatic 
record playing too. Currently, the price of all three combined in one 
cabinet is far beyond their ability to buy. But they can buy Admiral’s 
Matched Unit Ensemble . . . one unit at a time... and spread the pur- 
chase price out. 

Heavy inventory on radio-phonograph combinations without tele- 
vision is no problem either, when you handle the Admiral line. Admiral 
combinations CAN’T GO OUT OF DATE. The matching television 
unit can always be added later. See your Admiral Distributor now for 
complete details. 


1948 





COMMERCIAL CREDIT CORPORATION 


A Subsidiary of Commercial Credit Company, Baltimore 
MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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culation provides 400 cim air how 
and where you want it; outside air 
connection eliminates need for water 
to cool condenser allows humidity 
removed from conditioned air to be 
dispelled outdoors; quiet operation; 
14 h.p. air-cooled mechanism deliv- 
ers up to 11,000 cooling units per hr. ; 
mahogany wooden cabinet. 


Electrical Merchandising, Jan. 15, 1948. 


ELECTR 


APPLIANCE 


NEW PRODUCTS 


tribute outside air, room air or a 
combination of both. 
Selling Features: Equipped with Fed- 
ders airotor grill which directs cool 
air up, down or at any angle by 24955 
Indianapolis 7, Ind. easy twist of wrist; primarily de- || rh AA 
oe a ; y signed for window sill installation, || | 
a new models, RW200 and ts but directional control of air by | | 
plegeo airotor grill makes possible to in- idl lid 
stall them at any height such as in \ 
transom, high windows or other 
locations; soundproofed. 
Electrical Merchandising, Jan. 15, 1948 








NU-AIR Windofans 


Meier Electric & Machine Co., Inc. 
3525 East Washington St., 


Selling Features: Propeller mounted 
di rectly on motor shaft; no belts or 
chains, approximately one-third 
thinner; occupies less space; No. 
kW 200—20 in. model 294 in. wide, 
23% in. high, only 6 in. deep; adjust- + 
able to windows from 293 in. to 38 : ee 
in. wide; displaces 2500 c.f.m. No. ranging in size from 1590 to 4000 
RW240—24 in. model—36 in. wide, watts ; and 1-120-volt wall model, 

30 in. high and only 64 in. deep; dis- 1250 watts—known as the West- 

places 3200 c.f.m. Both models inghouse bathroom heater. 

equipped with 60 cycle, 110 volt a.c. 240-volt models styled to blend 

3-speed motors, complete with cord with any decorative treatment; Roller-Radiator. 

and plug; fully enclosed in pressed wall models designed to be mounted Selling Features: Plugs into any out- 
steel case, white, off-white or silver- in recesses cut in walls; the 120- let . heavy duty Mercoid pressure 
gray enamel. a ees se ee = oe control automatically operates be- 

Electrical Merchandising, Jan. 15, 1948 lg ME gen a espe oy tween proper pressure setting cut- 
cin cheuteen febde ting on and off until desired room 
. - neg Z temperature is reached; heavy duty 

Electrical Merchandising, Jan. 15, 1948 thermostat automatically cuts cur- 

rent off and on, maintaining even 

temperature; red pilot light indi- 

cates when radiator is on; needs 1 

qt. water every 3 months; mounted 


CORDLEY Water Cooler on full-swivel oversize casters 


Electrical Merchandising, Jan. 15, 1948 
Cordley & Hayes, 443 Fourth Ave., 
New York, 16, N. Y. v 


Device: Model HCS-10 hermetic 
water cooler with sealed-in refriger- 
ation system. 

Selling Features: Based on 90 deg. 


room temperature and 80 deg. inlet 
AMERICAN Power Tools water, will deliver 10.4 gal. 50 deg. 


American Floor Surfacing Machine Co., j water per hr.; pre-cooler system 
Toledo, O. can be easily and thoroughly cleaned 
TRADE-WIND Ventilator by hand with ordinary bottle brush; 
panels easily removable; joints sil- 

Trade-Wind Motorfans, Inc., 


ver soldered; sealed compressor and 
5725 S. Main St., Los Angeles, 37, Calif. 


motor oiled for life; satiny neutral 
; ‘ . rey lac finish. 
Selling Features: Speedy Spinner— — Super Clipper Type K kitchen oct Morchondi 
small flexible disc sander, sands, yorvmnaeg 


Electrical Merchandising, Jan. 15, 1948. 
scrubs, polishes, buffs, drills, etc.; Selling Features: Can be located 





ROLLER-RADIATOR 


Terminal Hardware Co., Wilmette, Ill. 


Device: Automatic steam-electric 





Device: American portable power 
tools—Speedy Spinner disc sander 
and portable electric saw for home 
and farm use. 


brush attachments available. 

Saw cuts wood, stone, metal, tile, 
compositions and even wired glass; 
motor develops 14 h.p. with blade 
speed 6500 rpm.; telescoping guard 
and trigger switch are safety fea- 


within a wall cabinet above range; 
complete package unit ready for 
installation; adjustable hood can 
be drawn out to pick up smoke and 
grease from entire range top; 
grille near ceiling also draws ex- 


CUPROMATIC Water 
Heaters 


Cuprometal Mfg. rg a) ~ ees 


cess heat from room; air filters New York 7, 


easily removed for cleaning are = +e am Models: 
provided for both inlets and entire i 
— p geen age | = — ; a? pr Copper yond is : 
: : ; - . : ai . hydrostatic test tank; a 
egies Get pea © gen 2s — 3 bee fags: type Lipper tabng 
bh sor nrevided with uncial cold water inlet and drain; asbestos 
+ a cael - _ 600 cfm covered, moisture-resistant wirin 
Bsc 7 ihe as sie twin thermostats ; double heating ele- 
Electrical Merchandising, Jan. 15, 1948 vei ments in models over 30 gal.; single 
elements in 15, 25 and 30 gal. 
v models; steel base; white enamel 
REMINGTON Room jacket; 15 gal. model table top de- 
Conditioner sign, 36 in. overall height. 


E A an. 15, 16 
Remington Conp., Cortlend, 0. Y, Electrical Merchandising, Jan. 15, 1948 


tures; 8 in. blade makes a 248 in. 
straight cut and will cut a full 2 in 
plank at 45 deg. angle. 
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Cupromatic water heaters— 
15 to 80 gal capacities. 


Device: Model 10 Deluxe room air 
conditioner, 


Selling Features: Room temperature 
is controlled by a 3-point master 
control—Ist position is off; second 
provides circulation, ventilation and 
air cleansing ; and third, cooling and 
dehumidification ; new “climate com- 

; FEDDERS pensator” provides increased air dry- 
Air Conditioner ing or increased air cooling as re- 

, quired; 2-stage ventilation and air 

The Fedders-Quigan Corp., Buffalo, N. Y. cleansing provides cleansed ven- 
tilated air, water-washed and dry 
filtered, guarding health by elimina- 
ting dust and pollens; V-V air cir- 


WESTINGHOUSE Heaters 


Westinghouse Electric Corp., 
Home Heating Dept., Emryville, Calif. 


Models: 9 new Westinghouse heaters. 
Selling Features: 3-240-volt floor 
models with built-in “Adjust-o- 
matic” thermostat control ranging 
in size from 2000 to 4000 watts; Device: Self-contained, 4 ton and 3 
5-240-volt wall models incorpora- ton room air conditioners, cool, d 
ting the same automatic control, humidify, filter, ventilate and dis- 
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’ 
4 
i 
' atures poor pa bo a | ad mmo easy reading at eye level; Superhet 4 
aan oo eM “ieee _ a circuit; beam power output; en- 
ae ane Fe I bl ob cae closed antenna and ground; ful | 
en eee See broadcast range 540 to 1600 kcs. 


CROSLEY Television M2\ - natural mahongany finish for 


M2M. 
Crosley Div., Avco Mfg. Corp., wee: , —_ ae 
Cincinnati, O Chinese Modern 123: -M5, has ° 
frequency ranges including stand 


i 


S8TA, brown plastic cabinet: 
58TL ivory; 58TC maroon and 
58TW ivory with clear Lucite re 
tractable carrying handle. 











No rd, 2-FM and 2-shortwave bands ; ; 
48-C] 12 push buttons; 8 can be preset for Electrical Merchandising, Jan. 15, 1948 
elli t Swing desired stations, 2 for phono-radio 
a-viev t tubs is AM-FM selection and 2 for shortwave bands ; + 
sut iti record mahogany cabinet, door opens to re- 
inge picture tube permits view- veal controls, record changer and 
g trom leit or right—special tube large partitioned record album com 
mounting swivels over a 60 deg partment; 3-post intermix selecto1 
angle; no television tuning control shelf phono; automatic record 
r vernier tuning device required changer, plays 10- or/and 12-in. rec- or 10-12 in. records; feather-light 
other tha annel selector; 4-po- ords in sequence; mahogany cabinet ‘let a aoe hire Di 
sition switch all use of televi has panels with reproductions of —— & as eee Se 
enteeen tor OEE. Geoms af ontieestin Cilseim saudi needle; changer in sliding drawer in 
i ght n tele \utograph, 1235-Pl simply sFOMt Of cabinet for casy gy per ek 
off television tubes stvled mahogany cabinet; 5-w uve 3-position tone control ; 4 in. é color 
ono is used, al including standard, 2FM and edge lit recessed slide rule dial. No 
lio amplifiers tor ? shortwave; polarized sound cham 72A-B cabinet of 7-ply blond prima 
teley , ree off rad ¥ vera; large compartment for record 
os ' en television or 1 ; Hennlewhite de Luxe 1235-PG in storage; roll-out drawers for radio 
grat e and allow $ sal uhogany or walnut cabinet with and record changer. , ° 
tone and \ ne control to be us Exed top: standard. broadcast, FM No. 472-A-C mahogany cabinet 
I rad t sion and phono; ind shortwave; automatic range posse ls oeagheccesbsr ee STROMBERG-CARLSON E 
: et "1 tary televicion wit itor tic intermix recor recor¢ aiDl Cc ) nent, . of 
er ' til be st hin a chatan ie Seen eet ' No. 472A-F, of English Regency FM Table Radios 
ti it ' , len, 16 1048 period design, mahogany ; large com- Stremberg-Corison Co., 
chas partment for record album storage; Rochester, 3, N.Y 
: 12-1 © roll-out drawers for radio and record aT ae 
a f Set has 7 changer Model: “Pioneer” models 1204-HI; 
t t 23 teler Electrical Merchandising, Jan. 15, 1948 -HB, and “Pioneer Special” 1204- 
( ich HME and HMG. 
ly t v Selling Features: AM-FM table ra- 
a dio with a swept-back dial and 
grille; 54 in. PM Alnico V speaker; 
I tr | baffle to prevent acoustical regen- 


eration; 2-frequency ranges; a.c.- 
d.c.; built-in loop antenna; power 
line antenna for FM; 4 controls; 
large baffle area; available in ivory, 
brown plastic; special model 
solid maple with simulated doeskin 
trim; or dark red mahogany wit 
red leatherette trim. 

Electrical Merchandising, Jan. 15, 1948 





HOWARD Radio-Phono 








v 
Consoles 
Howard Radio Co., 1735 Belmont Ave., CROSLEY Table Radios 
Chicago, 13, Ill Ciatiigiitie A Mtg. C 
> Pe reiger =e = rosley Div., Avco Mfg. Corp., 
nd Acousticolor Device: Model 88 TC AM-FM table 
ing Features: All models have 8 radio 

tubes plus rectifier AC superhet; Selling Features: Equipped with 7 
\M-FM low impedance “High Q” Crosley tubes plus 1 rectifier; 
STROMBERG-CARLSON antenna for AF reception and Dipole housed in American walnut cabinet 
Consoles antenna for FM; shock mounted 10 in. high, 15 in. wide, 74 in. 
4-gang tuning condenser with spe- deep; continuous tone control: 
Stromberg-Carlson Co., large full-view slide-rule dial; 2 


complete bands, 4 x 6 in. perma- 


Rochester, 3, N. Y ; D 
nent magnet speaker with Crosley 





fayflower, Hepplewhite 























r. WW ' = yh ; msole | ase. 
New V Chinese Modern Auto- ; 
graj Hepplewhite de Luxe radio- . 
1 FM, ZENITH Table Radio-Phono 
Se [ , flower, 121OPI , . , 
a “yes 77 Ml Pg my Zenith Radio Corp., 6001 W Dickens Ave., 
I s arn : ands ic-l H 
“Aer a ee : Chicago, 39, lil. 
PM A . speaker, large baffle 
ber suspension, a Model: “The Century” table phono 
i recore Changer plays radio with Cobra Tone Arm. 
iV- or 2-11 records sequence: ~ Ta: 
“er alle — Selling Features: “Dial Speaker” cen- 
t j nate tered in front permits use of full 
xi ' speaker and large, easily read dial 
ss H 1210PG in 18t by combining the two in single space 
haw Sd s J i \ . . . . 
Cont : sbinet: standare saving unit; Glide-Away cabinet top 
ad coumlete FM—acdih Fh fot slate shane ts srovide aani- permits free access for easy loading 
aaiahinds 5: Matos ion eamnen tn mum ease of tuning on FM hand: automatic record changer; plays 
i “teat ck mounted 6 x 9 in. elliptical Models: 58-TA; 58-TL; 58-TC and 12-10 or 10-12 in. records; extended 
re : seneiin ehramiy gue Howard PM speaker with large 58-T W plastic table radios. broadcast band from 535 to 1620 kes ; 
nates ave hand Alnico 5 magnet: 3-position Acousti- Selling Features: All sets feature built-in Wavemagnet; American 
use; automatic record chang color tone control with base-boost: newly designed speaker for fidelity walnut, mahogany or combed grained 
r 10-12 rd um power output; automatic rec- of tone and high undistorted output ; white oak cabinet. 
N \ 1210-M2 1 M2M 1 changer with capacity for 12-10 full view slide-rule dial, inclined for Electrical Merchandising, Jan. 15, 1948. 
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ELECTR APPLIANCE 


NEW RADIO PRODUCTS 


ing hour; a preselected program 
will go on at time set; includes a 
superhet receiver for broadcast re- 
ception and a Telechron alarm 
clock housed in an Ivory plastic 
and lucite case with contrasting 
dial and clock face; built-in loop 
antenna; broadcast band; controls 
include volume and station selector 
knobs, radio-alarm switch, time- 
setting knob, alarm-setting knob; 
operates on 105-125 volts, a.c. only. 
Electrical Merchandising, Jan. 15, 1948. 


AUDAR FM Tuner v 
Audar, Inc., Argos, Ind. 


Device: FMC-12 Telvar FM Tuner. 


Selling Features: Can be attached to 
any ordinary radio and provides 
full noise reduction and frequency 
range of FM broadcast; housed in 
leatherette cabinet; uses regular 
amplifying facilities of AM broad- 
cast receiver for volume; uses a 
new regenerative circuit and spe- 
cial new tube adapted from war- 
time radar equipment. 

Electrical Merchandising, Jan. 15, 1948. 









v 


I. ts SPEAK-O-PHONE Recorder 






Speak-O-Phone Recording & Equipment 
Co., 23 W. 60th St., N. Y., N.Y. 


Device: HR-48 dual speed home re- 


corder. 

Selling Features: Features combina- 
tion recorder, playback and public 
address unit; dual speed motor; 

r visual volume indicator; compen- 
BRYA sating tone control; radio input; 
ails headphone monitoring jack; ampli- 

. fier contains 2-7C7’s; 1-7C5 and 
1-7Y4 tubes 
: Electrical Merchandising, Jan. 15, 1948. 
STROMBERG-CARLSON v 


Console 


Stromberg-Carlson Co., 
Rochester, 3, N. Y. 


Model: “New Federal” No. 1220-PL. 

Selling Features: Cabinet in tradi- 
tional design; lift lid provides con- 
venient access to instrument panel 
and phonograph; automatic tuning 
with 6 station push-buttons; stand- 
ard and shortwave bands; 12-in. 
electro-dynamic speaker suspended 
in live rubber; a.c.; built in loop 
antenna; automatic record changer 
plays 12-10 or 10-12 in. records. 

Electrical Merchandising, Jan. 15, 1948. 





CROSLEY Console 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, O. 


Device: Model 148CQ console radio 
phono. 

Selling Features: New modern blonde 
cabinet features spacious album 
storage room; floating jewel tone 
system; 12-in. permanent magnet 
speaker with 12 tubes, 1 rectifier 
and 1 tuning indicator; 4 broadcast 
bands including FM with tuned 









€ : radio frequency stage on AM and 
p GAROD Clock-Radio FM; automatic record changer 
g Garod Electronics Corp., plays 10-12 and 12-10 in. records 
S 70 Washington St., Brooklyn, 1, N. Y. with automatic stop; separate on- 
} ; : off control allows the operator to 
; Device: Garod “Radalarm” No. 5RC1 turn set on and off without dis- 
n clock-radio designed to awaken turbing volume control; 6-position 
d listener with music. automatic electric push button sta- 
Selling Features: Alarm can be set tion selection. 

3. before retiring for the desired ris- Electrical Merchandising, Jan. 15, 1948. 
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BATTERIES 


BRIGHT STAR 


FLASHLIGHT 
BATTERY 









er sven 


mn 
Tue er, 


4 


Packs a big sales wallop wherever 
displayed even in small counter 


or window space. Attractive 3-color 


pop-up dispenser catches the eye 
and ready cash. Rigid box holds 
2 dozen fast selling Bright Star 
No. 10M metal top batteries. 


NATIONALLY ADVERTISED TO 51,771,633 READERS 


Write your jobber now 

for details of Bright Star’s 
big profit-making 
merchandise display deals. 


BRIGHT STAR 


BRIGHT STAR BATTERY CO., 


CLIFTON, WN. 3. 
BRANCHES: CHICAGO * SAN FRANCISCO 






















FLASHLIGHTS 





Cash in with the fastest selling 
metal flashlight on the market. 
Popular priced to sell on sight. 
Colorful new easel card 

holds 3 No. 57 2-cell Nickel 
Piated Flashlights. 98¢ 

retail, complete with cells. 
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The NATIONAL APPLIANCE AND RADIO PICTURE 
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THE EAST 
Cantinucd 

merchants But those same met 
wouldn’t have made those comments 
a few months ago. They may well 
indicate the beginning of a trend. De- 
mand is composed of readiness to buy 
as well as ability to buy. According to 
reports, time buying took no great 
leap forward when Regulation W was 
removed. The only tenable conclusion 
that many people just don’t want to 
huvefor a > a = toe of 
reasons Cert + that one of those 
t irrent high cost of 
iving, the basic struggle to keep roofs 
over their heads, clothes on their 


ent ind food in their stomachs. 


Some nsumers feel that appliance 
ri ure too high it too high in 
comparison with other products, just 

high. At least two manufacturers 
recently troduced new vacuum 


cleaner models 


at lower prices. 
Credit Run by Common Sense 


Sources of information in Washing- 
ton, Hartford, Boston, New York and 
Philadelphia have all reported that 
most appliance dealers have done their 
level best to maintain conservative 
time-buying terms. The general policy 
seems to be to stick to one-third down 
and 12 months to pay unless the sale 
will be lost. Then terms of 20 or 25 
percent down and 18 to 24 months to 
pay are offered. Some department 
stores have offered 10 percent down 
one even proposed nothing down—and 
as many as 36 months to pay. So have 
the mail order houses. But the spe- 
cialty dealer, depending on a finance 
organization, which sets the rates, isn’t 
going overboard. 

“A lot of ads have been run offering 
radios at no down payment,” says a 
Washington distributor, “and I think 
that the removal of Regulation W has 
helped the sale of radios and television 
receivers. However, there are very 
few specialty dealers offering very low 
terms.” 

“When W went off there was a 
little flurry for a time, but I wouldn't 
say the volume of buying has increased 
very much as a result of its removal,” 
declares a New York wholesaler. 
“There has been a gradual, long-term 
increase in time buying, but this started 
before W died. Dealers have been try- 
ing to hold to big down payments.” 

From Boston a distributor reports: 
“There hasn’t been as much of an in- 
crease in time-buying as we thought 
there would be when W was killed. 
There hasn't been any real time or 
term advertising to amount to any- 


thing. Everybody is waiting for the 
other guy to start the ball rolling. 
However, if W comes back you can 


look for violations. Dealers who were 
willing to play along during the war 
because it was the patriotic thing to do 
won't take kindly to regulation in 
peacetime.” 


Santa Came to Town 


Christmas business was good, say all 
informants. One Philadelphia dis- 
tributor even said, “It was so good 
that we now have four warehouses for 
rent; we were just cleaned out. We 
got calls from more dealers and more 
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ume in than I'd ever seen in the office 
before.” 

This good Christmas business was 
reflected in radio sales, according to 


several sources. Some of them re- 

irted being cleaned out of radios en- 
tirely. Only one dissenting voice was 
heard—from a New England dealer 
who said that radios were moving 


well “except for those between $79 and 
$199. People seem to want either 


cheap table models or high-priced con- 
soles, nothing in between.” Another 
lower New England dealer said that 
cheaper radios sold well, but that 
higher bracket models were often 


passed over in favor of telesets. 

Freezers seem to be selling slowly, 
but steadily, according to reports from 
Philadelphia, Massachusetts and Con- 
necticut. Washington finds them very 
slow. 


Fragments of the Supply Picture 


The supply situation is character- 
ized by near unanimity of agreement on 
several items. Automatic toasters, mix- 
ers, waffle irons, and sandwich toasters 
are sore subjects with nearly all deal- 
ers. Those who a few months ago re- 
signedly reported supply as poor, now 
merely make explosive sounds of dis- 
gust or rage, depending on their tem- 
perament. 

Philadelphia reports that refriger- 
ators are “very low,” ranges are “rot- 
ten,” conventional washer deliveries 
“are still lousy; can’t begin to match 
the demand”; dryers are “not too bad; 
we have to sell ’em, but promotion on 
them is picking up”; Washington says 
refrigerator deliveries are about the 
same as they have been; ranges are 
either “short” or “worse”; conven- 
tional washers are “short”; automatic 
washers are reported “in free supply”; 
dryers aren’t piling up in inventories, 
“but quick delivery can be made”; 
ironers are “still scarce.” 

New York finds that refrigerator 
deliveries are about the same as they 
have been for the past four or five 
months, that range shipments are 
“scanty”, that conventional washers 
are in “poor supply,” and that ironers 


Stroboscopic Scratch 





AS THIS PICTURE SHOWS, you can 
drop a tone arm with Duotone’s new 
shockproof phonograph needle without 
injuring either the needle or the record. 
A nylon bumper in the needle takes up 
the bump. The needle sells for $2.50. 


are a “little better, the best in three 
or four months.” 

Connecticut finds refrigerator de- 
liveries about the same as in past 
weeks; ranges are “fairly good” or 
“improving a little’; one dealer has 
plenty of conventional washers, an- 
other says they are extremely short, 
but he now has one on the floor for the 
first time in three months; automatics 
are plentiful; ironers seem to be 
shorter in deluxe models than in stand- 
ard models; dryers are improving. 

Massachusetts finds that both re- 
frigerators and ranges are in short 
supply although “secondary ranges” 
are backing up; conventional washers 
are in short supply in some instances, 
are backing up in others; automatics 
are “better”; dryer supply is “nip and 
tuck; you get ’em and sell ’em;” iron- 
ers are short. 

Television station WBZ goes on the 
air in Boston on March 1 and local 
dealers and distributors are readying a 
big whoop-de-doo to make the city 
video conscious. 





THE MIDWEST 
(Continued ) 





washers, hitherto as scarce as gold 
item. One dealer declared that he had 
shipped 15 machines to a brother mer- 
chant in Springfield, Ill. Automatics, 
of course, are available, but at a price 
that will take a lot of earnest selling 
to catch these callous-handed workers 
in Peoria town. 

The truth is, the fat seems to be 
mostly off their ribs down here and 
they are living on wages and buying 
on time once more. One of the phe- 
nomena of this area is the huge number 
of people who are building their own 
houses in the 15 odd villages that sur- 
round Peoria. A Peoria building and 
loan association has more money out 
on houses in these hamlets than it has 
on dwellings in Peoria proper. 

In a battle to fight the high cost of 
construction, these workmen for the 
Caterpillar, Hiram Walker whisky 
and other plants will buy a lot, have 
their foundation put in, and work to- 
gether on the weekend in the old- 
fashioned barn raising manner. They 
string their own wire, put on their own 
roofs and paint their houses with spray 
guns, ELectricAL MERCHANDISING has 
reported in the past on how farmers 
did a lot of their own work, but this 
is something new among factory work- 
ers. 

In the small appliance field the iron 
situation is O.K., but toasters are a 
bottle neck. Pop-ups are scarce and 
in demand. There is a great buying 
of all the mixers that can be had, not 
as gifts but to women who have been 
champing at the bit all during the war 
years and want them to make cakes 
with, 


What They Buy 


Comforters and electric blankets are 
very popular items, especially with old 
iolks. 

In Peoria, four out of five sales are 
being sold on a finance basis. 

Incidentally, the cooler the room the 
better an electric blanket works. Some 
stores don’t recommend blankets 
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where the room temperature is 65 deg. 
or above (See p. 22). 

From a distance, television doesn't 
look so good to the Peoria boys. The 
experts figure that on any sale to an 
ordinary family they would have to 
take the console as a trade, to make 
room for the television set if for no 
other reason. The 25 percent mark-up 
doesn’t allow 10 percent for a sales- 
man and enough to cover a trade-in as 
well. They say all very well as this is 
a pioneer market, but there is going to 
be that hurdle to get over and the 
margin is too short on a pioneering 
item. 

Good salesmen in Peoria want $60 
a week now and at least a 10 percent 
commission against it. They like it 
where the boss chases up a lot of pros- 
pects for them to knock over. Very few 
outside calls have been made in Peoria 
so far and most of the selling is indif- 
ferent to poor compared to pre-war 
standards. The boys simply are soft 
and not a bit fast on the uptake. Two 
or three questions and they become 
rattled and confused. If you want any- 
thing you can take it away from them, 
but that is about as far as the battle 
goes. 

The pioneer specialty salesmen of the 
20’s and early 30’s would turn over in 
their graves if they could see what is 
c lled selling today. 


In Love with Dryers 


Home service girls tell Evectricat 
MERCHANDISING that they like dryers 
very much, and wish that they would 
hurry up and get some more of them. 
Dishwashers make a hit with them, 
especially with those who are married 
and are trying to keep house on the 
side. It’s the working wife who is go- 
ing to make the big opening for the 
dishwasher (more on p. 22). 

The mechanical condition of appli- 
ances that are coming through is dis- 
tressing to Peoria deale:s. The ratio 
of about one item out of four having 
something wrong with it holds good. 

Generally speaking, in an advertis- 
ing way, there hasn’t been enough copy 
printed on appliances to put in your 
ear. As long as dealers can move them 
out without any effort they have sat 
back on their hunkers and raked in 
the shekels. Bit by bit their back 
orders are coming in, and the first 
thing they know they are going to 
have a full house, no salesmen worth 
mentioning, and competition breathing 
down their necks. The margin that 
should have gone for advertising has 
been tucked away in their jeans. In 
Peoria, as elsewhere, it looks like a 
lot of retailers are going to have a 
horrible awakening. 





THE SOUTH 
(Continued) 





fared better than other sections, as far 
as “tie-in” buying was _ concerned. 
There may be exceptions, of course, 
where the distribut - demands that the 
dealer buy a quantity of slow moving 
merchandise in order to get the faster 
moving items, but the practice was not 
evident to any extensive degree. 
Distributors apparently were sending 
out equipment as fast as it came in, 
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his volume and turnover. Some of them 
istributor in Jacksonville summed it are mistakenly trying to carry their 
this way: “Most dealers down here own paper without sufficient capital to Stent Grou Ghocuntenser‘eckie! User bes 
e a hardy lot. If we tried to make _ finance a banking business. These firms canines dele at correct reading angle 
m buy stuff they couldn’t use, they’d still look sound enough on the surface with both hands free. Binding in 1-inch 
st tell us to go to hell and concentrate and most of them will last safely Re ee le tn 
len selling their paint and other side- through the Christmas period and per- slace. cannot elide. To change chests, 
} foes Anyway, there are not many haps through January. But about you handle only 1 section; section Catalog 
ant ; kinds of electrical appliances that could February or March the break is ex- — ee 
The classed as ‘slow moving’, down pected to come. In smaller centers, een aie lade 
od uth. Almost everything is selling.” where a more personal relationship 
ne Enough time now has elapsed since and cooperative spirit prevails, jobbers 
ake » elimination of curbs on installment who have noted a slip in credit rating 
moe ying, to get a fair picture of the have sometimes been able by personal 
pet tuation in this respect. There can be advice to set a dealer back on his feet. 
ce » doubt that credit buying has in- The great success of the San Diego 
) as eased quite a bit in the stores which _ electric show held early in December 
st idopted a 10-percent-down-pay-when- was a tribute to the same principles of 
to u catch-me policy, but for the most promotion which go into dealer store 
the rt, Southern retailers seem to be sales. It was significant that those 
“ noring this competition and keeping booths where a good job of active 
their feet on the ground by a con- _ selling was going on were the ones at 
tinuance of established credit formulas. which the crowd gathered. Dealers ‘ 
an lhe wild men who advertise “Give us _ profited mightily from the interest inte —— en er 
= lollar down and we'll trust you the aroused. So great were the purchases Seiad aes ea eel comet sn a od natant 
ose st of your life”, are rare. of radio sets after the show that what alog sheet is instantly available and in place. No 
vf had been rather a slow market in this delay, no annoyance, no chance to mislay any sheets 
i Brows Still Creased field developed so rapidly that there or to miss related sheets and items. Each section 
lif- Worried creases have not left the was some prospect that even table sets holds one inch of punched sheets. Each section stays 
var brows of most dealers. While forgotten were going to be short before Christ- in place, yet is removed or replaced instantly. 
> ° mas. Remove any single section for page replacement 
oft » some extent in the rush of holiday without disturbing the balance of the whole set. 
wo buying, both wholesalers and dealers Carload Lots, but Slim Stocks EVER READY is lifetime built, handsome. Tens A Opin Sects E Seciaas ie: 
me till are disturbed over what future of thousands in use. Order yours today! close section C. Replace section 
ny onths may bring in the way of scarci- The habit of shipping from Eastern es eee ee em ne ee 
em, ties, price manipulation and credit Centers in carload lots explains why ORDER TODAY! ALL SHIPMENTS EXPRESS i 
ttle naneuvers. A dealer in Birmingham, Some western communities occasionally Sicianistti i, 000 teein Oe. Dann ' 
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Over the Coffee Cups 


Off-the-record reactions of home serv- 
ice girls to recent appliance trends 


By Martha M. Alexander 


A S Maine goes, so goes the nation, 
say the politicians. As home serv- 


appliance 


and to do this the home service 
girls believe a small group can get a 
better understanding than through a 


tion, 


~ } > goes the 
ice girls enthuse, so goes 


business. say we. And the bathroom mass demonstration. Of course a 

isn’t the only place they let down their demonstrator goes into the home to 

hair. show how to do the intricate jobs. 
This is a coffee cup survey of how Too Many $2 Words in Directions 

the home service girls are reacting to 

the things they work with It was felt by most all home econ- 
The consensus of opinion at a re- omists that the manufacturers of ap- 


pliances and home equipment would do 
well to ‘sample’ their equipment out in 
the homes of employees, young wives 
and the like, and let them report on 
what they liked, and what they didn’t 
like and, who knows, they might even 
have suggestions on how to improve 
them. These factory tests are fine, but 
how about testing out that model on a 
“good dirty family wash” to see 
whether the clothes come out with tattle 
tale gray. And sad to relate, they 
don’t believe this country is swamped 
with good housekeepers who know all 
the answers about washing, ironing 
and cooking, or even sweeping the 
pre-war 9x12 Axminster. Also, the 
directions should be in the average 
housewife’s vocabulary, for maybe she 
doesn’t know what detergents are. 


Five Languages and No Coffee 


They spoke of a high school teacher 
who could speak five languages but 
still couldn’t figure out why her coffee 
maker didn’t work the way the demon- 
strator said it should. Maybe more of 
those “how to” booklets, written with 
diagrams and pictures, would aid these 
“educated home makers” in making 
use of their appliances rather than 
putting them on the top shelf in the 
pantry. 

Home freezers are still considered 
by many housewives as too much of a 
luxury item, and there’s a real job to 
be done here with facts and figures, 
plus real demonstrations. 


They Like Disposers 


It might be sandwiched in here, too, 
that the garbage disposer is considered 
a real addition to the household by 
these girls. They don’t elaborate on 
their advantages but just take them for 
granted as part of the furnishings of 
a good kitchen. 

Ranges—well, of course they are in- 
dispensable, but the home service girls 
do like to make demonstrations. They 
think a real demonstration on the range 
should not only include the cooking 
job but should cover a table setting, 
the proper tablecloth, silverware, china 
and decorations to tie in with the sea- 
son of the year or some special occa- 





cent informal conference was that the 
dryer is certainly right there on top 
of the new appliances coming on the 























market. The dryer fits right into any 
family that has the space for it, and it’s 
grand to have that threesome—washer 
to dryer to ironer—for it wastes none 
s time waiting to see 
clothes are dry enough to iron. 
too, are much 
family the time 
labor 
sh dishes 


of the housewife’ 
if the 
Dishwashers, 


liked. For an 


Saving, to Say 


very 
average 

nothing of the 
saving (and who yearns to wa 
anyway) makes the cost pay out in no 


time. Even for small families a routine 
can be worked out to make it worth- 
while. 
Electric Blanket Dope 
Electric blankets are going strong, 


especially up there in the Frozen North 
where the room temperatures dip after 
the janitor closes up at 10 p.m. In- 
cidentally, they work better where the 
room temperature goes below 60 deg. 

The home guidance girls also like 
and think they do a real job. 
it is felt that sometimes the 
customer doesn’t get a real demonstra- 


roner;rs, 
However, 











“| WANT TO BUY A WASHING MACHINE” 














“HE NEVER MENTIONS THE MERCHANDISE 
FOR ABOUT TEN MINUTES, AND THEN— 


BANG 
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sion. Decorations made by hand by 
someone with the flair for that sort of 
thing add much to the success of such 
demonstrations. Incidentally, it takes 
about five people to put on a good 
demonstration. 


Nothing Beats a Long Talk 


In kitchen planning, it is felt this is 
such an individual job that each family 
should have a “personalized” charted 
plan. A “human interest” report on 
the first visit is a big help to get the 
family background, their habits and 
what type of a kitchen will suit their 
needs. Architects and builders would 
do well to work with the home service 
girls in planning kitchens for, in addi 
tion to adequate wiring, lighting and 
other things that go into a home, these 
girls can make many helpful sugges- 
tions that will save much time and 
money for all concerned, and add much 
to the housewife’s pleasure in her 
kitchen. 

The girls like this and that about dif- 
ferent radio brands, but they all say 
“Why don’t they have radio cabinets 
that fit in with your other furniture ? 
Why do they have those terrible look 
ing affairs such as that extreme mod 
erne? Goodness knows, anyone buying 
a $250 or $300 radio hasn’t the furni 
ture that calls for such modernistic cab 
inets.” 


Crowd Catching 


In demonstrations, it has been found 
that August and January just aren't 
the months to draw the crowds. Decem- 
ber isn’t the time to have regular 
demonstrations but special events can 
be tied in with groups such as clubs, 
churches or charitable organization 
parties, and these of course, are mostly 
connected with food preparation, enter- 
taining and decorations. Most home 
service girls expressed the opinion 
that they worked better if there was 
no pressure from top management to 
concentrate on selling. They are sell- 
ing and whatever the brand 
or appliance they are demonstrating 
(and the chances are they have gone 
through the manufacturer’s plant 
getting primed on what the machine 
will do) they feel they should help the 
user enjoy all its advantages, thus 
saving time, strength and money. 
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SPECI 
ADDED ATTRACTION 


Off toa terrific start for the new 
year!.-- 62,065,658 “ad” messages 
in all leading national magazines 
and Sunday supplements, open up 
the PRESTO COOKER advertis- 
ing campaign for 1948. The theme 
of the campaign is “Save Money 
on Your Food Bills’—another 
great PRESTO COOKER selling 
slogan. 


$20,950- 


CONTEST 


A consumer contest offering 
$5,000 in 54 cash prizes and 1,000 
prizes of one companion PRESTO 
COOKER each. Tie in with this 
merchandise-moving promotion. 
Write for free advertising mate- 
rials, including special window 
streamers, top-of-cooker displays, 
and entry blank forms. 











foungstown Kitchen sales are booming! 
Sixty millions now... that’s zooming! 


Appliance dealers! Do you know 
How fast these kitchen sales do grow? 


If you didn’t believe your eyes the first time. here it is again... 
YOUNGSTOWN KITCHENS DID 8&60.000.000 IN RETAIL VOLUME IN 
1947 LIMITED ONLY BY PRODUCTION. 

That kind of money adds up to one of the all-time success stories in the 


appliance business. That kind of money is what loungstown dealers are sharing. 


How come this record? Just look below. And keep in mind these same 
facts make your bankbook mighty pleasant reading. 


The market is tops ...a big, rich, pre-sold mass § The promotion’s tops! Backed by merchandising 
market; active twelve months of the year! ~ aids that only the pioneer in steel kitchens can pro- 
Your competitive position is tops! Youngstown is vide: the ee Youngs- 
the outstanding kitchen on the market .. . you're > (Oo town itchen z ae Rule, the 
ssline the Kihehen! >) de>) Youngstown Flexible Display and 
. | A NS: “¥ =the Min-A-Kitchen set in plastic. 

a There are a few franchises still 

4 available to dealers who are ready 

ae to follow the proved Mullins plan. 





Your unit of sales is tops! Every kitchen sal isa big 
one... paves the way for further appliance sales. 


Grab your hats .. . hold on tight 
This new promotion’s dynamite! 








Y The advertising’s tops! For 1948 powerful. full- The Youngstown Kitchen’s such a honey 
color pages in the nation’s leading magazines. you dealers will be coining money! 





Y OUungGHOWn Sittehers 
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MULLINS MANUFACTURING CORPORATION * WARREN, OHIO 


World's largest makers of steel kitchens 














Jam 


Se 


